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13,393 SETS FOR 
$j90 


13,393 SETS FOR 


48c 


(WHO CLASS C, %4 HOUR MAXIMUM DISCOUNT) 


N terms of Iowa’s radio homes, WHO cost 10.6‘ 
less in 1949 than in 1944; in terms of radio sets 
in homes, WHO cost 52‘. less than in 1944! 


The increased number cf radio sets in Iowa’s kitch- 
ens, dining rooms, bedrooms, ete.—and the additional 
listening they create—is even more important than the 
increase in radio homes. Modern research proves that 
SETS make the audience! 

In 1944 there were 596,000 radio homes in lowa; 
in 1949 there were 769,200! ... In 1944 there were 
904.000 radio sets in Iowa homes; in 1949 there were 
2,140,000! And in addition to this tremendous in- 
crease, an exceptionally large bonus audience listens in 
cars, offices, barns, stores, service stations and hotels. 

Thus WHO is actually a much better buy today than 
in 1944. Radio sets in lowa homes alone have increased 
136, while WHO’s rates have gone up only about 
14%. 

The 1949 Iowa Radio Audience Survey tells the whole 


story of Iowa’s added listening. Write to WHO or Free 
& Peters for your free copy! 


* The 1949 Iowa Radio Audience Survey is a “must” for 
every advertising, sales or marketing man who is interested 
in lowa. 


The 1949 Edition is the twelfth annual study of radio 
listening habits in Iowa. It was made by Dr. F. L. Whan 
of Wichita University—is based on personal interviews with 
9,116 Iowa families, scientifically selected from cities, towns, 
villages and farms all over the State. 

As a service to the sales, advertising and research pro- 
fessions, WHO will gladly send a copy of the 1949 Survey 
to anyone interested in the subjects covered 


WHO 


+ for \|OWA PLUS! + 


DES MOINES .. . 50.000 WATTS 


Col. B. J. Palmer. President 
A. Loyet, Resident Manager 


FREE & PETERS, INC. 


National Representatives 











Kentuckiana leads the nation... 


y in effective 
buying income 
increase 


U. S. increase—1 °*/, 

Kentuckiana increase—5 °/, 

Source: 1949 and 1950 issues, 

Sales Management Survey of Buying Power. 


value increase 
Kentucky leads U. S. by 32°/, 
Indiana leads U. S. by 2°/, 
Source: latest two U. S. Censuses 
of Manufacturers. 























INDIANA 


LOUISVILLE 


Kentuckiana’s personal and industrial income continues to show 
healthy increases, even in the face of a national ‘leveling off’. There are 
real sales opportunities in this rich-and-getting-richer market—if you 
remember that... 

WHAS and WHAS alone delivers ALL of Kentuckiana (Kentucky 
plus a generous portion of Southern Indiana). 






50,000 WATTS * 1A CLEAR CHANNEL * 840 KILOCYCLES 


The only tadto station Serving and selling IN shape @ ESTABLISHED 1922 
all of the rich Kentuckiana Market doulle 2 Kenluchy 


VICTOR A. SHOLIS, Director . NEIL D. CLINE, Sales Director 


21 Bi 
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YANKEE 

_ HOME-TOWN 
_ STATIONS 
IN © STATES 


There is no substitute 
for LOCAL Coverage 


The more you can concentrate and 
localize your selling in New England the 
better pleased you will be with results. 
Every key market you approach through 
a local home-town station is bound to 
add to your sales. 

You can reach each of these New 
England markets best through a locally 
accepted medium — the Yankee home- 
town station that gives direct access to 


the market and complete coverage of 
the trading zone to the outlying neigh- 
borhood shopping areas. 
Yankee-Mutual programs have a tre- 
mendous following through Yankee's 27 
home-town stations. You can tap this 
great reservoir of retail buying power 
with the kind of local, intensive selling 
that only a local home-town station can 
give you in each of these 27 top markets. 


eeceptance (2 THE YANKEE NETWORK'S oundation 


THE YANKEE NETWORK, INC. 


Member of the Mutual Broadcasting System 


21 BROOKLINE AVENUE, BOSTON 15, MASS. 


Published every Monday, 53rd issue (Year Book Number) published in February by 
Entered as second class matter March 14, 1933, at Post Office at Washington, D. C 





Represented Nationally by EDWARD PETRY & CO., INC. 





BROADCASTING eg Inc., 870 National Press Building, Washington 4, D. C. 


= under act of March 3, 1879. 








Closed Circuit 


WITH Assn. of National Advertisers, on one 
hand, espousing readjustment of radio rates 
to allow for TV tune-in, and American Assn. 
of “Advertising Agencies on the other hand 
seeking to have radio generally pay 2% cash 
discount (90% do not), broadcasters attending 
conventions last week figure radio will have 
to prime itself for counter-attack. 


AT LEAST one major network already is 
planning broadside to justify current radio 
rates by reciting chapter and verse on what 
it delivers now as against decade ago, and for 
how much less. 


COCA-COLA Co. working on musical show as 
summer replacement for Edgar Bergen on CBS. 
No summer substitute planned for NBC thrice- 
weekly Morton Downey series. Beverage firm 
studying TV for autumn and return to radio 
co-op in 1951. 


FINAL DRAFT of FCC staff study of transit 
radio reportedly submitted to top staff execu- 
tives for approval. It recommends finding that 
transit radio is not “broadcasting” within 
meaning of current rules. 


MGM, through Donahue & Coe, New York, 
planning augmented radio spot announcement 
campaign for its latest release “Annie Get 
Your Gun” beginning about May 1. 


PLANS for disposition of WCON-TV under 
merger of Atlanta Journal and Constitution 
understood to be near completion. Atlanta 
Newspapers Inc., proposed merger firm acquir- 


ing Journal’s WSB-AM-FM-TV, may seek 
WCON-TV’s Channel 2 (54-60 mc) facilities, 


1,000-ft. tower and transmitter plant for use 
by WSB-TV. WCON-FM also included. When 
WCON-FM-TV are licensed, WSB-TV’s Chan- 
nel 8 (180-186 mec) license would be given up 
and present WSB-FM dropped. WCON-AM 
permit is to be dropped. Several groups re- 
portedly interested in WCON’s 550 ke, 5 kw 
assignment. Fort Industry Co.’s WAGA At- 
lanta filed for it last week (see story page 20). 


VYING WITH successful premiere of RCA’s 
all-electronic full color tube in Washington last 
week (see page 44) was remarkable fidelity 
of simultaneous reception on black-and-white 
receiver. Brig. Gen. David Sarnoff, RCA 
chairman, supplied answer: RCA’s color trans- 
mitting system makes possible the exceptional 
black-and-white picture—not receiver, a con- 
ventional model. 


BBDO, NEW YORK, planning spot announce- 
ment campaign for Lever Bros. Jelke’s Good 
Luck margarine in 30 markets starting in 
April. Contracts are for six weeks. 


OVERWHELMING MAJORITY of response 

to recent NAB Research Department survey 

to all TV licensees confirms principle that new 
(Continued on page 90) 
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Ujacoming 


April 3-5: Color Television hearings resume, Dept. 
of Commerce Auditorium, Washington. 

April 4: Radio Pioneers Club annual dinner, Ritz 
Cariton Hotel, New York. 

April 12-19: NAB Convention Week, Stevens 
Hotel, Chicago. 

April 15: New England Radio Engineering meet- 
ing, Somerset Hotel, Boston. 

(Other Upcomings on page 68) 


Bulletins 


FCC EXAMINER J. Fred Johnson Jr., con- 
ducting FCC hearings on G. A. (Dick) Rich- 
ards’ news policies in Los Angeles, said Friday 
afternoon he would call recess upon completion 
of FCC’s direct presentation, expected not 
later than early this week. Resumption date 
not known. Earlier estimates indicated it may 
be in September. (See early story page 18.) 


TV INDUSTRY PROBLEMS 
COVERED AT AAAA MEET 


ARRIVAL of television in large markets 
draws advertisers’ contacts away from network 
and local radio as well as from newspapers and 
other local media such as car cards, TV panel 
of American Assn. of Advertising Agencies 
was told Thursday night at Greenbrier Hotel, 
White Sulphur Springs, W. Va. (see main 
AAAA convention story page 15). 

Main interest of agency executives at TV 
sessions centered on conversion of radio per- 
sonnel to servicing video accounts. 

Leonard T. Bush, Compton Advertising, New 
York, reported on radio-TV panel held by 
Assn. of National Advertisers at Homestead 
Hotel, Hot Springs, Va. (see ANA story page 
15). Fairfax M. Cone, Foote, Cone & Belding, 
Chicago, presided at AAAA TV sessions with 
J. Davis Danforth, BBDO, New York, as 
moderator. Other panel members: Myron P. 
Kirk, Kudner Agency, New York; Henry G. 
Little, Campbell-Ewald, Detroit; John U. 
Reber, J. Walter Thompson Co., New York; 
Walter Craig, Benton & Bowles, New York; 
Roland Gillett, Young & Rubicam, New York. 

Mr. Craig presented film :showing major 
types of TV commercials. 

At Friday AAAA session Ben Duffy, BBDO, 
New York, said 2% cash discount not accepted 
by over 90% of radio stations and pointed to 
“dangerous confusion” among TV stations on 
this discount. He notéd that radio and tele- 
vision allow 15% agency commission even to 
agencies not set up “to give well-rounded 
service.” 


STROTZ DENIES NBC SPLIT 


SIDNEY N. STROTZ, administrative vice 
president in charge of NBC Western Division, 
said Friday that reports he would leave net- 
work as result of NBC Hollywood organiza- 
tional changes were “wholly unfounded” (see 
story page 20). 





Business Briefly 


COLUMBIA PROMOTION @ Columbia Ree. 
ords allocating approximately $2.5 million 
in advertising to promote its 33% rpm records, 
Firm will sponsor half-hour of The Show Goe; 
On, hour-long program featuring Robert Q 
Lewis on CBS and CBS-TV from April 2) 


through June 18, resuming Sept. 24. Agency: 
McCann-Erickson, New York. 
CO-OP CAMPAIGN @ Truscon Steel Co, 


(steel products), Youngstown, Ohio, to start 
cooperative advertising program for dealers 
Spot announcements to be used. 


NIELSEN, HOOPER NAMED 
IN $2.5 MILLION SUIT 


SINDLINGER & Co., Philadelphia, operator; 
of Radox, audience measurement system, filed 
$2.5 million damage suit against A. C. Nielsen 
Co. and C. E. Hooper Inc., charging them with 
conspiracy to monopolize trade, with “ma- 
licious and unlawful interference” with Sind- 
linger’s business rights, and accusing Nielsen 
company of illegal filing of patent applications. 

Suit, filed in U. S. District Court, Eastern 
Pennsylvania, alleged that Nielsen company, 
knowing that certain applications for patents 
on electronic measuring devices were about to 
be filed by Radox, filed patent applications of 
its own, blocking Radox patent plans. Patent 
dispute now pending in U. S. patent courts. 
Additionally, suit alleges defendants circulated 
“false rumors” about Radox, and “adopted a 
concerted system in furtherance of their 
monopolistic practices aimed at the discredit- 
ing of plaintiffs... .” 

Suit described recent sale of part of Hooper 
service to Nielsen as granting “complete mo- 
nopoly in the field of national network rat- 
ings” to Nielsen. It seeks injunction pre- 
venting continuance of alleged acts and 
invalidation of all contracts entered into by 
Nielsen and Hooper with customers since 
January 1946—date Radox alleges it began 
experimentation. 


ABC PROMOTES BLAIR 


LEONARD BLAITR, asso¢iatéed with ABC as 2 
director of both sound and TV shows since 
1947 in New York, named program manage 
of ABC’s Central Division effective April 15 
He succeeds Harold Stokes, resigned. John H. 
Norton Jr., vice president of ABC in charge 0 
Central Division, said Mr. Blair will be in 
charge of standard broadcast programming fo 
division and also WENR, ABC’s O & O Chi; 
cago outlet. Mr. Norton also disclosed that 
A. J. Koelker, former Central Division manag- 
er of program sales development and statio 


relations, who resigned last year, has rejoined 


Central Division as account executive in net 
work sales. 


DAVID IS WPTR MANAGER 


RUSS DAVID, vice president in charge of 
engineering of WPTR Albany, has been ap 
pointed general manager succeeding Fred A 
Ripley, resigned. 
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WiP 


Prod uces? 






On her morning Chatter-Bar program 
Mary Biddle, WIP’s Women’s Director, 
offered a little booklet called “How To 
Eat and Grow Slim,” thinking that a 
few hundred women might be inter- 
ested. She was right... over 27 hun- 
dred asked for it! 


WIP 


Philadelphia 


IYIKY Lm LLL 


Keepresented Nattonally 
by 
EDWARD PETRY & €@. 
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Published Weekly by Broadcasting Publications, Inc. 
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870 National Press Bidg. 
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BLACKBURN-HAMILTON COMPANY 


are the ONLY Radio Station and Newspaper Brokers in the 
a United States with offices on the East Coast, in the 
: 108 Middle West and on the West Coast! 








i A NATION-WIDE SERVICE AVAILABLE TO YOU 





18 The individual Seller or Buyer is limited to his per- the market is made. Having accumulated a large 
18 sonal contacts in the radio and publishing industry. number of qualified prospective buyers, these files 
. The BLACKBURN-HAMILTON COMPANY, with are then carefully studied for the most desirable pur- 
2 offices on the East and West Coasts and in the Middle chaser. In some cases, national advertising and 
2) West, acting as the confidential intermediary, assures direct mail will be used to achieve the widest pos- 
22 the Seller and the Buyer of choice contacts selected by a _— Ninn es ng erin. mast oye ny a : 
7 means of national surveys and area-office associations. a  eitimaigh bicep te i oct af I ngtammng 
89 Experience in negotiating the sale of newspaper prey agnonignininnse eyed pstinecal wc eqnen, Medlagiedd 36%, 7 
iat tele % Be we erty is not revealed until negotiations have reached 
plants and radio stations in all sections of the United : sara en ee ‘ 
States, emphasizes the value and need of BLACK n SUEY SANUS SRE. 
ioeteaine aes vege : ‘ ‘ace The BLACKBURN-HAMILTON COMPANY has 
y y r 1 7 . oT a ae Te —— , #4 
Bl RN-HAMILI ON COMPANY'S exclusive media handled millions of dollars worth of newspaper and 
. brokerage vriginhasaral : radio station properties ranging in price from | 
- When a radio station or newspaper becomes available $15,000.00 to well over $1,000,000.00. Weare equipped | 
2 for sale through BLACKBURN-HAMILTON COM- to render the same specialized service for transactions 
3 PANY, a thorough analysis of both the property and in all price brackets. 
79 } 
83 
81 
80 
LAST MONTH... 
ees The BLACKBURN-HAMILTON COMPANY handled transactions in Florida. Rhode Island, 
Michigan, Wisconsin, Iowa, Illinois and California for Sellers and were in touch with hundreds 
of Buyers located in 33 states. 
Frank 
|. Fitz- 
— 
er. . 
i LAST YEAR... 
SSIST- 
's, Pat NY ° 
Jean The BLACKBURN-HAMILTON COMPANY handled the sales of large daily papers, weekly 
newspapers, small and large radio stations in 27 states and were in touch with buyers from 
eo practically every state in the Union and some foreign buyers interested in properties. Only a 
evens, . ; ‘ : ‘ ‘ % ' aie ; ‘ 
chad. nation-wide organization could have rendered this service for the radio and publishing industries. 
; 
’ Man- 
NP APPRAISALS 


Elaine Tax, estate and many other personal problems create N.A.B. CONVENTION a CHICAGO e APRIL 12-19 


the need for an independent appraisal. Extensive 
experience and a _ national organization enables 


Representatives of each of our offices will attend the meeting. Drop 


BLACKBURN-HAMILTON COMPANY to make accurate, y 5 . pk iret ACK . ' von es ANY 
PLass iisiesieidl sancpeaiinaia: We salads tien a note now to the nearest BLACKBL RN-HAMIL TON COMPANY 
» York office and we will set up an appointment for your convenience, o1 
NEGOTIATIONS contact us at suite 1300-1301-1301A in the 
vector; The advantages of an experienced intermediary are HOTEL STEVENS, CHICAGO, AT N.A.B. TIME 





particularly valuable during the final negotiations in 
guiding a sale to a mutually agreeable conclusion. 


-> Jane In the matter of tax problems, legal and transfer 
| ne, ae racancumcrecncs: §=— BLACKBURN - HAMILTON 


operates fully with tax counsel and attorneys for both 


lywood the Buyer and Seller. The handling of a large volume 
Glick- of sales passes on to both Buyer and Seller helpful bea PA NM Y 


experiences of others. 


1 0775; RADIO STATION AND NEWSPAPER BROKERS 
931 by FINANCING 
| NG Sound requirements for financing are given careful WASHINGTON, D. C. « James W. Blackburn, Washington Bidg., Sterling 4341 
in 1932 Seeninpaman Gad qnetp EN & ends ent Cae CHICAGO « Harold R. Murphy, 333 North Michigan, RAndolph 6-4550 
in making fair and adequate financial arrangements : : 
in connection with newspaper and radio properties. SAN FRANCISCO « Ray V. Hamilton, 235 Montgomery Street, EXbrook 2-5672 
, Inc. 
Copy 
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This is Jean Joyce, 


“*Killian’s Personal Shopper.’’ She presents 
commercials written by Beulah Marsh 
of Killian’s, Cedar Rapids’ 
leading department store. Beulah 
and Jean are one and the same- 
have been ever since the store’s 9 a.m. 
news program started 16 years ago 
(which makes it the second oldest continuously 


sponsored newscast in radio history). 


This is A. L. Killian, 


Chairman of the Board of Killian’s. 
He knows that 75% of 
Cedar Rapids’ morning listeners 
hear WMT (from a 
questionnaire recently mailed 
to 10,000 charge account 
customers); that Cedar Rapids’ 
“‘Homes Using Sets” in the a.m. is 
71% above the national average; that 
WMT covers the store’s entire trading area 
(from mail stimulated by ‘““The Wishing 


Well,” Killian-sponsored afternoon program). 


This is Bill Quarton, 


WMT ’s general manager, who 


originally handled the Killian 
account as a salesman. Bill can 
quote statistics like an electronic 
computer—but they all prove the 
same two things—FEastern Iowa is a lush 
market for advertisers; WMT is the 
sellingest station in Eastern Iowa. 


Ask the Katz man for full details. 


This is Eastern lowa... whe 
5000 watts 


600 ke CEDAR 
Day & night RAPI D s 


e BASIC COLUMBIA NETWORK 
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LVIN J. HETFIELD, formerly management and sales consultant, appointed 
president of Van Diver & Crowe Imc., New York. He succeeds VERNON 
H. VAN DIVER Sr., founder of agency, who continues as vice president, 


MARJORIE CHILD HUSTED, former director of “Betty Crocker” home service 
department of General Mills, today (April 3) appointed 

advisor on consumer service for Dancer-Fitzgerald-Sample, 

New York. Mrs. Husted, who had served as consultant to 

Dept. of Agriculture and Bureau of Home Economics, was 

last year honored as “Advertising Woman of the Year” by 

Advertising Federation of America. 


BENTON & BOWLES, New York, because of expanding 
television activity, beginning April 15 will divide its tele- 
vision production into two departments. HERBERT LEDER 
will head television film department of agency and 
MURRAY BOLEN, of agency’s Hollywood office, will come 
East to head television live department. 


JACK ROME, formerly with Roy S. Durstine Inc., joins Mrs. Husted 


Biow Co., New York, as account executive for Philip Morris (tobacco) group. 


HARRIET LINGO appointed account executive for Wasser, Kay & Phillips 
Inc., Pittsburgh. She formerly was public relations director of Christian 
Rural Overseas Program campaign to collect Friendship Food. Before that 
she was promotion manager of KMA Shenandoah, Iowa. 


MAPLE Assoc., Chicago, changes name to Robert Bruce Hicks Adv., and 
moves to larger quarters on ninth floor of Douglas Bldg., 20 E. Jackson Blvd., 
Chicago 4. Telephone: HArrison 7-6848. 


JACK MILLER, formerly with Patch & Curtis, Long Beach, Calif., joins 
Denman & Betteridge Inc., Detroit. 


JOSEPH P. QUIN Jr. elected vice president of Philip Ritter Co., New York. 


CAROLYN FITTS, formerly with Benton & Bowles, New York, joins talent 
and program development department of Young & Rubicam, Hollywood. 


ELIZABETH WENBERG, formerly with Walter McCreery Inc., San Francisco, 
joins copy department of Guild, Bascom & Bonfigli, same city. 


BOB NYE, with radio department of Foote, Cone & Belding, Los Angeles, is 
the father of a boy, Robert Gerald Jr. 


EVERARD W. MEADE, vice president and radio and television director, 
Young & Rubicam Inc., is in Hollywood for 10-day conferences. 


New Addresses: LAWRENCE S. STEIN, Chicago advertising and public rela- 
tions firm, moves to 116 S. Michigan Ave. Telephone: ANdover 3-1977. ELLS- 
WORTH ROSS Adv., Los Angeles, incorporates as Ellsworth Ross Ine. and 
moves to larger quarters at 3719 Wilshire Blvd. Phone is Dunkirk 8-3608. 
VANCE SHELHAMER ADV. Inc. moves to new quarters in Northern Life 
Tower (Room 1708), Seattle 1. Phone remains MAin 7056. 





SPONSOR and agency confer with Alan Young in New York on the comedian’s 

new CBS series (I to r): V. G. Carrier, assistant manager, Esso Standard Oil 

Co. advertising-sales promotion department, sponsor; Mr. Young, star of show; 

R. M. Gray, Esso’s advertising-sales promotion manager, and Curt A. Peterson, 
radio director, Marschalk & Pratt Co., Esso agency. 
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You can make your sales grow this Summer 
and stay in full bloom all through the year. 
By putting your product on wcco all year round 


. Fall, Winter, Spring and Summer. 





That’s because your customers in WCCO’s 


sted 
roup. ; ‘ F 
ate rich Northwest territory spend more than 
illips ‘ \ if 
—7 ~ ’ $686,000,000 in retail sales during June, July 
; A 
and August. And you can reach them at a low 
, and 
— Summer cost-per-thousand ! 
joins No wonder 60 big national spot and local 
York. advertisers (25% more than the year before) 
ve stayed on WCCco all year round last year. Without 
ood. : : 
cisco, a Summer hiatus. They found that in the 
ial Twin Cities wcco commands an average Summer 
ad daytime Hooper of 6.5. And now delivers 
42 more Summer radio-families-per-dollar 
» rela- 
ELLS- ° 
oo than in 1946! 
3-3608. 
1 Life 


To walk off with a pretty profit, ask us or 
Radio Sales about a hot wcco sales-personality 
(like Larry Haeg, for example). And watch 


wcco send your sales up with the temperature! 





50,000 watts + 830 kilocycles 
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16 metropolitan markets* 0: seal 


YGRADE FOOD PROD. Corp., Detroit, will begin radio and television 
campaign in major markets through Doyle Dane Bernbach Inc., Detroit, 
Stations not yet set. 








JEFFERSON 


MANHATTAN SOAP (Sweetheart and Blue White soaps), through Duane Jones, 
New York, signs six markets for spot campaign of 15 spots per week on Transit 
Radio. Contracts are effective April 19. GENERAL FOODS (Birdseye Frosted 
Foods), through Young & Rubicam Inc., purchases 15 spots weekly on Transit 
Radio. CANADA DRY Co. orders initial schedule of 18 spots per week for 52 
weeks, on Transit Radio, starting with Worcester, Mass., on bottler co-op 
basis, indicating other markets will be added. Agency: J. M. Mathes, New York, 
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MINUTE MAID Corp., New York, appoints Ted Bates Inc., same city, to handle 
its advertising. 





cues Concorde 








YACUSE® ' j Mime | HIRES 
Auburn : . ene ROOSEVELT-FOR-GOVERNOR HEADQUARTERS, Los Angeles, starts ten- 
: 2 :  ygererse week series for Candidate James Roosevelt on ten CBS California stations, 
Nast ug Friday, 7-7:15 p.m. (PST). Agency: Milton Weinberg Adv. Co., Los Angeles, 
@*"2 iSWELiM @ 
ardner® n 


¢ : McCORMICK “Bee Brand,” Baltimore (insect powder), through agency, 

Bg waver Sullivan, Stauffer, Colwell & Bayles, New York, started one-minute spot an- 
Qrownampron ne nouncement campaign April 1 in number of Southern markets. 

o Chicopee ort ©6 font 

ig Ow Voran @Posnencoe WILDROOT Co., Buffalo, sponsoring What’s the Name of That Song on 53 Don 
LOM oc Lee-MBS western stations for two years, to use national TV spot after end of 

current cycle in May. Agency: BBDO, New York. 





es, Fitchburg 





Ane gh” of 
Meriden@ @nod cnr R 4 GUITARE LIPSTICK Inc., Los Angeles (non-smear lipstick), increasing tele- 
Men viord Ogee Decoy, vision programming with start April 7 of half-hour weekly Star Gazing on 
3 WOR-TV New York; and April 9 with half-hour weekly Grab Your Phone 
on KPIX (TV) San Francisco. Both contracts for 26 weeks. Firm currently 
has Star Gazing on WGN-TV Chicago and Your Handwriting Speaks on KLAC- 
ot dine os TV Hollywood. Guitare plans to extend half-hour programming during next 
amny Posie? @ three months into 11 other markets including Boston, Philadelphia, Detroit, 
; te Pittsburgh, Cleveland, St. Louis, Washington, Baltimore, Cincinnati, Mil- 
"8 ype waukee, Seattle. Agency: Raymond Keane Inc., Los Angeles. 
























FRANKENMUTH BREWING Co., Frankenmuth, Mich., purchases Van Patrick's 
Sports Scripts three times weekly over WJR Detroit. Fifteen-minute program 
will be supplemented by other sports show on WFDF Flint, plus spots and 
chain breaks on several upstate stations. Agency: Ruthrauff & Ryan, Detroit. 






















DICTOGRAPH PRODUCTS Inc., New York, appoints Atherton Adv., Los 


Many other markets Angeles. Radio will be used. 
between and beyond Network Accounts oe 


EMERSON DRUG Co., Baltimore (Bromo Selter), begins sponsorship April 24, § 

* of Hollywood Star Playhouse, CBS, 8-8:30 p.m., EST. Show will replace Jnner 

HOOPER SURVEY, JANUARY, 1950 Sanctum, sponsored by Emerson for the past four years, and will originate in 
Metropolitan population of 16 Market Area—1,247,000 (Approximately the same Hollywood. Agency: BBDO, New York. 
as Baltimore’s Metropolitan Area). 
FRANK H. LEE Co. (men’s hats) renews sponsorship of Robert Montgomery 
Speaking, over ABC, for 42 additional weeks, effective Aug. 24. Program is 
heard Thursday, 9:45-10 p.m., EST, and was signed through Grey Adv., New 
York. 


Retail trading zone population of the 16 Markets numbers 1,843,556 (Source: 
Audit Bureau of Circulations.) 


Represented Nationally by NBC Spot Sales 
ANHEUSER-BUSCH Corp., St. Louis (Budweiser beer), which now sponsors 
Ken Murray Show on CBS-TV alternate Saturdays, 8-9 p.m., buys weekly sched- 
ule of same show, same time period, beginning next October after summer 
hiatus (June-September). Agency: D’Arcy Adv., St. Louis. 










FRIGIDAIRE DIV. of General Motors, which is sponsoring special NBC-TV 
Easter show with Bob Hope, April 9, 4:30 to 6 p.m. CST, orders additional 
11 stations to carry it by kinescope. Total is 27 cable and 28 non-cable cities. 
Agency: Foote, Cone & Belding, Chicago. 















PETER PAUL Inc., Naugutuck, Conn., (Candy) and Taylor-Reed Corp., Mama- 
roneck, N. Y. (Cocoa-March Syrup), purchase portions of Magic Cottage, chil- 
dren’s program heard Monday through Friday, 6:30-7 p. m. on DuMont net- 
work. Candy company, through Maxon Inc., New York, will sponsor final half 
of program on Wednesday beginning April 5, while Taylor-Reed, which placed 


A ¢ E N E R A L E LE CT R 1 C STATI 0 a contract direct, sponsors full half-hour segments on Monday, Tuesday, Thurs- 


day, Friday, and first 15-minute portion on Wednesday. 

















MAIDEN FORM BRASSIERE Co., through William H. Weintraub & Co., New 
York, renews sponsorship of Vanity Fair, Monday, Wednesday and Friday, 
4:30-5 p.m., over three CBS-TV stations, effective April 17. 
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a © Tisamook” 3 Forest Give ss /- “‘family’’, and with this diversity goes stable buying 
oo — T ssh L lsoaiae power ... GROWING buying power YOU can tap 

—y ; West Liin i cen thi ie: through KGW’s COMPREHENSIVE COVERAGE. 
- . Canby steady Consider these few representative facts about Che- 
wee SE Tore /. halis that in themselves spell success for the adver- 
an _ tiser who captures this rich market: Surrounding 
m eee resources of timber, minerals, and cheap power... 
ril 24,9 salem. four lumber mills, two fern packing companies, a 
fae neg crude drug plant, a cannery, a plant of one of the 
"oo country’s great food companies... well on its way 
= a ) ban to becoming the Turkey Capital of America... 85 
anew h per cent of homes owned by their occupants. 
; KGW’s COMPREHENSIVE COVERAGE DELIVERS CHE- 
onsors HALIS ...as it delivers the rest of the fastest-growing 
— ~ Iuncton itn B market in the nation. 
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it net- This chart, compiled from official, half-mili- 
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BROADCASTING ws again... 


A VOTE OF 


It's happened again! 


Once more a whole survey-load of key advertisers and 
agencies have voiced their preference for BROADCAST- 
TELECASTING! 


It came about this way: Big 50,000-watt WTOP in 
Washington, D. C., wanted to prove to itself just which 
publications are counted on most by leading radio adver- 


tisers and advertising agencies. 


We didn’t know a whisper about the survey until all the 
ballots had been counted. And guess what? BROADCAST- 
ING’s whopping win (as usual) was overwhelming, con- 
clusive and unmistakably significant! 


BROADCASTING was first choice by 196%! 


But who’s surprised? It’s been that way for some 20 years 
now. BROADCASTING, again and again, is the top choice 
of radio’s top people—the ones who decide how to spend 
advertising dollars. This brand-new survey just beats the 
terrific truth home harder than ever. 


And the truth, gentlemen, is this: /f you’re wooing a bigger 


share of advertisers’ budgets . . . tell ’em about yourself in 


BROADCASTING! 
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Want the facts? 


This is what the promotion manager of WTOP asked 800 
advertisers and agency folk: “Which publications (edi- 
torial and/or service) would YOU use if you were in my 
place trying to reach YOU? Please check first and second 


choices.” 


The results: BROADCASTING was first with 196% more 
votes than the runner-up, a general advertising weekly; 


392% more than the third choice, a radio publication. 


Remember 


we had nothing to do with all this 


EXCEPT publish a magazine that consistently pro- 
vides the best coverage of all phases of radio and TV... 
that offers the most reliable reporting and authoritative 
comment . . . that aggressively promotes broadcasting as 
America’s greatest medium . . . that supplies advertisers 
and agencies with the kind of information they value most 
about the business of broadcasting. Only because of all this 
do we have any responsibility for the outcome of WTOP’s 


very illuminating survey. 


It’s reason enough, though, for us to repeat that BROAD- 
CASTING-TELECASTING is your best route to the atten- 
tion of men and women who make time-buying’s biggest 


decisions. Want to share their vote of confidence with us? 
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IN A SURVEY OF ADVERTISERS AND AGENCIES 


- CONFIDENCE 





BROADCASTING 


TELECASTING 
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“B. B.D. & 0. 


Say they're interested” 


Yes, sir! The big boys are nibbling! The blue 
chips are falling on the table! Because big adver- 


tisers insist on low-cost results. 


Have you got a pet account in your shop that 
would like to make a killing in the rich Balti- 


more market? There’s a sure-fire way in radio. 


You just buy W/I’T’H, the BIG independent 
with the BIG audience. Then you’re sure to get 
more listeners-per-dollar than from any other 
station in town. W’I’T-H delivers what the 
blue chip accounts really want—those low-cost 


results! 


Call in your Headley-Reed man for the whole 


W-I/T-H story today. 








BALTIMORE, MARYLAND a 


TOM TINSLEY, President * Represented by HEADLEY-REED 
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Rates, Verified Radio-TV Research Chief Topics;. 
Agencies Name Cone, Brockway and Wolfe 


By J. FRANK BEATTY 


THE NATION’S advertisers want 
broadcasters and telecasters to 
show them exactly what they can 
get for their advertising dollars, 
based on verified research data. 

Executives who spend a heavy 
share of the nation’s $5 billion ad- 
vertising budget made this clear at 
the annual spring meeting of the 
Assn. of National Advertisers, held 
at The Homestead, Hot Springs, 
Va., Wednesday through Friday. 
They joined Friday night and Sat- 
urday with the American Assn. of 
Advertising Agencies in sessions 
held at the Greenbrier Hotel, White 
Sulphur Springs, W. Va. (see sepa- 
rate story this page). 

All through the three-day pro- 
gram the subject of radio and tele- 
vision spiced the discussion, with 
emphasis on cost of buying the elec- 
tronic media as compared with 
printed media and frequent concern 
over where TV money is coming 
from, as well as what TV’s growth 
is doing to aural radio and other 
media. 


Panel Is Highlight 


Peak of the radio-television dis- 
cussions came Thursday afternoon 
during an off-the-record panel in 
which all elements of the advertis- 
ing industry participated. There 
the whole radio-TV controversy 
was laid wide open. By the time 
the advertisers had finished, it was 
clear they had been impressed with 
statements covering radio’s per- 
manence in the media field, TV’s 
extensive support from new adver- 
tising sources and the prospects of 
TV as a basic national advertising 
medium. 

The radio-television panel was 
moderated by A. N. Halverstadt, 
Procter & Gamble Co. Panel mem- 
bers included H. M. Chapin, Gen- 
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TOP OFFICERS elected by the AAAA last week in its meeting at White 

Sulphur Springs, W. Va., are (I to r): Fairfax M. Cone, board chairman of 

Foote, Cone & Belding, Chicago, as chairman of the board of directors; Louis 

N. Brockway, executive vice president of Young & Rubicam, New York, vice 

chairman; Ralph L. Wolfe, president of Wolfe-Jickling-Conkey Inc., Detroit, 
secretary-treasurer. 


Co.; D. W. Stewart, 
Texas Co.; Frank Stanton, CBS 
president; Niles Trammell, NBC 
board chairman; Leonard T. Bush, 
Compton Adv.; Marion Harper Jr., 
McCann-Erickson; A. C. Nielsen, 
head of the research firm bearing 
his name. 

It was made clear to the adver- 
tisers that radio will always be an 
effective low-cost advertising me- 
dium. The 80 million sets in over 
40 million homes just won’t be 
silenced, it was pointed out. On 
radio’s behalf, it was suggested 
that many programs and many pe- 
riods of the day will always be 
effective. News, comedies, drama, 
mysteries, special events and other 
programming will hold the public’s 
attention in the future as they 
have in the past and radio itself 
will always have a substantial au- 


eral Foods 


FORD CONTINGENT relaxes at the ANA meeting. L to r: Wilbur Donaldson, 










a. : 
> ie — 


representing dealers; Gordon Eldredge, Ben Donaldson and Del Everett (other 
ANA pictures on page 16). 


dience, the ANA members were 
told. 
As expected, the questioning 


mostly centered around television. 
Curiosity ran high on the prospects 
of lifting the “freeze” and pro- 
viding TV service to rural areas. 
Color fascinates many advertisers, 


judging by the questioning, but 
they were warned of the complica- 
tions that will cause its delay 


despite such developments as the 
tri-color tube. 

Effectiveness of television is 
shown by a new study based on 
some 3,000 TV owners and non- 
owners, carefully selected, accord- 
ing to one broadcast member of the 
panel. The study shows that people 
with TV sets buy more advertised 
brands than those without TV. 

The advertisers were assured 

(Continued on page 87) 
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AAAA 


ADVERTISING 
along with the rest of the busi- 
ness world, must unite with govern- 


THE industry, 


ment to strengthen the nation’s 
economy and lead the public into 
a solid front for the cold war, the 
American Assn. of Advertising 
Agencies was told at its Thursday- 
Saturday convention held at the 
Greenbrier Hotel, White Sulphur 
Springs, W. Va. 

Though much of the agency ex- 
ecutive’s time was spent in detailed 
analysis of broadcasting and tele- 
vision as effective means of selling 
goods, the convention took on a 
sombre international hue Friday 
night and Saturday as the agency 
delegates met jointly with the Assn. 
of National Advertisers (see ANA 
story this page). 

Elect Officers 

Fairfax M. Cone, chairman of 
the board of Foote, Cone & Beld- 
ing, Chicago, was elected chairman 
of the AAAA board of directors 
during Thursday’s sessions. Elected 
vice chairman was Louis N. Brock- 
way, executive vice president of 
Young & Rubicam, New York, and 
Ralph L. Wolfe, president of 
Wolfe - Jickling - Conkey, Detroit, 
was elected secretary-treasurer. 

Mr. Cone succeeds Clarence B. 
Goshorn, president of Benton & 
Bowles, as head of AAAA, 

Others elected were: 

Directors-at-Large 

John P. Cunningham, executive vice 
president of Cunningham & Walsh, 
New York (re-elected to fill Mr. Brock- 
way’s unexpired term). 

Gordon E. Hyde, president of Fed- 
eral Advertising Agency, New York. 

Earle Ludgin, president of Earle Lud- 
gin & Co., Chicago. 

Henry M. Stevens, vice president of 
J. Walter Thompson Co., New York. 


Directors Representing AAAA 
Sectional Councils 


New York Council: J. Davis Dan- 
forth, executive vice president of 
BBDO, New York. 

New England Council: Edward F. 
Chase, vice president of Harold Cabot 
& Co., Boston. 

Atlantic Council: Wesley M. Ecoff, 

(Continued on page 16) 
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THREE BIG radio users at Homestead (I to r): Robert B. Brown, Bristol-Myers; 
Andrew C. Quale and Howard M. Chapin, General Foods; Albert Brown, 
Best Foods. 
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ANA DELEGATES talk with Paul B. West, association president. L to r: 


aa 
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& } 





Wesley I. Nunn, Standard Oil Co. (Ind.); Mr. West; George Mosley, Seagram 
Distillers; J. R. Warwick, Warwick & Legler agency; Lee Waddington and 


Herbert S. Thompson, Miles Labs. 





AAA 


(Continued from page 15) 


president of Ecoff & James, Philadel- 
phia. 


Michigan Council: J. L. McQuigg, 
vice president of Geyer, Newell & 
Ganger, Detroit. 

Central Council: Henry H. Haupt, 


vice president of BBDO, Chicago. 

Pacific Council: George Weber, vice 
president of Mac Wilkins, Cole & 
Weber, Seattle. 

Continuing in office are the following 
directors-at-large: 

Robert D. Holbrook, president of 
Compton Advertising, New York. 

Winthrop Hoyt, chairman of 
board of Charles W. Hoyt Co., 
York. 

Abbott Kimball, president of Abbott 
Kimball Co., New York. 

Lawrence L. Shenfield, president of 
Doherty, Clifford & Shenfield, New 
York. 

Albert W. Sherer, vice president of 
McCann-Erickson, Chicago. 


Focal point of the radio-televi- 
sion discussions came with the talk 
of Albert S. Dempewolff, Celanese 
Corp. of America, who presented 
a detailed analysis of Broadcast 
Measurement Bureau’s study No. 2 
(see separate account of Mr. Dem- 
pewolff’s speech on page 21). 

But the entry of overall business 
and diplomatic problems into the 
discussions provided a striking con- 
trast to the usually clinical adver- 
tising sessions normally held by the 
AAAA. 

Vergil D. Reed, associate director 
of research, J. Walter Thompson 
Co., described the 1950 decennial 
census from the marketing view- 
point. The count of television homes 
is one of the two new questions in 
the housing portion of the census, 
which also includes the usual radio 
homes tabulation. The second new 
item is the number of homes with 
kitchen sinks, he said. 

Louis N. Brockway, vice chair- 
man of The Advertising Council 
and chairman of its executive com- 
mittee, said the Council’s role is 
“a social obligation to the public 
weal” and added that it had sup- 
ported 13 major campaigns and 
helped 23 others. The Council’s 
work “is developing a new regard 
and attitude toward advertising,” 
he declared. 


Council Supported 


In the Council’s drive to promote 
understanding of the American 
economic system, the support in- 
cluded 2.5 billion radio listener im- 
pressions, he said. He cited sup- 
port for a forest fire prevention 
drive and also the work being done 
by Benton & Bowles as task agency 
for the 1950 census. 

Elaine Carrington, script writer, 
answered criticism of daytime 
serials by pointing to the intense 
attention they receive from listen- 
ers. She said the purpose of a radio 
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serial is “to 
listeners.” 

Every segment of the advertising 
industry must be alert to do its 
part in the current crisis, agency- 
advertiser executives were told. It 
was a_ straight-from-the-shoulder 
warning that the country faces 
dangers more serious than those of 
a decade ago, and the advertising 
industry once again must rally the 
nation behind a united effort to pre- 
serve business and democratic in- 
stitutions. 


merely entertain 


Combined Meeting in ’41 


In the merged conventions were 
several hundred advertising execu- 
tives who vividly remembered their 
historic 1941 meeting in the same 
Alleghany hills, a meeting that re- 
sulted in creation of the most potent 
non-military weapon in the nation’s 
history — the combined effort of 
all advertising to unite the peo- 
ple in a fight for their very exist- 
ence. 

Not since that time had the two 
advertising associations met in 
joint conclave. Secretary of Com- 
merce Charles Sawyer, completing 
two years in that key government 
post, spoke plain words to the group 
as he laid out the course they must 
follow. Secretary Sawyer spoke as 
a businessman of long experience, 
including ownership of two broad- 
cast stations—WING Dayton and 
WIZE Springfield, Ohio. 

His words brought reassurance to 
many advertising executives who 
have been concerned over hostile 
treatment at the hands of some 


HOMESTEAD quintet at the ANA sessions included (I to r): E. F. Kalkhof 
American Oil Co.; Fritz Haupt, Stanley H. Manson, Stromberg-Carlson; Frank 


; 3 e 


lula, American Oil; Frank Tucker, B. F. Goodrich Co. Sessions were held late 


in week with AAAA. 





governmental agencies. 

Unhampered by Secretary Saw- 
yer’s official restraints, Stuart Pea- 
body, Borden Co., chairman of the 
new Commerce Dept. Advertising 
Advisory Committee, keynoted the 
situation in this way: “Nine years 
ago we seemed to be standing on the 
verge of the most s2rious crisis yet 
to threaten the country. Today I 
think we all sense that we face an 
even greater one. 

“Advertising responded to the 
last challenge and performed be- 
yond the hopes of any one at that 
really historic meeting in 1941. Ad- 
vertising can and must rise to this 
ONG. ...<” 

America will grow stronger and 
richer in the next half-century if 
our interests and energies are bal- 
anced, Mr. Sawyer told the joint 
meeting, but “if we magnify our 
differences America may go 
down in ruins; a traveler in the 
year 2000 who searches for the 
Washington Monument—that sym- 
bol of our unity and strength—may 
find only a pile of charred and 
broken granite.” 

Business’ Role 

In his two years as Secretary 
of Commerce, Mr. Sawyer said. he 
has been working to help American 
business in the belief that the 
capitalist system depends upon the 
continued successful operation of 
business. On the other hand, he 
said business must continue “its 
great contribution to our prosper- 
ous living, and it must by some 
method acquaint the American peo- 
ple with the extent and value of 


SENATOR 
BH McFARLAND 





Drawn for BROADCASTING by Sid Hix 


“No, Mr. Sadowski, S 1973 is the number of my bill NOT the date I 
wanted it passed!” 
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that contribution.” 

Advertising plays a part in each 
field, he said, explaining he is not 
“ > » 

one of those who think that adver. 
tising is an adventitious appendix 
of American business.” 


Adds Stimulus 


On the other hand, he continued 
“business would be a shrunken and 
pitiable thing if it had not enjoyed 
the stimulus and the strength o 
advertising. 

“To appraise properly the value 
of advertising one need only ask 
what would become of American 
business without advertising—if n 
housewife knew what was being 
made or offered for sale except as 
she found it while she wandered 
through a store by herself. Evena 





display in a window or a sign on af 
store is advertising; those things} 


would not be done if we abolished 
advertising.” 

Mr. Sawyer declared he 
formed the Advertising Advisory 
Committee because of his faith in 
advertising. Main task of this 
group, consisting of leaders in the 
advertising business, is “to suggest 
ways to improve the services of the 
Dept. of Commerce to advertising,” 
he added. 

Already this group is working on 
a survey of department services 
Mr. Sawyer said, and he feels the 
group will find ways by which busi- 
ness and government can serve the 
public more effectively. 

Reaction of Prices 

Reviewing the achievements of 
American business in improving 
living standards and setting “the 
tempo of our living,” he cited in 


stances in which prices are being 


had 


reduced and products improved if 


quality. 
“To contemplate the collapse ot 
even the weakening” of America 


business—$200 billion or four-fifth¢ 


of the national income in 1949 
“is frightening,” he declared. Fo 
the most part the growth of busi 
ness has been healthy and normal 
drawing the envy of the world. 
Reviewing achievements of the 
Advertising Council in using the 
forces of advertising to help solve 
national problems and make democ} 


racy work, Mr. Sawyer said al 


business “should drop indifference 
or hostility to other segments oj 
our life—including the government 


—and ask what they can do to hel# 


solve national problems and maké 
democracy work.” 
“Agriculture and labor exercis¢ 
the great political power at thi 
(Continued on page 75) 
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1 WFIL CUT PREMATURE 


EARLY reactions to WFIL Phila- 
delphia’s cutback in its AM night- 


time rates, in the face of TV’s 
growing imract [ BROADCASTING, 


March 27], generally reflected a 
note of caution and “don’t sell 
radio short” feeling among some 
station representative officials in 
New York last week. 

While nearly all representatives 
contacted conceded that radio even- 
tually must revise downward its 
present rate structure to meet 
video’s increasing share of the 
broadcast audience, some officials 
thought such action “premature” 
at this time. Others felt otherwise, 
pointing out that economic neces- 
sity dictates a drop in AM night- 
time rates commensurate’ with 
radio’s loss of audience in such TV 
markets as Philaldelphia. 


Timebuyers’ Reaction 


Agency timebuyers contacted de- 
scribed WFIL’s action as justifi- 
able, unsurprising and not only in- 
evitable but necessary, citing the 
present differential in certain 
markets between day and night 
rates in the face of TV’s inroads. 
Some felt it was time for radio 
managers, as one timebuyer put it, 
to “take a more realistic look at 
their rate structure.” 

WFIL Saturday put into effect 
its reclassification of Class A and 
Class B radio time periods, drop- 
ping nighttime rates and coinci- 
dently boosting its daytime rates. 
Move was intended to establish the 


FOOTE ON LEAVE 


Belding Becomes FC&B Head 


EMERSON FOOTE, president and 
founder of Foote, Cone & Belding, 
New York, has taken a one-year 
leave of absence. 
Don Belding, who 
has been chair- 
man of the execu- 
tive committee 
and head of the 
Los Angeles office, 
has become presi- 
dent, until the re- 
turn of Mr. Foote. 
The executive 
committee post 
will remain va- 
cant. 

Mr. Belding told BROADCASTING 
he plans to “spend considerably 
more time in the East” than he has 
in the past two years. He also ex- 
plained that Mr. Foote had been 
working too hard and needed a 
Test. Mr. Foote is in Bermuda. 

Peter Franceschi, FC&B’s vice 
president and general manager of 
the agency’s international division, 
will take over that department 
which Mr. Foote also headed. Louis 
Dillon will continue as executive 
vice president of the division. 

All other posts at Foote, Cone 
& Belding will remain the same. 








Mr. Foote 


rates for both on a more equitable 
basis. 

Sample quotes from radio repre- 
sentative firms: 

Frank Headley, H- R Repre- 
sentatives Inc.—‘Our organization 
and station clients strongly feel 
that AM radio still is the greatest 
advertising medium. Generally 
speaking, this is neither the time 
nor the place to reduce AM night- 
time rates.” 

George W. Bolling, the Bolling 
Co. Inc.—“Radio has been under- 
selling itself on a _ cost-per-1000 
basis. Television hasn’t affected 
radio listening to such an extent 
that AM stations should cut their 
rates. When newspapers begin to 
decrease their rates because of loss 
of circulation, then that will be the 
time for such action by the radio in- 
dustry. Of course, ultimately, the 
AM rate nighttime structure will 
have to be revised.” 


Say Representatives 


Jones Scovern, Free & Peters— 
“Radio is selling at a reasonable 
figure and two out of some 2,200 
stations cutting rates in the United 
States doesn’t indicate a trend of 
this time.” 

A member of one representative 
firm, who declined to be quoted, 
thought WFIL’s nighttime rate 
slash was a “smart thing to do in 
recognition of the inroads in TV 
markets where televiewing com- 
mands a greater share of the broad- 
cast audience. Network radio as 
we know it today is bound to take 
a beating.” 


‘Move Inevitable’ 

He observed that increase in set 
ownership and eventual lifting of 
the TV “freeze” would make such 
a maneuver inevitable But, he 
added, daytime radio will be an im- 
portant factor. Furthermore, 
there’s a beginning of a trend 
whereby some large advertisers are 


radio 


moving their 
in heavy TV markets to daytime 
hours, he noted. 

Agency comments: 

Charles Wilds, head radio time- 


programm i ng 


buyer, N. W. Ayer & Son—‘With 
television cutting deeply into night- 
time listening in certain markets 
the present differential between 
night and day radio rates is get- 
ting harder to justify. Sooner or 
later most radio managers will 
have to take a more realistic look 
at their rate structure.” 

Stanley Pulver, timebuyer, 
Dancer-Fitzgerald-Sample — “As 
television cuts into total listening 
to nighttime radio, some type of 
parallel rate reduction seems not 
only inevitable but necessary in 
order to continue to provide an ef- 
ficient AM value for the advertis- 
ing dollar.” 

George Kern, director of radio 
and television timebuying division 
of Benton & Bowles—“It is the 
sort of thing that doesn’t come as a 
complete surprise. When we see the 
recent rating reports on radio and 
television we can expect more of 
.” 





NAB EQUIPMENT SHOW 


WORLD’s largest exhibit of heavy 
and light broadcast equipment 
will be on display at the Hotel 
Stevens, Chicago, during NAB 
Convention Week April 12-19. 

Newest developments in trans- 
mitting and antenna equipment 
along with studio accessories and 
late-model recording devices will 
be shown to delegates during the 
week. Exhibits will open Wednes- 
day, April 12, when the NAB En- 
gineering Conference gets under 
way as first feature of the annual 
industry get-together. 

Heavy equipment will be shown 
in the Stevens Exposition Hall, on 
the basement level, with nearly 
30,000 feet of space occupied by 
booths and __ services. Lighter 
equipment and services will center 
on the fifth floor, which NAB is 
billing as the “Magical Fifth.” 

Programs for main convention 
features were about complete at the 
weekend. Principal meetings are the 
Engineering Conference April 12- 
15; Independent’s Day, Sunday 
April 16; FM Conference, Monday 
morning, April 17; Management 
Conference opening at noon, April 
17, and closing Wednesday noon; 
TV meeting Wednesday morning 
as final event of the Management 
Conference. 

Presiding at the TV session will 
be Dave Garroway, m. c. of the 
NBC-TV Garroway-at-Large pro- 
gram [BROADCASTING, March 27]. 
Appearing on the program with 
prominent television, advertiser, 
agency and manufacturing execu- 
tives will be Burr Tillstrom and 
his NBC-TV Kukla, Fran & Ollie 
cast. 

Mr. Tillstrom’s troupe will open 
the meeting with a skit titled “The 
Morning After,” with Mr. Till- 
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strom speaking on “A Show a 
Day.” 

The role of NAB in television 
will be discussed by Eugene S. 
Thomas, WOIC (TV) Washington, 
recently re-elected as an NAB TV 


director-at-large. His topic will 
be “NAB-TV.” Taking part in a 
panel discussion will be Ernest 


Walling, NBC producer, speaking 
for networks on the topic, “I 
Produce It Nationally”; Robert D. 
Swezey, WDSU-TV New Orleans, 
recently re-elected an NAB TV 
director-at-large, speaking for sta- 
tions on the subject, “I Produce It 
Locally”; “I Watch it,” with Jack 
Mabley, radio-TV editor, Chicago 
Daily News, speaking for the pub- 
lic; “Welcome to Show Business,” 
with a speaker to be announced. 


Profit Motive Theme 


Another panel will be based on 
the theme, “The Profit Motive.” 
Jim Moran, of Courtesy Motor 
Sales Inc., Chicago, speaking for 
the advertiser, will have the sub- 
ject “TV Has Paid Off for Me”; 
Marion Harper Jr., president of 
McCann-Erickson, will speak for 
the agency on “It Must Pay Off 
for My Clients”; William B. Ryan, 
KFI Los Angeles, NAB director- 
at-large-elect for large stations, 
speaking for the station on the 
topic, “And It Must Pay Off for 
Me.” Ideas and questions from 
the floor will follow. 


Robert C. Tait, president of 
Stromberg-Carlson Co., Rochester, 
is closing convention speaker. His 
topic is “Our Television Privilege.” 

Dr. Kenneth H. Baker, NAB re- 
search director and BMB acting 
president, will take part in the 
Monday morning meeting, in addi- 
tion to speakers previously an- 


World’s Largest 





will 
FM 


nounced. Dr. 
be, “How to 
Audience.” 


Baker’s topic 
Measure the 


Planned for Monday afternoon is 
a labor-management panel with 
Chet Thomas, KXOK St. Louis, and 
Harold Essex, WSJS Winston- 
Salem, N. C., presenting the broad- 
casters’ views; Daniel A. Tracy, 
IBEW president, and A. Frank 
Reel, AFRA executive secretary, 
speaking for labor. They will dis- 
cuss special problems in _ broad- 
casters-employes relations. Judge 
Justin Miller, NAB president, will 
be moderator. 


Credentials Committee 


Credentials committee, which 
will officiate in voting of active 
NAB members at the business ses- 
sion, is made up of Edward Breen, 


KVFD Fort Dodge, Iowa, chair- 
man; Leonard Kapner, WCAE 
Pittsburgh, and Lewis Avery, 


Avery-Knodel Inc. Certification 
cards now are in the mails for 
members. Non-attending member 
representatives may ballot by 
proxy. Such instructed voters must 
arrange for special admission cards 
to the general business session. 

Entries for the 1950 BROADCAST- 
ING-NAB Golf Tournament to be 
held April 16 are being received 
by the Golf Committee, in care of 
BROADCASTING - TELECASTING, 870 
National Press Bldg., Washington 
4, D. C. Tournament will be held 
at the Tam O’Shanter course, 
where many of the nation’s out- 
standing events have been staged. 
Blind bogey handicaps will give 
all entries a chance to win the two 
trophies. Tee-off time is 9:30 a.m., 
with buses leaving the Stevens at 
8:45 a.m. 
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CHARGES that G. A. (Dick) 
Richards wanted newscasters on 
his KMPC Los Angeles to “em- 
phasize the things he liked and 
play down those he didn’t” were 
reiterated by former employes 
paraded by FCC counsel through 
last week’s sessions of the hearing 
on his news policies. 

With the third week of the Los 
Angeles hearing near completion 
Friday, FCC counsel had not yet 
exhausted their list of witnesses in 
the case in which Mr. Richards’ 
licenses for KMPC, WGAR Cleve- 
land and WJR Detroit, as well as 
his plan to establish a trusteeship 
for the stations are at stake. 

Tentative plans for a_ recess, 
possibly until September [BRoAp- 
CASTING, March 27], remained un- 
settled but a decision was expected 
late Friday (see late developments, 
page 4). Examiner J. Fred 
Johnson Jr., conducting the hear- 
ing, had indicated need for a recess 
in order to take up his new duties 
as Chief Hearing Examiner today 
(Monday) and. also because of 
other hearing assignments. 

FCC General Counsel Benedict 
P. Cottone, however, asked FCC to 
require Judge Johnson to keep the 
hearing running. The Commission 
dismissed the petition on grounds 
that it was “premature,” since the 
examiner had not ruled on the 
question of adjournment. Mr. 
Cottone was expected to press his 
petition again if an adjournment 
is called. He said he particularly 
felt there should be no recess until 
FCC has completed presentation of 
its case. 


Calvert Testimony 


Meanwhile, Charles Calvert, 
former KMPC production man- 
ager, testified purported instruc- 


Richards with re- 
spect to newscasts sometimes 
caused production difficulties at 
the station. He said newscasters 
complained that Mr. Richards 
would call them with instructions 
and changes at broadcast time. 

Larry Thor, now a CBS Holly- 
wood announcer-newscaster, who 
appeared during the second week 
of the hearing, returned to the 
stand and cited instances during 
his KMPC tenure in which he 
claimed Mr. Richards ordered re- 
peat broadcasts of certain stories. 
His earlier appearance was inter- 
rupted to permit him to go through 
scripts and identify those he had 
broadcast while at KMPC. 

From time to time as he leafed 
through scripts he identified mar- 
ginal notes such as “This is a must 
on every newscast—from Mr. 
Richards.” 

Cross-examined by Hugh Fulton, 
trial counsel for Mr. Richards, he 
said there was nothing “false or 
deceptive” in the scripts he read, 
but that stories were out of pro- 
portion and some were “decep- 
tive” in the way they were pieced 
together. 


tions from Mr. 
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Eddie Lyon, KFWB Hollywood 
newscaster and one-time news di- 
rector of KMPC, said he had had 
many discussions of news with Mr. 
Richards and that “discussions 
were instructions.” He said Mr. 
Richards was a strong Republican 
and wanted the GOP picture em- 
phasized on newscasts, and that he 
disliked Jews, Henry Wallace, and 
the CIO. 

Mr. Lyon said he wanted to rebel 
at times but “hesitated often on the 
theory that it might be my job.” 

Claims Pressure 

Under questioning by Mr. Ful- 
ton, he said that because of “eco- 
nomic pressure” he had given the 
station a false report on an affi- 
davit he filed with FCC. He said 
he “prepared a statement [for the 
station] that would satisfy manage- 
ment so I wouldn’t get the axe.” 

When defense counsel pursued 
this disclosure, Frederick W. Ford, 
FCC’s chief counsel, accused Mr. 
Fulton of “brow-beating” by ply- 
ing the witness with questions and 
not permitting him to answer. 

Mr. Lyon contended he had been 
“ordered to slant news” and that 
he “did to a certain degree.” 

“We always read [Westbrook] 
Pegler,” he testified. “That was a 
‘must.’ I read Pegler every morn- 
ing.” He added: “Pegler’s column 
had no business in a newscast.” 

Walter Carle, former news editor 
of KMPC and now Hollywood dis- 


More FCC Witnesses Heard 





tributor of a coin-in-the-slot TV 
receiver set, testified March 24 that 
he never followed Mr. Richards’ 
news orders if in his opinion they 
violated the “fundamentals of good 
news presentation.” He said he 
received many such orders. 

He testified Mr. Richards ordered 
the use of an editorial by Louis 
Bromfield appearing in the Los 
Angeles Examiner. He said he re- 
fused, and that Gene Carr, then 
assistant to Mr. Richards, relayed 
the order again, saying ‘Walter, 
if he loses his license, if he goes 
to jail, if he pays a $10,000 fine, 
this story must be on the air, in 
the next broadcast.” Mr. Carle 
said it didn’t go on. 


Identifies Message 


Mr. Carle identified a note from 
Mr. Richards which said: “Can you 
imagine Eleanor R. saying she 
never discussed the fourth term! 
Ridicule hell out of these kind of 
statements.” Mr. Carle said he did 
nothing about this suggestion. 

Under cross -examination, Mr. 
Carle identified a script broadcast 
by KMPC that paid tribute to 
Harry S. Truman upon his ascend- 
ency to the presidency and eulogized 
Franklin D. Roosevelt upon his 
death. Mr. Carle also testified that 
he was never “punished” for di- 
gressions from Mr. Richards’ or- 
ders. 

Fred Henry, now assistant gen- 
eral manager and program direc- 





FCC Actions 


FIVE new AM < sstations and 
one FM approved by FCC 
last week. Five existing sta- 
tions were granted improved 


facilities. Ten transfers of 
ownership were approved. 
For details of these and other 
FCC actions see FCC Round- 
up on page 66 and Actions 
of the FCC on page 63. 


tor of KLAC-AM-TV Hollywood, 
a former KMPC news employe, 
testified that he sometimes used 
newspaper items in newscasts upon 
Mr. Richards’ orders. Under crogs- 
examination, he said as far as he 
knew, KMPC never broadcast any 
false or deceiving statements while 
he was employed there. 

Robert Horn, former KMPC 
newscaster, before returning to his 
disc m.c. assignment at WIP and 
WPEN Philadelphia on March 24 
was brought back to the stand for 
continued cross - examination by 
Defense Counsel Fulton. He insist- 
ed he was not a Communist, be- 
longed to no radical organizations 
and knew no one connected with 
the Los Angeles People’s World, 
which had carried a story March 2, 
1949, about Mr. Horn’s supposed 
confidential affidavit given to FCC 
regarding KMPC news-slanting 
[BROADCASTING, March 27]. 

Also cross-examined March 24 
was Jack Gardner, who said under 
defense counsel’s questioning that 
he could give no dates for purport- 
ed instructions from Mr. Richards, 
nor recall any order to deliberately 


(Continued on page 76) 





FCC CHANGES 


IN A MOVE in line with its staff- 


wide reorganization, FCC last 
week changed the name of its 


Special Legal and Technical Group 
to the Office of Formal Hearing 
Assistants, and designated Parker 
D. Hancock as chief. 

The group, composed of three 
attorneys, an engineer and an ac- 
countant, was set up last June to 
assist the Commission in work on 
decisions and opinions in hearing 
cases [BROADCASTING, June 6, 1949], 
separate from FCC’s investigatory 
and prosecutory staff. 


Hancock Is Chief 


FCC’s announcement of the 
change in the name of the group 
specified the following appoint- 
ments: 

Mr. Hancock, chief of the office; 
Sylvia D. Kessler, attorney-ad- 
visor; Horace E. Slone, electronic 
engineer; Charles S. Borum, ac- 
countant, and Herbert Scharfman, 
attorney-advisor. 

The members are the same as 
those who have served on the group 
in recent months, except that Mr. 
Scharfman is substituted for Fred- 
erick W. Ford. Mr. Ford was re- 
assigned a few weeks ago to take 
over the role of chief counsel for 


the Commission in the current 
hearing on the news policies of 
G. A. (Dick) Richards (see story 
above). 

Duties of the Office were de- 
fined by the Commission in the 
following addition to its Rules, 
which heretofore did not specify 
the group’s functions: 

Office of Formal Hearing Assistants 
—Under the supervision of the Com- 
mission, in formal proceedings in- 
volving the taking of testimony, other 
than those solely involving rule-mak- 
ing, assists, advises and makes rec- 
ommendations to the Commission, pre- 
pares digests of the record, conducts 
research, and, as may be directed by 
the Commission drafts orders, opin- 
ions and decisions, in connection with 
(1) appeal to and review by the Com- 
mission of initial decisions in such 
proceedings; (2) appeal to and review 
by the Commission of rulings on mo- 
tions and petitions in such proceed- 
ings, and (3) determination by the 
Commission of petitions for rehearing, 
reconsideration and reargument fol- 
lowing final decision in such proceed- 
ings. 

Mr. Hancock, named chief of the 
Office, joined FCC after his re- 
lease from the Army in June 1946. 
He was chief of the Commission 
Law Bureau’s Review Branch from 
June 1948 until his appointment to 
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Hancock Heads Hearing Unit 





the special group last June. 

Miss Kessler, with FCC since 
1943, was special legal assistant to 
the late Ray C. Wakefield during 
his tenure as Commissioner. Since 
July 1947 she has been a member 
of the Review Branch or the Spe- 
cial Legal and Technical Group. 

Mr. Slone, a former assistant 
professor of electrical engineering 
at Clemson (S. C.) A. & M. Col- 
lege, and later teacher of technical 


~_ 


electricity for the New York State | 


Dept. of Education, has been with 
FCC since 1940, first as an assist- 
ant monitoring officer and, since 
1946, as a radio engineer in Wash- 
ington headquarters. 


Joined FCC in 1946 


Mr. Borum has been in Govern- 
ment service since 1941, when he 
joined the General Accounting Of- 
fice. He also worked with the Fed- 
eral Works Agency and the Fed- 
eral Public Ilousing Authority be- 
fore he joined the Commission in 
1946. 


Mr. Sharfman has been with the | 


Commission since 1946. He served 
with the OPA from 1944-46, and 
previously practiced law in Allen- 
town and Bethlehem, Pa. 
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NEW BOARD of directors of Canadian Assn. of Broad- 
Malcolm Neill, 
Finlay MacDonald, CJCH Halifax; 
Elphicke, CKWX Vancouver; Bill Burgoyne, CKTB St. 
Catherines; Harry Sedgwick, CFRB Toronto; E. A. Raw- 


BMI CANADA AIDED 


casters for 1950-51 are (I to r): 
Fredericton; 


By JAMES MONTAGNES 


BMI CANADA Ltd. received added 
strength last week when the Cana- 
dian Assn. of Broadcasters at its 
annual meeting voted unanimously 
to expand the service. Additional 
funds for BMI Canada will be made 
available through a service charge 
for material obtained. 

Bob Burton of BMI, New York, 
estimated this would be about 30% 
in excess of present revenue 
through copyright fees of 2 cents 
per licensed receiver. CBC also 
will be asked to pay a contract 
service charge, it was reported. 

Nearly 350. station officials, 
agency and advertiser executives, 
station representatives and others 
in the industry attended the four- 
day meeting at the General Brock 
Hotel, Niagara Falls, Ont. The 
session, which marked a quarter- 
century since the _ association’s 
founding, also was attended by 
many American broadcasting in- 
dustry executives. 

Other actions which highlighted 
the meeting included: 

@ Changes in CAB contract 
forms for rates and discounts to 
follow contract forms approved by 
NAB. 

@ Deferment for one year con- 
sideration of a request to increase 


agency commission from 15% to 
17% 

@ Resolution adopted for an 
interchange of program ideas 
through CAB’s head office at 
Ottawa. 

@ Canadian premiere of the 


All-Radio Presentation film, “Light- 
ning That Talks.” 

The convention opened with the 
largest attendance of members and 
associates at closed meetings in the 
history of the association, under 
chairmanship of William Guild, 
CJOC Lethbridge. 

New board of directors elected 
early Monday morning were: Mr. 
Guild; F. H. Elphicke, CKWX 
Vancouver; Bill Rae, CKNW New 
Westminster: E. A. Rawlinson, 
CKBI Prince Albert; Harry Sedg- 
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CFNB 


Frank CKAC Montreal. 


wick, CFRB Toronto; 
CHML Hamilton; 
goyne, CKTB St. Catherines; Phil 
Lalonde, CKAC Montreal; Finlay 
MacDonald, CJCH Halifax; Dr. 
Charles Houde, CHNC New Car- 
lisle; and Malcolm Neill, CFNB 
Fredericton. 
CAB Report Made 

of welcome by 
Jim Allard, CAB 
general manager, reported on the 
year’s activities. Highlighted was 
a report on NARBA sittings at 
Montreal, where interests of all 
member stations were closely 
watched and all necessary steps 
taken so that no CAB members 
would lose any frequency, or have 
to install expensive arrays. CAB 
was represented at sittings by 
George Chandler, CJOR Vancou- 
ver, chairman of the _ technical 
committee, and W. J. Bain, consult- 
ant engineer, Ottawa, formerly 
with Canadian Dept. of Transport. 

Copyright was reported on, with 
Mr. Allard explaining that next 
year some new form of estab- 
lishing a formula for payment of 


Ken Soble, 
B. W. C. Bur- 


After address 
Chairman Guild, 


ilton, and Dr. Charles Houde, CHNC New Carlisle. 
meet last week at Niagara Falls, Ont. 











linson, CKBI Prince Albert; Bill Guild, CJOC Lethbridge; 
Bill Rae, CKNW New Westminster; and Phil Lalonde, 


Absent were Ken Soble, CHML Ham- 
CAB 
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CAB Votes More Funds 





music copyright will have to be 
found. He intimated that the an- 
nual listener license fee might be 
dropped by Ottawa next year. Copy- 
right fees are based 6n this at pres- 
ent with 14 cents being paid Com- 


posers, Authors and Publishers 
Assn. of Canada (CAPAC) for 


each licensed receiver at present, 
and a lesser sum to BMI Canada 
Ltd. He urged broadcasters to use 
more BMI music so that CAPAC 
would not be able to urge a formula 
based on gross revenue of stations 
for coming years. 

On transmitter license fees Mr. 
Allard reported that the Dept. 
of Transport has acceded to a CAB 
request to deduct agency commis- 
sions and representatives’ commis- 
sions from gross revenue on which 
a license fee is charged. It also is 
hoped under a new agreement now 
being finalized to deduct from gross 
revenue for transmitter license fee 
calculation all such items as artists’ 
fees, line charges and recording 
charges billed to a sponsor but 
actually paid out. 

Resolutions were adopted for an 
interchange of program _ ideas 


through CAB’s head-office at Ot- 
tawa, and for certificates and in- 
signia of service to employes of 
member stations with upwards of 
25 years in broadcasting. 

An amendment to the constitu- 
tion was voted on at a special meet- 
ing whereby the words “radio 
broadcasting” in the CAB charter 
include “AM, FM, and television.” 
CAB sales direc- 
tor, reported to the meeting that 
after due research he has esti- 
mated radio broadcasting in Can- 


Pat Freeman, 


ada is now a $25 million a year 
business, that there are now up- 
wards of 5 million radio sets in 


use-less than 10 years old, a figure 
twice the combined circulation of 
daily papers in Canada. He urged 
greater research be done by CAB to 
back up sales departments, station 
representatives and station sales 
staffs on use of radio, to include 
summer listening, number of sets in 
each radio home, and amount of 
total advertising being done by 
local as well as national adver- 
tisers, with percentage of radio 
advertising. Such a national sur- 
vey is now nearly complete at 
Toronto, covering some years back. 
Development Stressed 

Mr. Freeman stressed develop- 
ment of the United Kingdom ad- 
vertisers whose products are now 
being pushed in Canada and who 
have little knowledge of radio ad- 
vertising. 

The 1951 Canadian census will 
have at least one question on radio 
homes after urging by CAB, Mr. 
Freeman reported. 

The Monday afternoon meeting 
dealt with the 1951 convention, to 
be held at Montreal in March, ap- 
pointment of Frank Ryan, CFRA 
Ottawa, as a trustee, and the deci- 
sion to print station rate cards in 
book form annually. 

Mr. Guild reported on the work 
of the CAB committee with the 
Royal Commission on Arts, Letters 
and Sciences, telling the only 
champions of free enterprise ap- 
pearing before the Commission 
were CAB and various chambers 
of commerce. Final brief is to be 
70) 
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GROSS BILLINGS 


TOTAL GROSS radio billings of 
the four major networks in Feb- 
ruary 1950 were $15,373,547, a 
decrease of $745,111 from the 
figure for the equivalent period of 
1949, according to Publishers In- 


formation Bureau reports last 
week. 

One network, CBS, showed a 
gain in February billings com- 


pared with last year. 


Billings Off From 1949 


Total billings for the first two 
months of this year also were off 
from 1949 levels-+-$32,458,587 in 
1950, compared with $33,822,744 in 
1949. 

Only one network, CBS, showed 
a gain in billings for the first two 





Telecasting 


months of the year. 
Gross billings of the four tele- 
vision networks in February and in 
* 


AM Networks Total $15,373,547 





January-February 1950 were more 
than triple the figures of the same 
periods of 1949. 


* * 


NETWORK RADIO 


February 1950 February 1949 Jan.-Feb. 1950 Jan.-Feb. 1949 
ABC $ 3,168,391 $ 3,845,658 $ 6,707,026 $ 7,913,579 
CBS 5,599,079 5,315,910 11,732,703 11,199,738 
MBS 1,401,403 1,677,258 3,080,291 3,553,382 
NBC 5,204,674 5,279,832 10,938,567 11,156,045 
TOTAL $15,373,547 $16,118,658 $32,458,587 $33,822,744 

NETWORK TELEVISION 

February 1950 February 1949 Jan.-Feb. 1950 Jan.-Feb. 1949 
ABC $ 200,133 $ 18,674 $ 434,082 $ 24,947 
CBS 551,883 135,036 1,166,420 240,025 
DuMont . 72,200 ” 123,530 
NBC 978,243 353,055 2,020,396 613,748 
TOTAL $ 1,730,259 $ 578,965 $ 3,620,898 $ 1,002,250 


* Not available 
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NBC VACANCIE 


THREE top jobs were open at NBC last week, two of them having been 


Three Top Posts Open, 
Managers Shifted 


on the market for several months and the third created by the sudden 
shifting of Thomas C. McCray from his post as radio program chief to 


Hollywood. 

The network was looking for a 
man—who probably would be 
picked from outside the company 
—to become national program di- 
rector of the radio network. 

Since the reorganization of NBC 
was begun several months ago, the 
top job in the radio division and 
a staff-level public relations post 
have been open. 

The way thines shaped up last 
week, it looked as though NBC 
would concentrate its effort on 
filling Mr. McCray’s job first. 

Mr. McCray, who became pro- 
gram chief after the resignation 
last year of Ken R. Dyke, admin- 
istrative vice president in charge 
of programs, will become super- 
visor of NBC radio operations in 
Hollywood. 

His assignment to Hollywood 
was part of a general reorganiza- 
tion of the network’s West Coast 
operations. Thomas B. McFadden, 
manager of NBC’s New York sta- 
tions, WNBC and WNBT (TV), 
last week was appointed manager 
of KNBH (TV) Los Angeles, the 
network’s owned and operated sta- 
tion. 

Harold J. Bock, former manager 
of KNBH, last week resigned from 
that job [CLosep Circuit, March 


HOPE-NBC 


‘No Deal’ in Contract Talk 


“MANY DISCUSSIONS” and “no 
deal” was the report tendered by 
principals involved in last week’s 
negotiations in Hollywood between 
Bob Hope and NBC on signing the 
comedian to an exclusive radio and 
television contract. Niles Tram- 
mell, NBC chairman of the board, 
and Joseph McConnell, president, 
returned to New York late last 
week following the six day discus- 
sion with Mr. Hope in Palm 
Springs and Hollywood. 

It is expected that further dis- 
cussions will be taken up in New 
York with NBC as well as with 
CBS and DuMont, also reportedly 
interested in signing the comedian. 
Any future radio plans would hinge 
on the decision of Lever Bros., who 
currently has Mr. Hope under 
contract with four more years to go. 
Next option renewal comes up in 
June. 





Schillin Resigns 


A. B. SCHILLIN, resigned as vice 
president of WAAT and WATV 
(TV) Newark last week after 15 
years with the station. Mr. Schil- 
lin will head his own company 
manufacturing electrically con- 
trolled deodorizers under the trade 
name of Scent-Flo Co., with head- 
quarters in Newark. 
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oe 
27] and took a leave of absence. 
His new assignment will be an- 
nounced shortly, following several 
weeks’ rest. Mr. Bock has been 
with NBC for the past 15 years 
and managed the station since it 
started operation in January 1949. 

Coincident with the appointment 
of Mr. McFadden to Los Angeles, 
the network put the station under 
the control of, James M. Gaines, 
director of owned and operated sta- 
tions. Until then, the station had 
been under the wing of Sidney N. 
Strotz, administrative vice presi- 
dent in charge of the Western Div. 


No Reason Cited 


Although no official explanation 
of the reassignments last week was 
made, it was learned authorita- 
tively that the network hoped to 
bolster its western operations. 
NBC executives were reported to 
have been concerned with the fail- 
ure of KNBH to develop as rapidly 
as its other television stations. 

The Boos, Allen & Hamilton 
formula was at work in last week’s 
reshuffle on the West Coast. Mr. 
McCray, as supervisor of radio op- 
erations, will report to Charles R. 
Denny, who is heading the radio 
division in addition to his duties as 
NBC executive vice president pend- 
ing appointment of a permanent 
radio chief. 

Norman Blackburn, who recent- 
ly was transferred from New York 
to be supervisor of television oper- 
ations, reports to Sylvester L. 


(Pat) Weaver Jr., vice president 
in charge of television. 

Mr. McFadden will report to 
Mr. Gaines, the chief of owned 
and operated stations. 

Mr. Strotz remains as adminis- 
trative vice president. 

A successor to Mr. McFadden as 
manager of the New York stations 
will probably be selected this week. 


FORD DEALERS 


Buy One-Timers on Networks 


FORD DEALERS of America Inc., 
Detroit, is resuming a policy started 
last year of sponsoring shows on a 
one-time basis over the four major 
networks, through J. Walter 
Thompson, New York. 

Over a 10-day period in April, be- 
ginning on the 11th with the Adven- 
tures of Philip Marlowe, 10-10:30 p.m., 
on CBS, the automobile dealers also 
will sponsor over that network April 
12 and 19, Lum ’n’ Abner, 10:30-11 p.m.; 
April 18, Pursuit, 10:30-11 p.m.; and on 
April 21, Brodaway Is My Beat, 9:30-10 
p.m. On MBS, Ford dealers will use 9 
one-time shows in April starting with 
Adventures of the Falcon, on April 9, 
7-7:30 p.m.; April 11, Mysterious 
Traveler, 9:30-10 p.m.; April 14, I Love 
a Mystery, 7:45-8 p.m., and Mutual 
Newsreel, 10:15-10:30 p.m.; April 16, 
The Saint, 7:30-8 p.m.; April 17, Ad- 
ventures of Peter Salem, 8:30-8:55 p.m.; 
April 25, Mutual Newsreel 10:15-10.30 
p.m.; April 26, Can You Top This?, 
8-8:30 p.m.; April 27, I Love a Mystery, 
7:45-8 p.m. On NBC, Ford dealers will 
sponsor Dangerous Pursuit, April 10 
and 17, 8-8:30 p.m. ABC will be used 
to sponsor Blondie, April 13, 8-8:30 p.m. 
and Date With Judy, April 20, 8:30- 
9 p.m. 


Elton Joins Y&R 

DAVE ELTON, formerly a pro- 
ducer on various network shows, 
including Eddie Cantor and Ozzie 
& Harriet and before that with 
NBC for 10 years, has rejoined 
Young & Rubicam, New York to 
supervise radio activities on the 
Borden account. 





CAMPBELL SOU? 


Adds Morning Strip on NBC 


CAMPBELL SOUP Co., which al. 
ready sponsors Double or N. hing 
2-2:30 p.m., Monday-Friday op 
NBC, last week bought a half-hour 
morning strip on the network for 
presentation of another edition of 
the same program. Total billings 
of the two half-hour presentations 
are said to be $3 million. 

The new morning series, placed 
through Ward Wheelock Agency, 
starts May 1 and will be broadcast 
10:30-11 a.m. Monday-Friday. 

When Campbell starts its morn. 
ing edition of Double or Nothing 
it will mark the only instance of 


the sale of five hours a week for a: 


single program to a single sponsor 
in network radio, Harry C. Kopf, 
NBC vice president in charge of 
radio sales, said. 


Wood to van der Linde 


ROBERT C. WOOD, former vice 
president in charge of the New 
York office of Radio Features and 
Schwimmer & Scott, has joined 
Victor van der Linde Co., New 
York agency, in an executive ca- 
pacity. 


CBS Signs Moore 


CBS, for both its AM and TV net- 
works, has signed Garry 
comedian, to a five-year contract 
which will give CBS exclusive 
rights to the comedian’s talent. 
Two radio shows and a five-a-week 
television show are being prepared 
as posibilities for Mr. Moore. 








ATLANTA MERGER 


FIRST STEP toward effecting 
merger of the Atlanta Journal and 
Constitution was taken last week in 
filing of transfer papers with FCC 
to assign the Journal’s WSB-AM- 
FM-TV properties there to At- 
lanta Newspapers Inc., proposed 
new firm to be formed through 
the consolidation [BROADCASTING, 
March 20]. 

Meanwhile, an application also 
was filed with the Commission by 
Fort Industry Co.’s WAGA Atlanta 
to switch from 5 kw on 590 ke to 5 
kw on 550 ke, the existing AM facil- 
ity of the Constitution’s WCON 
Atlanta. The bid revealed an offer 
to purchase the WCON-AM plant 
for $237,500. 

Under the Commission’s duopoly 
rule, which bans ownership of du- 
plicate facilities in the same area, 
the Constitution in merging with 
the Journal would have to sell 
WCON-AM-FM to a third party, 
or discontinue them, and most 
likely drop WCON-TV, now under 
construction, since the Commission 
does not favor transfer of TV per- 
mits at this time. Fort Industry’s 
WAGA operation also includes 


WAGA-FM and WAGA-TV there. 

The merger in substance pro- 
vides that the Journal Co., headed 
by former Gov. James M. Cox, ac- 
quires control of the combined op- 
erations while Clark Howell, pub- 
lisher of the Constitution, becomes 
substantial minority owner. The 
papers, however, will continue as 
distinctly separate entities, it was 
indicated. 

New Positions 

Mr. Cox, presently chairman of 
the board of the Journal, is to be- 
come chairman of the board of At- 
lanta Newspapers Inc., while Mr. 
Howell, also president of the Con- 
stitution, would become vice chair- 
man of the board of Atlanta News- 
papers. J. Leonard Reinsch, man- 
aging director of the Cox radio 
properties, which include WIOD 
Miami, Fla., and WHIO Dayton, 
Ohio, in addition to WSB, would 
become a director of the new 
merger firm. 

WSB, pioneer 50 kw clear chan- 
nel station on 750 ke, will continue 
as basic NBC outlet there. WSB- 
FM is a Class B facility. WSB- 
TV, on Channel 8 (180-186 mc), 
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WSB Transfer Papers Filed 





began operations last year. 
WCON is an ABC outlet and 
if the station is dropped or its 
facilities sold to WAGA, CBS out- 
let, it is presumed the ABC affilia- 
tion may go to WGST or WATL 
Atlanta. WGST now is Mutual. 
WCON-TV, assigned Channel 2 
(54-60 mc), is scheduled to begin 
operations this summer. The 
WCON properties are estimated to 
entail an investment of nearly 
$1,000,000. Original cost of WSB 
plant was given as $1,181,029. 
The Commissioner of Internal 
Revenue is being requested to rule 
that no taxable gain or income 


will accrue to the papers or their) 


stockholders through the merger 
since no monetary considerations 
are involved. Balance sheet assets 


of the Atlanta Journal Co. were} 


listed at $10,116,370.50 while those 
of the Constitution Pub. Co. were 
cited as $5,802,999.62. 

Atlanta Newspapers Inc. will 
have an authorized capitalization 
of 580,000 shares common voting 
stock, $10 par, and 180,000 shares 
convertible preferred stock, $25 
par. Of the common stock, 400,- 

(Continued on page 78) 
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THE NEW BMB study provides 
information essential to intelligent 
timebuying, Arthur S. Dempewolff, 
Celanese Corp. of America, told 
the AAAA convention at White 
Sulphur Springs, W. Va., Satur- 
day. Addressing both AAAA and 
ANA delegates, he described how 
the new data provide uniform 
standards for the purchase of 
radio time (see ANA and AAAA 
stories page 15). 

Though BMB “is slower and 
more costly than necessary,” he 
said the new BAM should be able 
to lick these problems. 

Study No. 2 provides an “accu- 
rate blueprint of coverage,” he 
said, and “shows where a station is 
listened to, to a satisfactory de- 
gree. It indicates which of two or 
more stations in any given area 
commands the greater total audi- 
ence—in other words, which has 
the best coverage.” 

Armed with these facts, he de- 
clared, the timebuyer is in a posi- 
tion to make decisions in relation 
to station cost. 

Cites Weakness 

Mr. Dempewolff called the lack 
of nonsubscriber data one of the 
survey’s weaknesses but explained 
that while it represented only one 
station out of three it nevertheless 
represented about 65% of the na- 
tion’s listening. He broke down 
this figure to 75% of 50 kw sta- 
tions, 50% of regionals and 20% 
of smaller outlets. 

Offsetting this poor participa- 
tion by little stations, he said, is 
the factor of local loyalty and in- 
ability of many local buyers to use 
BMB data. 

Future studies will reflect 
changes more as a result of the 
job stations are doing rather than 
an evaluation of technical facili- 
ties, he said. Major programming 
changes and addition of new sta- 
tions since the field work was done 
in Study No. 2 point to a continu- 
ing need for’ future studies, he 
said. 

Referring to what BMB “won’t 
do,” Mr. Dempewolff explained it 
“won’t tell you anything about 
your show or your time period. It 
won’t smoke out the listening of 
the man who listens to five minutes 
of news on one station every day 
and never listens to that station 
again, 

“Study No. 2 does catch up on 





Mr. DEMPEWOLFF 


the people who listen only to Jack 
Benny or Grand Ole Opry,” he 
said, citing a WSM Nashville total 
night-time weekly audience of 
1,800,000, with 1,100,000 families 
in the one-two days or nights a 
week class and therefore repre- 
senting the Grand Ole Opry au- 
dience. 

“Since the BMB figures are a 
measure of total circulation, don’t 
let stations trap you into deciding 
that you want maps of Study No. 2 
made up based on coverage at a 
specific percentage level,” he said. 
“There is a tendency to want to 
say 50% BMB means something 
that 30% BMB does not. Reserve 
the decision in regard to coverage 
values and don’t let the stations 
make it for you. 

‘Valid Data’ 

“BMB gives you valid circula- 
tion data for station comparison. 
BMB data are valid for figuring 
cost-per-thousand for relative sta- 
tion costs. Whether or not it is 
valid for comparison with other 
media is questionable. After all, 
BMB data represent use whereas 
ABC circulation represents in- 
tended use.” He added, though, 
that it is the only data for which 
there is any justification in figuring 
comparative media costs, and radio 
circulation constantly varies. 

“The identical rating on two 
different stations tells you that 
there is a given percentage of the 
radio homes in a station’s area 
listening to a particular show,” 
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BMB Analysis ‘ 


In this issue, BROADCASTING-TELECASTING presents the following 
articles giving various viewpoints and helpful hints on the use 


of BMB Study No. 2. 


Trends study of station subscribers’ reactions........ page 24 
Advertiser, agency opinion...................... page 22 
Dempewolff praises study....................... page 21 
Huber sees need for engineering formula........... page 34 
Special uses for BMB 0 Ca ean cade ee page 21 
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he said. “Percentage of what area? 
In terms of listeners, you don’t 
know what you are buying until 
you know the total coverage of the 
station. Without BMB you can’t 
ever answer the problem of cover- 
age from the outside nor can you 
determine when a group of regional 
stations gives you a better buy than 
one clear channel. There are such 
cases.” 

Calling engineering data or lis- 
tenability measurements similar to 
potential magazine circulation in an 
area, he said BMB figures actually 
represent people who listen. 

“There are five basic uses of 
BMB data—the first of which would 
be by station and network man- 
agement,” he said. “Second, the 
buying of network time; third, the 
buying of individual station time; 
fourth, serving advertisers’ mer- 
chandising or accounting problems, 
and the fifth as a base for televi- 
sion calculations.” 

In the case of network buying, 
he said BMB can help figure sup- 
plementary station groups though 
the basic network is a rigid, pre- 
fabricated group. The new data will 


At AAAA-ANA Meet 





change many old ideas of station 
position, he predicted. 

In comparing stations since the 
1946 studies were issued, he re- 
called, one timebuyer “has found 
a few stations in some of the pri- 
mary markets where their coverage 
has increased despite television.” 

The new figures will enable cal- 
culation of a high-cost station’s 
coverage in relation to the cost as 
compared with smaller stations, 
and aid in deciding whether to use 
spots or programs. It will permit 
decisions between the small inside 
station versus the big outside sta- 
tion, he said. 

Mr. Dempewolff 
data will show if 
advertising 


said the new 
national radio 
reaches a particular 
market; provide a basis for cal- 
culations of television inroads as 
well as the true picture of TV 
competition. 

“Effective TV competition de- 
pends entirely on the station,” he 
explained, and cited WSM, and 
WENR Chicago, as examples. He 
added that WCCO Minneapolis has 
50% of its circulation outside the 
area of possible TV competition. 





SPECIAL USE 


Notaro Explains Process 
Of BMB Research 


OVER 2,100,000 vote cards and the 75,000 station summary cards pro- 
vide research material for many types of special radio coverage studies, 
according to Michael R. Notaro, president of Statistical Tabulating Co., 


the firm that processed Study No. 2 


The cards currently are being 
used in preparation of Network Re- 
ports but are available for other 
purposes, subject to BMB approval, 
Mr. Notaro said. 

The Station Summary cards, 
known in the trade as a “deck,” 
provide a quick way of accumulat- 
ing data now in the Station Reports, 
he explained. “For instance,” he 
went on, “the gross (duplicated 
audience of any combination of 
stations) can be compiled mechani- 
cally, an important adjunct in the 
measurement of coverage of a spot 
radio campaign. 


Breakdown Possible 


“This gross audience figure can 
be broken down by sales territory 
or state or region to be correlated 
with sales, outlets or other mar- 
keting factors. By mechanical com- 
putation, the costs of a spot cam- 
paign can be allocated according 
to audience within each sales area. 

“With the approval of BMB, a 
fund of unpublished data on non- 
subscribers and less than 10% 
audience (especially valuable in TV 
and FM studies) might be released. 
Obtaining this approval may not 
be difficult if the nature of the 
request is such that data for an 
individual station within a county 
are not revealed, but are inte- 
grated with other information. 

“The vote cards, too, are an im- 
portant source of supplementary in- 
formation. By compositing (bring- 
ing together the votes of the same 
family listening to different sta- 


of BMB. 

SO 
tions) a net unduplicated listening 
report can be compiled for any 
given combination of stations. Thus, 
for example, a regional network 
can determine how many different 
families are its listeners. If a 
family listened to two or more sta- 
tions of the network, it would be 
counted only once.” 


Firm to Cooperate 


Mr. Notaro said the firm will 
cooperate in working out plans and 
estimating costs on projects in- 
volving use of BMB punch cards 
and reports. 

The tabulating company con- 
verted the 315,512 usable ballots 
received to punch card work decks 
and reports. Awarded the BMB 
contract in 1948, Mr. Notaro added 
a New York office to his Chicago 
and St. Louis units. All the time, 
BMB was passing through a series 
of financial crises. At one time 
Mr. Notaro personally carried a 
load in excess of $100,000 in order 
to keep the machines running. 

First tabulating job was to 
create spread cards from the bal- 
lots. These were blown up into vote 
cards, one for each station men- 
tioned by each respondent, and 
these in turn were summarized by 
station within each county and re- 
ported place. 

The vote cards were split into 
day and night separately, and again 
resummarized. This time the 
“breakout” data was accumulated. 
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The Admen Analyze Study No. 2. 








BROADCAST MEASUREMENT BUREAU’S Study No. 2 has 
been available to radio advertisers and agencies for only a few 
weeks but reaction seems to be generally favorable. Belief 
that this second study is a vast improvement over the first 
seems to be unanimous. Those who see possibility of improve- 
ment believe that radio is on the right track in offering such 
statistics. In this article BROADCASTING presents opinion 
from many of the top advertising men of the country. The 
cross-section sampled was picked at random to represent every 
class of radio advertiser. 





STUDY No. 2 of Broadcast 
Measurement Bureau provides 
a new and impressive answer 
to the oft-uttered charge that 


whose views on the new BMB 
study were asked by BROADCASTING. 

Many timebuyers and advertis- 
ers feel they should have more time 
to study the figures before offering 































the radio medium is guilty of 
inadequate and_ invalidated 
research. 

This is the opinion of agen- 
cy and advertiser spokesmen 
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definite views on their value and 
use. In nearly ever case, however, 
their preliminary analyses agree 
that Study No. 2 is much better 
than the first BMB survey. 

Without exception they insist 
that radio must supply validated 
and standardized research material 
for those who buy time. One prom- 
inent agency official said BMB 
must be continued or all broadcast- 
ing will slip downward and money 
will go to other media. 


Hopeful for BAM 

In general there appears hope 
that the new Broadcast Audience 
Measurement Inc., projected suc- 
cessor to BMB, will provide more 
satisfactory material. 

Some users of the air medium 
are extremely sharp in their criti- 
cism of a majority of broadcasters 
for their failure to join in the sec- 
ond study. The new BAM will re- 
move the broadcaster objection 
that corporate control of BMB was 
divided equally among American 
Assn. of Advertising Agencies, 
Assn. of National Advertisers and 
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NAB will have corporate control 
[ BROADCASTING, March 20]. 
AAAA spokesmen insist that 
agencies must have validated as 
well as standardized research ma- 
terial to aid them in buying time. 
ANA concedes BMB Study No. 2 is 
not perfect but is pleased that new 
circulation data are provided. The 
study is described as the best time- 
buying aid. ANA pointedly sug- 
gests that the broadcasting indus- 


try should cooperate with its 
customers. 
Many agency-advertiser execu- 


tives refrained from offering sug- 
gestions on the application of new 
BMB data to their problems, hold- 
ing that the subject would require 
long and careful study along with 
actual application of the figures to 
specific campaigns. 


Coverage Data Appreciated 


There was general appreciation 
of the additional coverage data, in 
which listening is shown by daily- 
weekly classifications instead of 
the weekly breakdown provided in 
the first study. 

As to presentation of data by 
stations, Frank Silvernail, BBDO, 
New York, head timebuyer, wants 


figures in table form with the 
agency itself making up special 
maps to special conditions. On the 


other hand Wesley I. Nunn, man- 
ager of the advertising department, 
Standard Oil Co. of Indiana, Chi- 
cago, prefers supplemental maps 
showing the levels of listening. He 
is interested in depth of listening 
as well as quantitative coverage. 
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with were obtained from a cross-} 


section of agency and advertiser 
groups buying all types of radio 
time for a diversified list of prod- 
ucts and services, supplemented by 
the overall viewpoints of AAAA 
and ANA spokesmen, 

Frederic R. Gamble, president of 
the AAAA, told agency members 
of the BMB board that in order to 
make the best use of the broad- 
casting medium, agencies need 
“standardized and comparable au- 
dience measurements on which to 
base station and network selections 
for clients. 

“This information, to be accepted 
without discount, should be vali- 

(Continued on page 26) 
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Subscribing 
Station: _ 


Biggest BMB | 


OPP mene de Hraeged 


a, 


+e 68s 6 omerre 


CHARLES TOM 


COMPARATIVE ANALYSIS 
Based upon Official Published Reports - BMB - Study No. 2. 
For three subscribing Savannah, Georgia stations: 


Total BMB 


Radio Homes: 


Total Weekly 


; 7 
| Audience Families: 


Number 
Counties: 





WSAV 





Savannah 
Station “A” 


D 143,670 
N_ 109,100 


D 42 
N 29 


/  D 82,080 





D 51,880 
N 44,800 


» F 





Savannah 
Station “B” 


0 


D 106,860 
N 83,320 


D 65,810 
N 46,070 
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By TYLER NOURSE 
RESULTS of the second BMB 
study have been received with mild 
enthusiasm by subscribing broad- 
casters. Over 75% of them indi- 
cate they feel the survey is better 
than average. Some 25.9% of sta- 
tion officials describe the report as 


“excellent” while 50.9% feel it is 
“good.” 
Almost 95% of the subscribers 


feel the method of reporting lis- 
tening by division of 6-7, 3-5 and 
1-2 times a week is superior to the 
old method which did not attempt 
to classify audience. 

Over 92% of subscribing station 
officials feel BMB 
or a similar serv- 
ice should be con- 
tinued and 39.6% 
say future re- 
ports of this type 
should have finan- 
cial support from 


BALLOT 





A Continuing Study §=agencies and ad- 
of vertisers. This 
Executive Opinion differs from the 
proposed plans of 

Broadcast Audi- 

ence Measurements Inc. [BROAD- 


CASTING, March 20] which would 
have broadcasters pay the bill. 

These findings are based on re- 
plies received in BROADCASTING’S 
22d TRENDS Survey—a continuing 
study of executive opinion in radio 
and its allied fields. For this sur- 
vey a questionnaire was sent to 
the manager of each BMB sub- 
scribing station. 





75% Rate Favorably 


Following are summaries of an- 
swers received to questions asked 
in the survey: 

How do you rate the second BMB 
report? 

Excellent (25.9%) Good (50.9%) 
Average (15.5%) Poor (7.7%) 
With approximately 95% of the 

respondents expressing an opinion 

on this question, a very slight ma- 
jority of them, 50.9%, said they 
felt the second BMB survey to be 
good. “Excellent”? was the vote 
of 25.9% while 15.5% said the sur- 
vey was only average. A majority 
of the 7.7% of the stations which 

said the survey was poor were 250 

w outlets which later in the ques- 

tionnaire indicated the feeling that 

the BMB sample was too small or 
not broken down enough to give 
them a fair share of the audience. 

A few higher powered stations 

also rated the report as poor, in- 

cluding several 5 kw operations 
and one 50 kw outlet. 

Were you a subscriber to the 
first BMB report? 

Yes (77.5%) No (22.5%) 

Since over three-quarters of the 
station respondents, 77.5%, were 
subscribers to BMB’s first report, 
a sound basis for comparing the 
studies and evaluating them is es- 
tablished for the questions which 
follow. 

The latest report shows listening 
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6-7, 3-5 and 1-2 times a week. Do 

you feel this makes the report 

more or less valuable? 

More valuable (94.4%) Less valu- 
able (5.6%) 


Respondents who commented on 
this question were almost unan- 
imous in their contention that the 
second BMB survey was more val- 
uable than the first. Chief reason 
given by the 94.4% who felt this 
greater breakdown to be more 
valuable was that it gives a greater 
reflection of listener loyalty and 
does not give undue credit to sta- 
tions for one-time-a-week listen- 
ing to special top-rated shows. 


Some Wanted More 


A few felt the breakdown should 
have gone even further since a 
quarter-hour of listening to a sta- 
tion only once a week would show 
in the 1-2 times a week column. 
This they agreed, however, was 
better than having the one-time-a- 
week listener indicated as a regu- 
lar listener. 

From all parts of the country 
typical comment favoring the 
greater breakdown of listening 
regularity ran as follows: 

“The knowledge of listening fre- 
quency gives a truer picture of the 
strength of a station.” 

“Gives better picture of audience in 
each county.” 

“Gives better picture of local sta- 
tion vs. out-of-town station.” 
“Indicates listeners as 

coverage.” 

“It indicates more accurately the 
station’s position and popularity.” 

“It gives the local station a better 
break.” 

“Shows where regular listeners are 
from which real sales results can be 
expected.” 

“Enables timebuyers to distinguish 
between casual listeners and regular 
listeners.” 

“Gives a more accurate index to a 
station’s regular listening audience.” 

Although the wide majority felt 
the increased breakdown to be 
beneficial, the 5.6% who felt the 
second BMB study to be less val- 
uable backed up their contention 
with such arguments as: 


well as 





GATHERED at party given at New York’s Hampshire House in honor of 

Robert Young (2d 1!) and his NBC program Father Knows Best are (I to r): 

Mr. and Mrs. Young; Victor T. Norton, NBC administrative vice president; 
Charles R. Denny, NBC executive vice president, and Mrs. Denny. 


BMB STUDY NO ? BETTER ‘Trends’ Finds Station Approval 


“This will be difficult 
to the local advertiser.” 


to explain 


“It’s still not fair to small markets 

not a good tool for selling radio 
vs. other media.” 

“|. gives three or four different 
levels at which to judge a station as 
to coverage and who is to say which 
level is the correct one?” 

“Don’t feel the breakdown means 
much to stations that normally rate 
well in regular coverage areas.” 

“Not understood by many clients.” 

A few other station executives 
said the increased breakdown 
“makes little difference” or is “of 
no value.” 

Do you think this report gives 
you the information you need? 

Yes (67.8%) No (19.2%) 
Don’t know (13%) 


On the surface it would appear 
that station executives feel the 
second BMB study provides all the 
needed information to be an effec- 
tive selling tool. A number of the 
67.8% who answered “yes” to this 
question, however, tempered their 
answer with such comments as: 
“Insofar as it goes’; “substantial- 
ly, might be improved”; “except 
that county lines are too arbi- 
trary”; “not ideal but best to 
date”; “some of the information”; 
“though it doesn’t provide all the 
information we need”; “in part,” 
ete. 


FM Data Needed 


Some station managers, particu- 
larly those operating small outlets 
in or near large cities, indicated 
they need information on counties 
where their station has 10% or less 
of the audience. The lack of in- 
formation on FM in the original 
mailings also was rapped by a few 
managers who duplicate AM pro- 
grams on FM. Where facilities 
had changed since the study was 
made the managers, of course, an- 
swered “no” to this question. The 
length of time necessary to com- 
pile the report also was rapped 
by a number of managers, as was 
the sample size which some felt 
to be too small. 
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A few of the more favorable 
comments on this question ran as 
follows: 

“We know about where we are go. 
ing and how deep.” 

“Indicates whether our program 
policy is meeting approval or not,” 

“It provides a good selling tool. I 
gives a means of comparison with 
the ABC report of the newspaper.” 

“It clearly indicates reaction of 
listeners in our area and is valuable 
sales ammunition. .. .” 

“Provides a comprehensive coverage 
report.” 


Is the report for your station 


consistent with 

Don’t 
Other cov- Yes No know 
erage data 
you have? 74.6% 19.8% 5.6% f 
Your opinion 
of station’s 
actual cov- j 
erage? 71.6% 24.2% 42%§ 


If no, do you feel BMB credits J 


your station with too much (7.8%) 
or too little (92.2%) coverage? 

Station managers, in the ma- 
jority, felt that BMB’s second 
study 
stations which was 
sistent with the 
knowledge which they had at hand, 
From the figures it may be seen 
that BMB coverage and such other 
material as coverage maps, mail 
maps, etc., tallied more closely 
than the manager’s estimation of 
staticn coverage. 

A number of those respondents 
who felt the report to be consistent 
with other coverage data indicated 
the feeling that it did not jibe with 
their own opinion. 


fairly con- 


Claim More Coverage 


The vast majority of those who 
answered “no” in either case said 
the BMB data did not credit their 
station with enough coverage. A 
few of the managers said no cov-} 
erage was shown in counties where | 
mail response indicated good lis-| 
tening. New stations, or those 
which had recently changed facili-| 
ties, hit the lag between the time 
material was gathered and issued. 
They indicated BMB was good for 
the time it was taken but probably 
could not be used now. 

In what way will you use your 
BMB data? 

Selling time locally (68.6%) 

Selling time nationally (83.7%) 

Rate adjustments or justification 
(24.9%) 

Guidance for programming 
(38.8%) 

Guidance for audience promotion 
(47.3%) 

Guidance for merchandising ac- 
tivities (29.8%) 

Other (specify) (1.2%) 

The selling of time nationally is 
the chief use to which the BMB 
report will be put, with 83.7% of 
the station managers answering 
showing this as at least one of the 
uses. Since most stations indicated 


(Continued on page 32) 
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KGLO-FM 
MASON CITY, IOWA 


NEW BAB FOR COVERAGE Mon. Thru, Fri 


8:00 A.M.— 10:00 A.M. 
Mon. Thru. Fri. 
10:00 A:M.— 12:00 N. 
Mon. Thru. Fri. 
8:00 A.M. — 12: 00 N. 
air MOWER 


Men. Thru. Fri. 
GINNESOTA 12:00 N.—3:00 P.M. 


= | 
on Mon. Thru. Fri. 
-_ = wal 3:00 P.M.— 6:00 P.M. 










































































eek Mon. Thru. Fri. 
12:00 N.—6:00 P.M. 


Sun. Thru. Sat. 
6:00 P.M.—8:00 P.M. 


Sun. Thru. Sat. 
8:00 P.M.— 10:00 P.M. 


Sun. Thru. Sat. 
6:00 P.M.— 10:00 P.M. 














































Total Audience — DAY 69,740 
NIGHT 48,220 


IN ONE OF THE RICHEST AREAS IN JU. S. A. 


Any way you look at it, there's no substitute for coverage plus audience impact. KGLO 
with a 50% or better BMB penetration of 12 farm rich lowa and Minnesota counties has 
real coverage, and the Hooper Station Audience Index for Mason City shows that KGLO 
never has less than 48.5% of the available listeners and hits a fat 70.4 peak. 


That's sure-enough dominance to merit a place in your radio coverage plans. Get complete 
details and availabilities from your Weed representative or write Walter J. Rothschild, 
National Sales Manager, Lee Stations, Quincy, Illinois. 


STATIONS 


Represented By WEED & COMPANY — New York @ Chicago ®@ Detroit @ Boston @ Atlanta @® Hollywood ® San Francisco 


MASON CITY, IOWA 
k S4 { Oo 1300 KC 5000 Watts © CBS Affiliate KGLO- FM 101.1 MC ERP 16,000 Watts 
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A Look at BMB 


(Continued from page 22) 


dated by a tripartite organization 
representing agencies and adver- 
tisers as well as broadcasters.” 

Mr. Gamble recalled that BMB 
“was a first and logical step in this 
direction, despite its faults.” He 
added that “a disappointingly large 
number of stations refrained from 
subscribing to BMB’s _ second 
study,” and recalled that he told 
the 1949 NAB convention that the 
biggest problem in BMB is the lack 
of support among broadcasters. At 
the convention he said broadcasters 
not satisfied with BMB should get 
in and try to improve it from the 
“inside.” 

Since that time, he continued, 
“¢onsiderable confidence has been 
expressed by broadcasters that 
their industry would rally to the 
support of a comprehensive re- 
search program if a different type 
of organization were set up to 
carry it out—one in which broad- 
casters would have administrative 
and financial control over the funds 
their subscriptions provide. 


Cites BAM 

“The new BAM is designed to 
give station subscribers just such 
corporate control. We earnestly 
hope it will succeed. 

“Agencies and advertisers are to 
be represented on BAM research 
committees so as to validate the 
methods, as was done with BMB. 
They are mainly concerned with 
validation—and of course with see- 
ing that industrywide measure- 
ment is continued. 

“Agencies will participate in the 
operation of the radio and tele- 
vision research organization in 
order to contribute (1) to research 
integrity and (2) to the continua- 
tion of a needed service.” 

As trade association for national 
advertisers, ANA feels “the great- 
est service any station can perform 
for advertisers is to make the 
figures on non-subscriber stations 
available,” according to Peter W. 
Allport, of the ANA headquarters 
staff. 

While ANA would not give an 
official viewpoint, it provided 
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them “about as close as we can 
come to an answer.” Name of the 
member was not divulged. The 
remarks follow: 

“The current BMB study is not 
perfect, nor will the next one be. 
It does not give you a handy pack- 
age by which to base all your de- 
cisions on one measurement, nor 
does it take away from you 
the responsibility of judgment. Of 
course no other measurement does 
either. 

Circulation Data 

“It does, however, provide you 
with circulation figures on a sta- 
tion’s audience. It does not give 
you information on program audi- 
ences. But the circulation data is 
a measurement that no program 
audience data can provide. 

“There is nothing else like it. 
There is no other county-by-county 
and city-by-city information. And 
there is implication in the data 
provided by this new study which 
may be interesting to play with. 
For, in the figures on composition 
of total weekly audience there may 
be a relationship between the total 
weekly audience and those families 
who say they listen six or seven 
days a week which could provide 
an audience loyalty factor that 
could be useful for certain prob- 
lems in timebuying. 

“T seriously feel that BMB Study 
No. 2, with the type of information 
it has produced and with the po- 
tential of providing information on 
listening to all stations in the 
country, is going to give us the 
best radio timebuying aid we have 
ever had. 

“It’s an example of good indus- 
try cooperation to provide better 
information and it certainly has 
established understanding on the 
part of the broadcasting industry 
that there is much to be gained by 
cooperating with its customers in 
validating its product. If that 
alone were the only thing to come 
out of BMB it would be worth the 
money spent.” 

BBDO’s Frank Silvernail says 
the use timebuyers will make of 
BMB data “will depend entirely 
on the particular advertiser, his 
distribution and his objective. No 
experienced timebuyer sets up gen- 
eral overall inflexible standards to 
be used under all conditions and 
clients.” 

How can stations make the BMB 
information easy for BBDO to use? 
Mr. Silvernail suggests they pro- 
vide the material in table form 
used as released by BMB. “Then 
whether a client wants to consider 
only 40% response in a 6 or 7 
times county or go all the way 
down to 10% in a 1 or 2 times 
county,” he said, “the agency will 
be able to abstract just the data 
pertinent to the problem in hand. 


Will Make Our Maps 


“As for maps, we will probably 
make our own, to fit special condi- 
tions. Perhaps the most complete 
map for a station to make would 
show the three breakdown levels of 
percentages in each county, for 
our greater ease, in making our 
own maps.” 

On the other hand, Standard 


Oil’s Wesley I. Nunn believes it 
would be “highly worthwhile for 
radio stations to prepare supple- 
mental maps showing various lev- 
els of listening—in addition to the 
over-all maps furnished by BMB.” 

He continued: “While we have 
not had sufficient time to thorough- 
ly analyze and digest the material 
that has just been received, we are 
most anxious, in the days of keen 
competition between stations, to get 
the qualitative or depth of listen- 
ing, as well as the quantitative 
coverage of the stations. 

“Since our operations are all on 
a county level, the station maps 
might be prepared so as to show 
the six sets of figures—three for 
days and three for nights—for 
each county with legend to sup- 
port.” 

Mr. Nunn described his com- 
ments as “a very quick suggestion 
and as we get more into the BMB 
data this suggestion might not be 
as feasible as it now appears.” 


As an extensive buyer of radio 
time, Vern Carrier, assistant man- 
ager of the marketing department, 
Esso Standard Oil Co., New York, 
does not believe that a standard 
cutoff figure should be set in meas- 
uring usable coverage from the 
new BMB reports. 


“In the past, we have been using 
a 25% cutoff point,” he said. “How- 
ever, now that BMB reports show 
listening figures for various fre- 
quencies (one or two days or nights 
per week, three to five days or 
nights per week, and six or seven 
days or nights per week), the pic- 
ture changes considerably. 

“With these figures available, it 
is quite possible that we would 
want to consider both 25% and 
50% coverage, and in some cases 
use no cutoff point at all and look 
at the total station audience in 
the three frequency brackets. 


Should Be Flexible 


“In my opinion the situation 
should be kept flexible enough, so 
that a station is in a position to 
provide BMB figures in any form 
requested by the advertiser or 
agency.” 

E. G. Eisenmenger, chief time- 
buyer, Leo Burnett Co., was en- 
thusiastic about the improvement 
in the new study. His statement 
follows: 


The arbitrary 50% cutoff point in 
measuring the usable coverage of a 
station as applied to the initial BMB 
study was primarily an expediency; 
the margin of error introduced was 
an advantage to some stations, and a 
very definite disadvantage to others. 


However, the new study provides 
much more usable and definite infor- 
mation. The establishment of a 
standard cutoff level would nullify, 
to a great extent, the refinements of 
the 1949 study. 

It would seem that the use of the 
“Average Daily Audience” figure (as 
explained on the first sheet of the sta- 
tion reports) for each station’s pene- 
tration within each county above the 
10% level would do much to utilize 
more effectively the improvements in 
this report; it would serve to remove 
most of the inconsistencies in arbi- 
trarily “cutting-off’ at the former 
50% level. Thus a station’s ability 
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DISCUSSING the news program spon. 
sored three nights weekly on WOR 
New York by Kidder, Peabody & Co, 
investment firm, are (I to r): Lyle Van, 
WOR newscaster; George A. Erickson, 
vice president of Doremus & Co, 
firm’s agency, and Edwin S. Webster 
Jr., senior partner of Kidder, Peabody, 
















to deliver a certain number of im. 
pacts could readily be approximated, 
and its effectiveness against or ip 
combination with other media be 
more accurately evaluated. : 

The further application of this 
method would provide the means 
whereby the “intensity of penetra 
tion” of the audience in each county 
could readily be determined with 
some margin of error and the cost of 
this penetration calculated. Thus it 
could be determined where sufficientf 
consumer pressure was applied orf 
where it was weak, and to what de- 
gree. 

This is but one application of the 
improvements in the new BMB study; 
there are others which could well be 
utilized. An “area report,” similar} 
to that of the initial study, would 
provide us with means whereby the 
improvements in the No. 2 study 
could be compounded into the most 
valuable instrument available for ex-} 
ploiting radio to its fullest potential. 


C. Burt Oliver, of the Houston 
branch of Foote, Cone & Belding 
and recently general manager of 
the Hollywood branch, is familiar 
with the new BMB reports since 
he is an agency member of the 
BMB board. “I have always felt 
that the broadcasting industry 
must provide some form of stand- 
ardized coverage data and _ that 
BMB was the best answer we had 
to date.” 

Mr. Oliver said his conception 
of BMB “has always been that it is 
a dynamic, evolutionary organiza- 
tion, each report being better and 
more useful than the one before. 
It is my sincere hope that the 
broadcasting industry will find 
some way to continue this type of 
operation.” 


























































Analagous to ABC 


Reflecting an advertiser view- 
point, E. A. Clasen, advertising! 
manager of Pillsbury Mills Inc. 
Minneapolis, considers BMB data 
comparable to Audit Bureau of 
Circulation data “only in a remote 
sense.” However, he points out 
that other qualities of BMB data 
offset the lack of exact compara- 
bility and these make it possible to 
use the BMB figures in a manner 
analagous to ABC. 


Mr. Clasen puts it this way, “We 
believe that listening to a program 


(Continued on page 28) 
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Daytime 1946—70,480. 

Daytime 1949—89,950 .. . UP 27.6% 
Nighttime 1946—60,800 

Nighttime 1949—78,170 .. UP 28.6%! 
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is most likely to follow the-pattern 
of listening to a station, and while 
the BMB data does not measure 
listening to a program, it provides 
a good relative measure of the 
probable program impact by coun- 
ties. 

“The data is most useful in ob- 
taining a probability picture of 
the relative impact of a certain 
program by geographic areas. We 
can then compare networks, or 
parts of networks, or individual 
stations, to estimate the relative 
geographical impact of a program 
before it is put on the air. 

“As a fairly large user of net- 
work and local radio, we feel that 
the BMB data is valuable to us 
and we use it consistently in meas- 
uring our advertising intensity, al- 
though, in so doing, we recognize 
the limitations of the data.” 

Melvin Brorby, vice president of 
Needham, Louis & Brorby, Chi- 
cago agency, thinks in two ways 
when he ponders the subject of 
BMB—as an agency operator and 
as an agency member of the BMB 
board. He voiced regret that the 
report was delayed in issuance and 
that it could not be published in 
the form of a one-volume area re- 
port similar to the 1946 study. 


In any case, he says the BMB in- 
formation “is just absolutely es- 
sential to agencies and advertisers 
to permit them to make proper use 
of radio.” Obviously this is the 
case as television starts to make a 
strong impact, he noted. 


“It seems just as obvious to me 
to comment that the BMB organ- 
ization in some form or another 
needs to be kept alive,” he said. 
“Otherwise the whole radio indus- 
try will move backwards, and 
money will undoubtedly flow from 
radio to other media. 


“As to the specific increased use- 
fulness of this present report over 
1946, it is a little early to give 
complete reactions based on ex- 
perience. I have asked our media, 
radio and research departments for 
their reactions, and I find them 
very favorable and very much 
pleased that the audience measure- 
ment has been carried farther than 
once-a-week listening. The absence 
of the area book does make it more 
difficult to use the figures, but that 
does not affect the fundamental 
need for the figures. 


“TI am sure you will find this ex- 
perience a common denominator 
with all agencies.” 


50% Good Cutoff Point 


George Kern, radio timebuyer of 
Benton & Bowles, New York, has 
found, on the basis of preliminary 
studies, “that for rule-of-thumb 
the 50% level is a good cutoff 
point for once-a-week listening. 
However, we expect to refine this 
by considering a range of 3 to 7 
times-per-week listening. 

“We will also, for certain studies 
of specific market and station com- 
parisons, use the circulation fig- 
ures. 





“Until we can study the data ang 
work out our own interpretations 
of the BMB reports, we could not 
suggest a generally ‘most useful 
way for stations to present theiy 
BMB information. 








“In the meantime, what wef 
would like is the BMB data op 
nonsubscriber stations!” / 


Ann Smith, speaking for Ralph 
H. Jones Co., Cincinnati and Ney 
York, declares the BMB data 
“come closer than anything elge 
available on a national basis tp 
providing, on a comparable basis, 
the relative sizes of audiences of 
radio stations. To that extent, the 
BMB figures are roughly compara. 
ble to ABC figures for potential * 
audiences of magazines and news. 
papers. They show where readers <a 
or listeners are located, and are a 
measure of the size of the potential Pe 
audience.” 


“Of course,” she continued, “one 
cannot compare radio audiences 
with audiences for printed adver. 7 


tising on the basis of potentials, 
but only on the basis of actual 
reading or listening. The poten- 
tials, representing ABC circulation 
figures or BMB audience figures, 
are usable only as a base against 
which ad readership figures and 
program rating figures are applied 
to obtain some indication of the 
number of readers of an adver. 
tisement or of the number of lis- 
teners to a program. 


Areas Under 25% 


“We believe that in areas where 
less than 25% of the families listen} 
to a station once a week or more 
often, the chances of getting lis-! 
tening to a specific program on 
that station are usually remote. 


“For this reason, and to be con- 
servative, we are inclined in most 
of our uses of BMB figures to elim- 
inate from consideration those 
counties and areas for a particular 
station, where the BMB figures 
are under 25%. In other words, 
our uses of BMB audience figures 
are usually based upon audiences 
in counties where 25% or more of 
the families report listening to the 
station once a week or more often.” 


As radio and television director 
of Van Sant, Douglas & Co., Balti- 
more, Robert V. Walsh said the 
agency has been “very pleased with 
the BMB report as issued” but 
would be much more pleased if it 
“had some sort of assurance” that 
another report will follow as rap- 
idly as this one becomes outdated. 


“Certainly radio needs to fight 
with all the weapons at its com- 
mand now that television is s0 
strongly here,” he said. “It would 
be tragic for radio not to use the 
strong weapon of research.” 

Mr. Walsh took the BMB report 
and separated the “good” from the 
“bad.” On the good side he listed: 


a. The job has been very well done. 
This report is much more significant 
now that it has breakdowns of night 
and daytime, days per week, listen- 
ing figures. It is possible to analyze 
the comparative stature and weight 
of impact of the station with a good 
degree of accuracy. 

b. The maps provided for the various 

(Continued on page 73) 
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NEW HOOPER FOR AUDIENCE IMPACT | 


Covering not only Quincy, Ill., but Keokuk, lowa, and 
j Hannibal, Mo., as well (as shown by Hooper Survey, Dec. 1949-Jan. 1950) 
Mon. thru Fri. 


Homes 
B 
12:00 Noon—6:00 P.M. 2 


VAN BUREN Cy, 
14 
LOWA ILLINOIS 
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‘a | IN ONE OF THE RICHEST AREAS IN THE U. S. A. 


director 


oe Any way you look at it, there's no substitute for coverage plus audience impact. 
ald WTAD with a 50% or better BMB penetration of 13 farm rich Illinois and Missouri 


oa” er : counties has real coverage, and the Hooper Station Audience Index for Quincy, Keokuk 


sed if it and Hannibal shows that WTAD never has less than 37.0% of the available listeners 
ce” that and hits a fat 65.7 peak. 
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Mon. thru Fri. 
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TIME Using 
Sets 
Sun. thru Sat. 
6:00 P.M.—10:30 P.M. 34.1 
Sunday Afternoon 
12:00 Noon—6:00 P.M. 





That's sure-enough dominance to merit a place in your radio coverage plans. Get 
“ complete details and availabilities from your Weed representative or write Walter J. 
E. Rothschild, National Sales Manager, Lee Stations, Quincy, Illinois. 
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MASON CITY, IOWA 
k g ] © 1300 KC 5000 Watts © CBS Affiliate KGLO-FM 101.1 MC ERP 16,000 Watts 
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REE & Peters. INC. 


Pioneer Radio and Television Stalion Representatives 
Since 1932 
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WGR 
WMCA 
KYW 
KDKA 
WFBL 


WCSC 
WIS 
WGH 
WPTF 
WDBJ 


EAST, SOUTHEAST 
WBZ-WBZA 


Boston-Springfield 
Buffalo 

New York 
Philadelphia 
Pittsburgh 
Syracuse 
Charleston, S. C. 
Columbia, S. C. 
Norfolk 

Raleigh 


Roanoke 


MIDWEST, SOUTHWEST 


WHO 
WOC 
WDSM 
WDAY 
WOWO 
WISH 


KMBC-KFRM 


WAVE 
WTCN 
KFAB 
WMBD 
KSD 


KFDM 
KRIS 
WBAP 
KXYZ 
KTSA 


Des Moines 
Davenport 
Duluth-Superior 
Fargo 

Fort Wayne 
Indianapolis 
Kansas City 
Louisville 
Minneapolis-St. Paul 
Omaha 

Peoria 

St. Louis 


Beaumont 
Corpus Christi 
Ft. Worth-Dallas 
Houston 


San Antonio 


MOUNTAIN AND WEST 


KOB 
KDSH 
KVOD 


KGMB-KHBC 


KEX 
KIRO 


Albuquerque 
Boise 

Denver 
Honolulu-Hilo 
Portland, Ore. 
Seattle 


NBC 
CBS 
IND. 
NBC 
NBC 
CBS 


CBS 
NBC 
ABC 
NBC 
CBS 


ABC 
NBC 
NBC-ABC 
ABC 
CBS 





50,000 
5,000 
39,000 

530,000 

90,000 
39,000 


5,000 
5,000 
5,000 
90,000 
5,000 


530,000 
5,000 
3,000* 
5,000 

10,000 
5,000 
59,000 
5,000 
5,000 

90,000 
5,000 
5,000 


3,000 
1,000 
50,000 
5,000 
5,000 


590,000 
5,000 
9,000 
5,000 

30,000 
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Serving 


WIEST 


AM and FM 
TOPS 


Hagerstown Trade Area 


Improving with Age 
After 18 Years 


WJEJ 


Enjoys Highest Rating 


In Its History 


See 
BMB Study +2 
Compare with 
BMB +1 


Area With 
WJEJ-FM 


FROM A 2310-FT. ELEVATION 


WIE SI 


AM and FM 
HAGERSTOWN, MD. 


Represented Nationally by 
THE FRIEDENBERG AGENCY 












ven a Larger 


BMB Study Better 


(Continued from page 24) 


BMB in each of the given ways. 


report for selling time 





it in audience promotion. 
In addition to 








station may have, 


for requesting 


Do you feel that BMB or a sim- 


Yes (96.3%) No (3.7%) 


If yes, what structure do you 


think it should have? 
Same as at present (27.9%) 


With financial 


basis 

facilities. 

ilar service should be continued? 
| support 





research firm (13%) 
On an_ entirely 
(19.5%) 
If no, do you feel it is 
Too costly? (66.7%) 


new 


POP OOO 


material? (33.3%) 


Although subscribing station 
managers were in accord on con- 
3 tinuing BMB or a similar service, 





The NEW BMB 
shows WIOD 


James M. LeGate, General Manager 


000 WATTS - 610 KC - NBC 
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For detailed information, call our Rep... 
George P. Hollingbery Co. 





more than one use for the report, 
figures above are the percent of 
the total sample which will use 


In 68.6% of the replies station 
managers said they would use the 
locally 
while 47.3% will also be guided by 


supplementing 
present coverage data which the 
some of the 
other uses to which the BMB re- 
port will be put include: Compari- 
son with newspaper; guide to fu- 
ture expansion; engineering study; 
additional 


from 
agencies and advertisers (39.6%) 
Be operated by a privately owned 


format 


Fails to provide effective sales 


the structure which this organiza- 
tion should take is not nearly as 
well defined. In 39.6% of the 
cases, however, the managers who 
answered this part of the question- 
naire indicated financial support 
should come from agencies and 
advertisers. A number of them 
tempered this answer with a “par- 
tial” and a corporate structure, 
with stations, agencies and adver- 
tisers participating advanced in a 
number of cases. A_ structure 
similar to BMI also was advanced, 
with 3.7% of all who replied indi- 
cating this structure by name. 

In addition to the BMI type set- 
up, some of the other comments on 
“structure” ran as follows: 

“Part of NAB, with separate financ- 
ing.” 

“Owned or controlled by NAB with 
minority stock held by AAAA and 
national advertisers.” 

“Private firm with NAB and station, 
agency, advertiser advice and guid- 
ance. 

“Set up stock plan under supervi- 
sion of NAB.” 

“Would like to see BMB divorced 
from NAB. However, NAB should be 
one of the agencies having member- 
ship such as AAAA’s etc.” 

“Owned by broadcasters through 
stock ownership with service being 
sold to all subscribers similar to 
Hooper, Nielsen, etc., but with broad- 
casters owning corporation.” 

“Believe financial support should 
be from all users of the service.” 

“A corporation should be set up, 
owned by stations, agencies and ad- 
vertisers.” 

“All parties who 
participate in cost.... 

“... feel that financing is properly 
that of the stations and not the 
agencies and advertisers... .” 

“Industry owned and operated.” 

“Believe broadcasting industry 
should take over operation and ex- 
penses. . agencies and advertisers 
represented on board of directors in 
Minority. .% <5" 

“Tripartite 
A wea 

“Some plan must be devised so that 
all stations will be included. It 
should . . . include participation by 
agencies and manufacturers.” 

Remarks on Methods Used 

Approximately 14% of the re- 
spondents also included comments 
on the BMB survey or its methods 
on this question. 

Of these a little over com- 
mented on the frequency of the 
studies and the time taken to de- 
liver them. The general trend of 
thinking by these station managers 
indicated that the surveys should 
be taken more often and delivered 
faster since the radio picture 
changes so quickly at present. 
Another 19.5% said they would like 
to have a greater breakdown of in- 
formation. The majority indicated 
a desire for morning, afternoon 
and evening information for each 
day of the week. The sample size, 
cost to stations and method of sur- 
vey also was commented on by 
station managers on this question. 

With 3.7% of the total sample 
indicating they did not feel BMB 
should be continued, two-thirds 
said they felt it too costly, with the 
remaining indicating that it fails 
to provide effective sales material. 
Of the 96.3% who voted for con- 
tinuation of BMB or a similar 


benefit should 


” 


financing is sound 


99 GO 


2270 
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service, approximately 8% also 
marked this section of the question 
regarding cost, while about 3% 
said BMB had failed to provide 
effective sales material. 

Should BMB issue program rat. 
ings as well as coverage reports? 
Yes (39.4%) No (60.6%) 

On this issue over 92% of the re. 
spondents expressed an _ opinion 
with the majority, 60.6%, voting 
against such a move. An addi- 
tional 5.7% who did not give a def- 


inite answer said it would depend | 


on such factors as cost, frequency 
and size of sample. 

Of the 39.4% who voted for BMB 
to issue program ratings, 74.1% 
outlined their reasons for favoring 
such a move. Standardization of 
program ratings was the chief rea- 
son given. A number of 
managers also said they felt it 
would help by giving information 
on areas not presently covered by 
rating services. The need for a 
general program rating service 
was advanced by a number of man- 
agers along this line: “Coverage no 
good unless you know when they 
are listening and what they are 
listening to.” 


Opposition Gives Reasons 


Those station executives who 
opposed such a move, 60.6%, ex- 


pressed a reason in 70% of the 
cases. Of these about 20% said 


the length of time necessary to 
tabulate and report the findings 
would make them outdated before 
issuance. A slightly lesser number 
felt the present services to be ade- 
quate or said the cost of such a 
service under a BMB type set up 
probably would be _ prohibitive. 
The size of the sample was felt by 
a few broadcasters to be 
quate for program ratings. Sev- 
eral station managers expressed 
their opposition in this manner. 
“For the same reason magazines 
sell on the strength of total circula- 


tion—not how many people actually 
read each ad... .” 

“, .. let’s get a good ABC of radio 
established soundly and_ working 
rd 


“No more than the ABC should issue 
continuing study of newspaper reader- 
ship.” 


Do you find that agencies and 
advertisers place more value on 
BMB reports than on your usual 
coverage data? 

Yes (80.5%) No (19.5%) 

Do you believe that the BMB re- 
port is getting you business that 
you would lose if you did not have 
the reports? 


Yes (56.6%) No (43.4%) 


station | 





inade- ‘ 


From the replies given to these * 


questions it may be seen that in 
the opinion of BMB subscribing 
station executives the reports are 
valuable in the national field. 
though this is conjecture on the 
part of station officials, it may be 
seen that 56.6% of them feel they 
have received additional business 
through BMB and 80.5% say they 
believe more value is placed on 
BMB than other station coverage 
data. For the feeling of agency 
executives on this question, see 
story page 22. 
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IN DES MOINES 


REMARKABLE CHANGES ARE TAKING 
PLACE IN HOOPER RATINGS! 





KSO is the only network station in Des Moines to show an increase in Hooper 
share of the audience— January-February 1950, as compared with the same 


period in 1949. All other network stations suffered a loss. 


Percentage Gain or Loss 


STATION B — 69% 
STATION C —14.7% 
STATION D —17.6% 


KSO #2.5.6% 


*Based on Jan.-Feb. 1950 Hooper Index T.R.P. as compared same period in 1949. 


PERCENTAGE KSO GAIN OVER ALL STATIONS 


sSTATIONB = 6.9% STATION C = —14.7% sTATIOND —17.6% 
KSO #25.6% KSO #2.5.6% KSO 25.6% 


KSO gains 32.5% KSO gains 40.3%  KSO gains 43.2% 


*Based on Jan.-Feb. 1950 Hooper Index T.R.P. as compared same period in 1949. 


This remarkable change is a definite indication that in Des Moines the 


overwhelming trend is to KSO. 


CBS for Central lowa 


K. H. MURPHY, President 
S. H. McGOVERN, Gen. Mar. 
5000 watts 1460 kilocycles HEADLEY-REED, Nat. Rep. 























April 3, 1950 @ Page 33 








| 
| 



























By E. J. (Mike) HUBER 


General Manager 
KTRI Sioux City, Iowa 


FOR YEARS the radio industry 
has been groping for a “radio 
ABC.” No one will deny that we 
need an acceptable unit of meas- 
urement. But, what does the in- 
dustry want to measure? Coverage 
(circulation) or audience (reader- 
ship)? BMB as it exists today 
does not seem to be the answer. If 
it were, the curtain would not be 
coming down on the present setup; 
there would be greater acceptance 
for it; there would be less mixed 
reaction. So, where do we go from 
here? 

Before we answer that question 
let’s analyze the BMB formula as 
used in Study No. 1 and Study No. 
2. It is a report of listening hab- 
its based upon a return of post- 
cards mailed to every county in the 
United States... . 


Industry Reaction 

What is the reaction of the in- 
dustry towards recall surveys? In 
the early days of radio that was 
the unit of measurement used— 
the old CAB reports. A number of 
years ago advertisers and agencies 
both decided that the recall method 
of measurement was not sound, 
feeling that a coincidental survey 
would be much better and, as a 
result, CAB was put in moth balls. 


MIDCONTINENT BROAD 
FALLS, 


NEW BMB FORMULA 


Why then do we continue to spend 
thousands of dollars to reverse 
that decision? . . . People tune to 
programs, not stations 

It was felt that by getting away 
from the once a week listening 
that Study No. 2 would be the 
answer. I believe that we will 
run into the same difficulty that 
we did with Study No. 1. What 
does six or seven times a week 
listening mean? Does it mean that 
these listeners tune to that sta- 
tion for every program throughout 
the day or night, or to just one 
favorite program that is on each 
a 


A New Formula Needed 

So, I repeat, where do we go 
from here? My own opinion is 
that we must get away from the 
“audience measurement” formula. 
We already have that in Hooper, 
Conlan and Nielsen, but not on a 
nationwide scale. Why not have 
a unit of measurement that 
changes every time a program 
shifts either from one station to 
another or from one network to 
another? A measurement that 
changes with every new station in 
a market, with every power and 
frequency change. Is it any won- 
der that timebuyers can’t keep up 
with the _ so-called “coverage”? 
Space buyers don’t go through this 
constant confusion in evaluating 
other media . . . why radio? 


sl1oOuxX 


Engineering Basis Needed—Huber 





A formula must be found that 
will not invite a lot of “ifs” and 
“ands.” During my 28 years in 
advertising and radio I have 
looked and listened to thousands 
of media presentations of every 
type and description. All, without 
exception, were based upon CIR- 
CULATION according to ABC 
audit statements; not a word as 
to the number of subscribers who 
READ the advertisements. 


Suggests Plan 


Giving all these facts unbiased 
thinking gives me but one answer 
for a “measurement” formula that 
is sound, factual, and standard... 
physical coverage as established by 
engineering standards. Offhand 
I’d say that this could well be the 
0.5mv contour. This feature is a 
common denominator for all sta- 
tions; timebuyers wouldn’t have 
to take a station’s word for it if 
there was any question—the data 
is on hand in Washington. Radio’s 
rates are based on this data, so why 
shouldn’t the advertiser buy radio 
on that basis. Let’s take a “for in- 
stance.” A station has 200,000 ra- 
dio families in its 0.5mv area; it 
is up to that station to program 
to invite as many of those 200,000 
as possible to tune to that station. 
No matter how programs shifted 
from station to station; from net- 
work to network; how many new 


\ \ 
\ 


WN 


STING CO., 
SMUTH 


DAKOTA 


stations came into the picture, that 
station would still have its poten- 
tial of 200,000 radio families! Pro. 
gram ratings, or station popularity 
does not, and will not, change the 
number of radio homes in a 0.5my 
area. 

So, why not solve this radio 
measurement dilemma based on a 
formula used by other’ media, 
Make it an engineering project, 
add engineering personnel to our 
research staffs. Use Hooper, Niel- 
sen, Conlan or any other program 
rating, or program _ popularity 
service for the purpose for which 
they were established—to improve 














vs 


programming and increase listen- } 


ership for stations and networks. 
I am convinced that approached 
from this angle radio will come up 
with a measurement plan that will 
be sound and acceptable to all. 


Defense Radio Feature 


SAMPLE SCRIPT of new monthly 
radio feature, to be inaugurated by 
the Defense Dept., has been pre- 
pared by the department’s radio- 
TV branch for immediate mailing 
to women program directors and 
broadcasters, Charles Dillon, branch 
chief, has announced. Titled De- 
fense News for Women, the news- 
feature series has NAB endorse- 
ment, Mr. Dillon added. 
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listen- } T 4 E BY E 
works. 
pached 
me up ' . , 
at will Dollar for dollar, listener for listener, DAY 1s | 
all. AND NIGHT, there’s no substitute for WOAI 
in the Southwest. Based on the new BMB and 
ire one-time rates for a WOAI chainbreak, every 
” dollar you spend buys 11,516 listening families no 
onthly : f ; ‘ ee ; ‘ 
ted by daytime; 10,732 listening families nighttime. 
n pre- This means: 
radio- T u T E 
aili i : 
ae 316,700 families listen to WOAI regularly daytime* SUBSTI 
“os | 590,250 families listen to WOAI regularly at night* 
> news- 
ndorse- In the fast-growing WOAI market 740,700 fam- 


















ilies listen to WOAI at night every week; 395,- 
350 families during the days. To sell the South- 
west better, buy WOAI. The January-February 
Hooper shows WOAT has 83.3% more metro- 
politan audience in total rated periods than the 
second station in San Antonio. For a better buy 


t ... it’s WOAI. Call your Petry man. 








*Three or more times per week. 


SRESRSVarrsyarn 





SOUTHWEST 





Represented Nationally By 
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WRVA 91D! Because of elastic budgets, WRVA is prepared to meet them with 

four result-producing participating programs. WRVA believes the small advertiser should 
have more than radio as a good medium . .. more than WRVA as a good 

radio station .. . and more than an announcement availability. 


WRVA takes another great step! For little more than the cost of an announcement 
WRVA offers participation in well-established, well-promoted, and well-merchandised 
programs... al] the benefits of top-notch programming and personalities .. . at a 
fraction of the normal cost. One of these great shows is a ‘natural’ for you: 


OLD DOMINION BARN DANCE CALLING ALL COOKS 


Mondgy thru Friday, 9:00-10:00 Saturdays, 10:00-10:30 am. Audi- 
am. and 3:30-4:30 pm. Designed ence participation quiz show 
for high Hoopers and general broadcast from WRVA Theatre 
listening. Features *CBS network (average audience of 800). Radio 
commercial stars onalocalbasis. show is part of two-hour entertain- 
*(Brock Bar Ranch, CBS, Satur- ment. Product displays; samples 
days 7:00-7:30 pm.). distributed; with retail grocer mer- 

chandising plan; actual product 


GRADY COLE TIME demonstrations. Buy it weekly, bi- 
weekly, or once a month. 
Monday thru Saturday, 5:00- 


6:00 am. Designed especially WOQOUSEWIFES PROTECTIVE LEAGUE 

for rural audience and features 

fabulous Grady Cole. (Combina- Monday thru Saturday, 5:00-5:30 

tion purchase with WBT, Char- pm. Features Mark Evans and is 

lotte, N. C.) designed primarily for food and 
household products. 





The WRVA “extra step” is all-important . . . particularly to those advertisers new to radio! 


50,000 WATTS 
RICHMOND and NORFOLEK, VA. 
REPRESENTED BY RADIO SALES 





| 
| 
| 
| 











Editorial 


NARBA Now or Never 


AT THIS moment there’s no deal with Cuba 
on AM broadcast allocations. The on-again- 
off-again negotiations looking toward amicable 
settlement of assignments appear to be defi- 
nitely off, now that the American delegation 
has returned from Havana empty-handed after 
eight vexatious weeks. 

What will happen is anybody’s guess. Cuba 
had tacitly accepted our plan for equitable 
allocations which would have resulted in mini- 
mum interference. Then for reasons hard to 
fathom, it submitted an outlandish counter- 
proposal. 

Cuba now knows that the U. S. will accept 
nothing less than the Feb. 22 proposal. It 
knows that nothing short of an agreement sub- 
ject to Senate ratification will be acceptable. 
It knows that the consequences of an “ether 
war” would be disastrous to it as well as to 
many stations in our Southern area. And it 
knows it would undermine American good-will. 

The U. S. delegation, headed by FCC Com- 
missioner Rosel H. Hyde, was conciliatory and 
acted in good faith. Anyone less patient would 
have pulled up stakes much earlier. Comr. 
Hyde exhausted every possible approach to 
agreement. 

This latest episode shows the futility of at- 
tempting to work out bilateral agreements. 
The Montreal-postponed NARBA sessions are 
scheduled to resume—perhaps in Washington 
by Aug. 1. We hope Cuba will hold the line 
and adhere to the intent of the last NARBA 
until that conference is held. If the upcoming 
sessions fail, there would be little purpose in 
holding any future inter-American broadcast- 
ing sessions. 











In Transit or Insolvent? 


WHAT IS THE fate of FM, radio’s erstwhile 
Wonder Boy? Is it a sleeping giant or a 
pigmy headed for extinction? 

The question isn’t pitched that way for the 
April 17 FM session at the NAB convention 
in Chicago. Yet there’s no doubt what’s in 
the minds of those who have poured dollars 
and zeal and inspiration into the medium hoping 
that one day it will get rolling. 

Licenses and construction permits are being 
turned in—the latest by the Milwaukee Journal 
stations, whose head, Walter J. Damm, was 
one of the early FM enthusiasts. His reasons, 
as given to the FCC, are economic—F™M hasn’t 
developed the circulation expected. He con- 
cludes the public doesn’t want it. 

It’s the same old story. An art or an industry 
cannot be artificially stimulated. The air 
lines provide the finest and swiftest means of 
transportation ever devised. Yet they do 
not make money in ratio to investment. FM is 
a superior aural service. To say it hasn’t 
made money, is understatement. 

When it became evident that, in most areas, 
conventional FM, horizontally competitive with 
AM, wasn’t making expected strides, wiser 
broadcasting heads turned to specialized uses. 
There were born Transit Radio, in-store broad- 
casting, and other special services. The by- 
product tails were wagging the FM dogs. 

Then came the wrecking crews. Medium 
maligned medium. The devastating catch 
phrase “captive audience” was resurrected, 
particularly as to transit radio, despite the 
fact that in virtually every poll 90% of the 
transit public liked it. The FCC, never one to 
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shy away from controversy, moved in on the 
act—even before it got the invitation—and its 
judgment now is awaited as to whether transit 
radio and these other adaptations are in fact 
radiobroadeasting or something else—like 
mobile or point-to-point. 

Transit Radio Ine. is tending to its knitting. 
It is tapping new sources of revenue—notably 
in the retail field where AM has never done 
better than 10% of the national volumes. 
Hence it is opening new dollar vistas. This 
process could help all of the radio media. 

Transit radio obliquely is attacked as a 
monopoly since most of the street car and bus 
transports are singly-owned. That argument 
falls flat since contracts run for a stipulated 
number of years and the transit company 
becomes a free agent upon expiration. 

We feel that, left to themselves, the special- 
ized FM services can provide a solid financial 
base upon which this mode of broadcasting 
can develop—perhaps not spectacularly, but 
soundly. Service is not restricted to the 
transient or riding public. The in-home public 
seems to listen and like it too. These services 
can save FM lives and the FM medium. 

The danger reposes in Government. The 
FCC, albeit with a wholly different member- 
ship, in the last decade did all but throttle FM 
by loving it to death. It planned its economy 
by assigning so many facilities to so many 
markets. It seriously maimed many AM facili- 
ties by tossing its engineering standards over- 
board through indiscriminate licensing with 
resultant degraded service. It was in a mood 
to do the same in TV, using its “planned 
economy” technique, but found the medium so 
volatile that it couldn’t be stopped, even with 
such an artificial road-block as the “freeze.” 

The “captive radio” epithet will be over- 
come. It must, because all advertising is 
designed to “capture.” 

The FCC, under the Communications Act, is 
duty-bound to provide for the larger and more 
effective use of radio. If it should essay to 
restrict the uses of FM for specialized services, 
such as transit radio, it would not be promoting 
wider use of that now a-begging spectrum. It 
would be throwing an anchor to a drowning 
man. 





Branded by Radio 


IN AN IMPROMPTU song-fest following one 
of those Vodka-drenched banquets that were 
popular back in the days when Washington 
and Moscow were on speaking terms, a young 
American officer found himself in sudden lime- 
light. The Russians, who had entertained with 
fervid singing of their native music, asked him 
to present an American folk song. 

Responding amiably, he sang the first tune 
that came to mind. It was the Pepsi-Cola 
jingle. , 

Our point in repeating this war-time anec- 
dote is not political. Rather it is recalled as 
an illustration of the persuasiveness of radio 
in making an almost generic term out of a 
product’s name and advertising slogan. 

This week in New York the fifth annual 
conference of the Brand Names Foundation 
will be held. Chances are that if someone un- 
expectedly were called upon at that circum- 
spect gathering to sing a folk song, he would 
sing the hymn to Pepsi-Cola, or some other 
radio-advertised product. 

The part that radio has played (and that 


television is beginning to play) in making 
household words of brand names is incalcu- 
lable. There isn’t any better medium than 


radio for making the public name conscious. 
For brand names, radio, like Pepsi-Cola, hits 
the spot. 





JOSEPH MAYNARD GILLIAM 


BOUT the time Guglielmo Marconi was 
getting around to doing something about 
the wireless gleam he had in his eye an- 

other person destined to make his mark in the 


radio field was growing up on a Virginia plan- | 


tation. 
(Pop) Gilliam is illustrative of 
station ownership that goes back to the early 
’20s—the pioneer era of commercial broad- 
casting. 

As president and general manager of KPBX 
Beaumont, Tex., “Pop” Gilliam today looks 
back to his plantation life and attributes to his 
father’s training and common sense philosophy 
the success he has attained. The elder Gilliam, 
also owner of a small mill and a country store, 
implanted in his son a firm belief in work— 
hard work. 

Born May 11, 1883, young Gilliam at the age 
of 16 decided to leave the plantation in the Sus- 
sex County community of Yale to go to Rich- 
mond. His first job was as a bundle wrapper 
in a dry goods store at a salary of $3 per week. 
He was soon promoted to helper in the white 
goods department with an increase to $5 per 
week, and was allowed to wait on customers. 
Next promotion was to assistant to the head 
salesman in the carpet, matting and linoleum 
department. There his salary was $7.50 per 
week. 

During this period, Mr. Gilliam’s father kept 
insisting that he go back to school. He finally 
agreed to go to a preparatory school. Until 
that time his schooling had been in a one-room 
country school house which his father built and 
gave to the county. The elder Gilliam wanted 
his son eventually to study law but Joseph 
Gilliam decided otherwise and left the school 
to get a job as a book agent on a commission 
basis of 20%. He made over $100 the first 
month. 

His school days were not ended, however. 
He decided to take a business course, but kept 
on selling books and went to school at night. 
It wasn’t very long before he was made man- 
ager of the Southwest Publishing Co.’s branch 
office at Richmond. 

In 1910, the president of the Southwest Pub- 
lishing Co. at Nashville, Tenn., died. Young 
Gilliam received a wire to come to Nashville 
and was made vice president at a salary of 
$2,000 per year. Two years later he sold his 
stock and went into the wholesale jewelry 
business with headquarters in Nashville. In 
1919 he moved his headquarters to New York 
City. 

It was in New York that he became ac- 
quainted with one of the vice presidents of the 

(Continued on page 40) 
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Today the name of Joseph Maynard | 
successful | 
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(Continued from page 38) 
AT&T Co., who also was manager 
of WEAF, later sold to RCA. Mr. 
and Mrs. Gilliam were invited to 
visit the WEAF studio and that’s 
where the radio bug bit “Pop” 
Gilliam. 

His first entry in the field was 
in 1922 when he bought the old 
KTAT Fort Worth. By 1926 he 
had purchased three other stations 
but each was a liability. Progress 
was sure, but slow. 

In 1928, he commenced to strike 
pay dirt on his smallest station, 
KGKO Wichita Falls, a 250 watter 
built at a cost of $12,500, and later 
moved to Fort Worth. Over $26,000 
was netted the first year. Expand- 
ing his activities still more in 1929, 
“Pop” Gilliam organized the South- 
west Broadcasting Co. KOMA 
Oklahoma City and two stations 
in Texas were purchased by Mr. 
Gilliam and his associates, giving 


them a total of seven stations. 

All of the stations but one were 
making a profit when “Pop” Gil- 
liam got the idea he could make a 
fortune quicker drilling oil wells. 
He sold out his interest, went to 
East Texas and lost it all in about 
six months. 

Broadcasting again beckoned. 
This time—in 1931—he went to 
Beaumont and in 1932 purchased 
KFDM from the Magnolia Pe- 
troleum Co., a Standard Oil sub- 
sidiary. “Pop” Gilliam found him- 
self with a station that was never 
used commercially and discovered 
that local advertisers did not be- 
lieve in radio advertising. “I don’t 
know how we got by,” he says, “but 
it finally commenced to pay off. We 
joined the NBC Blue Network in 
1937, and in 1939 I sold the station 
to the present owners.” 

For the next 10 years he was in 
the building business and also dab- 
bled in real estate, buying and 
selling, also making investments. 


Radio still figured strongly among 
his varied activities and interests 
and he did something more concrete 
about it in the fall of 1949 when 
he became associated with KPBX 
in a reorganization move. 

As president of KPBX, Mr. Gil- 
liam has for his associates the fol- 
lowing Beaumont businessmen: 
S. L. Oakley, vice president; D. K. 
Maxted, second vice president; 
F. L. Beckenstein, secretary; W. L. 
Hammond, treasurer; and L. E. 
Stagg Sr., H. Waldo Graff, Gus A. 
Becker, C. E. Snowden, Walker M. 
Saussy and Eugene M. Zuckert, 
directors. 

Wife Also a Virginian 

Mrs. Gilliam is the former Vir- 
ginia Blackburn Anderson of 
Lynchburg, Va. The Gilliams have 
no children but have had the pleas- 
ure of educating 15 young men and 
girls, two of them as foreign mis- 
sionaries. 

Practically all of his friends and 
business associates have been call- 
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effectively by .........- 


TULSA'S EXCLUSIVE RADIO CENTER 


AVERY-KNODEL, 


INC. 


Radio Station Representatives 


JOHN ESAU, Vice Pres. & Gen 


Mer. 
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ing him “Pop” for about 25 years, 
He got that name at a station own. 
ers’ meeting in Dallas about 199¢ 
when someone called on one of the 
“Daddies” of commercial radio to 
say something. “From that time 
it has been ‘Pop’ and I really like 
it,” he says. , 
Pointing out the difficulties faced 
in operating a radio station, Mr 
Gilliam refers to his days with 
KFDM when he got the reputatioy 
of being the best “horse trader” tn 
Beaumont. He traded advertising 
for automobiles, real estate and 
everything else of value that he 
could re-sell to get the money to 
keep going. He still has most of 
the real estate he traded for adver. 
tising and says it is now worth be. 
tween $25,000 and $30,000. 

That “Pop” Gilliam and his as. 
Sociates are putting KPBX over 
is shown by a total of over $40,000 
in sales reported for the first two 
months of this year. 

As for television, he says his 
organization already is preparing 
an application for TV for presenta- 
tion to the FCC. 

Mr. Gilliam formerly belonged to 
the Rotary Club, the Country Club | 
and many other leading clubs, but 
of late years has devoted himself | 
to business and church activities, | 

A nature lover, “Pop” Gilliam 
has 28 big oak trees in his yard, a 
variety of flowers, and homes for 
squirrels and birds. “They are my 
hobby,” he says. { 


aly 


Management 


EO HOWARD, former national 
commercial manager of WKY 
Oklahoma City, appointed station 

manager of KDMS El Dorado, Ark. 
scheduled to go on air April 15. 


RICHARD A. CLARK, sales manager 
of WRUN-AM-FM Utica, N. Y., ap- 
pointed manager of 
stations in addition 
to his present du- 
ties. He succeeds 
THOMAS E. MAR- 
TIN, resigned. 


JACK M. DRAUG- 
HON, president and 
general manager of 
WSIX Nashville, is 
at Robertson 
County Hospital, 





Springfield, Tenn., . 
on a weight reduc- Me. Ciosk 
tion diet. He ex- 


pects to return to his 
a few days. 


office within 
R. R. SEAL resigns as manager of 
KOB Albuquerque, N. M. He formerly ™ 
was in radio production in Hollywood. 
ROLF S. NIELSEN, program director 
and assistant manager, reportedly 
named acting manager of station. 


HOWARD E. GURNEY, manager of 
WGVM Greenville, Miss., resigns due 
to ill healthh DAVID M. SEGAL, 
owner of station, continues as active 
general manager. 


HAROLD KRELSTEIN, vice president 
and general manager of WMPS Mem- 
phis, and Betty Dwyer have announced 
their marriage. 
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“THE MEREDITH WILLSON SHOW” *sx's otic 


SPONSOR: FALSTAFF BREWING CORPORATION (ST. LOUIS, OMAHA, NEW ORLEANS) 


Three times as much program per disc is only one outstanding advantage of 
the sensational Columbia LP Microgroove Transcriptions. Multiplied by 48 
stations on a 3-per-week basis, it means substantial savings to the sponsor, 
Falstaff Brewing Corporation (St. Louis, Omaha, New Orleans). 

Columbia LP Transcriptions not only cost less per record, permit more 
program time per record—they save on packing, shipping, and storing! 

Let us supply the complete details. Call, phone or write. 


A Division of Columbia Records, Inc. @D 
Los Angeles: 8723 Alden Drive, Bradshaw 2-2759 - New York: 799 Seventh Avenue, Circle 5-7300 
Chicago: Wrigley Building, 410 North Michigan Ave., Whitehall 6000 
“Columbia,” “Masterworks,” @& and @ Trade Marks Reg. U. S. Pat. Off. Marcas Registradas 
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WATKINS NAMED 


New WBBQ General Manager Jusert »-> 
e APPOINTMENT of Joh W. a 
Commercial e Watkins, formerly sicmeeelah Pull Out for Filing 


manager, as general manager of 
WBBQ Augusta, Ga., has been an- 
nounced by the Savannah Broad- 
casting Co., operator of WBBQ and 
the Augusta Baseball Club. He 


. , ; a : MOCK ‘eplaces George G. Weiss, who has 
AMES GATENS, formerly commer- FLATTERY, formerly with WMCK T€P . —— , W 
J cial manager of Greenville ( Miss.) McKeesport, WKJF been granted an indefinite leave of REPAIR ORK 


pany, as well as 93% interest ip 
WPAL Charleston, S. C. 





Pa., joins sales 
Democrat-Times, appointed region- staff. absence. Cite Radio, Phonograph Need 
al sales manager of WGVM Greenville, ROBERT BEILOH, former account Mr. Watkins has been commer- ear ‘ my ; 
Miss. EDWARD M. GUSS, formerly executive of KCMC Texarkana, Tex., cial manager of WBBQ since its NEED for millions of replacement 
account executive of WJPR Green- joins KTFS that city, as commercial beginning in 1946. Previously he Parts and new equipment and a 
ville, named local sales manager. manager. was connected with WHAS and vast amount of work for the serv. 
STEPHEN A. MACHCINSKI Jr., with TED BOYNTON, formerly promo- WGRC Louisville, WCKY Cincin- iceman is_ indicated for home 
Adam Young Television Inc. since 1946, tion manager at WGAR Cleveland, pati, WCSC Charleston, S. C., radio sets and phonographs this 
appointed vice president of organiza- moves to station’s sales department. WING Dayton, Ohio, and WGAC year, according to Caldwell-Cle. 
tion. KSMN Mason City, Iowa, appoints Avygusta. “Mr. Weiss announced ments Inc., New York, publisher of 
CHARLES F. KREITZER, sales man- WM. G. RAMBEAU Co. as national plans to move to New York to con- the monthly magazine, Radio @ 
ager of WKJF Pittsburgh, resigns to "epresentative. tinue his work in radio. He re- Television Retailing. 
take position with U. S. Chamber of _ — : ; : . : oe: ating of tenon) vamaie-4 
Commerce. CHARLES E. SCHMELZ, WXGI Richmond, Va. becomes active t#ins his title as president of cone — pr cb oo a 
previously with Pittsburgh Post Ga- member of Virginia Assn. of Broad- Savannah Broadcasting Co., and ar apne: — rw a nis = = 
zette, replaces Mr. Kreitzer. JOHN casters. his 37% stock interest in the com- lishen estimates - that 30 million 
tubes and 28 million capacitators 
will be needed in radios. Figures 
See ee = ceee eee oe SS is Se a for other radio components include; 
6 million volume controls, 6 million 


1950 BROADCASTING-NAB GOLF TOURNAMENT a appa 


drives. In addition, an estimated 
9 


’ P 2 million phonographs need repair, 
—— will be held April 16 at the famous it was reported. 

Caldwell-Clements estimate that 

’ 6 million portable radios are cur- 

TAM O SHANTER COUNTRY CLUB rently in use and that 90% of them 

will require new batteries. There is 

also a $450 million potential in 

converting 12-million home phono- 

graphs to three-speed operation, it 

was stated. The estimates were 

developed under the direction of 

Dr. Orestes H. Caldwell, editorial 

director of Caldwell-Clements Ine. 


FIGHT OF WEEK’ 


New Sports Network Feature 


SPORTS Broadcast Network has 
started a series of sports shows 
called Fight of the Week to run 
for a 52-week period on 32 stations 
each Monday at 10 p.m., according 
Thanks to George May, NAB golfers will have the opportunity to play on the world to Jack — — o— 
y ° manager. More stations wil e 
famous TAM O’SHANTER course, scene of the country’s outstanding golf tourna- ‘ 9 


: ‘ added, he said. 
ments. The date is Sunday, April 16. 














View of Tam O’Shanter, looking toward the club house. 


The network also has disclosed a 
new selling approach: National 
spots are being sold between the 
rounds of each fight. Program is 
BROADCASTING-Telecasting will award silver cups to the low gross broadcast direct from ringside 

. . . . . TPEN Phils ic rey 

and low net winners. The usual blind bogey handicaps will apply, a, W pool Page eaten — 

sos ° ° ° Station for ¢ IN, In Wnateve 21ty 

giving everyone an equal chance to win the trophies. Tee-off time the outstanding weekly boxing 

9:30 a.m. Free buses will leave the Stevens Hotel at 8:45. Please | events are held. First broadcast 

send in your reservation today. Use the coupon below. |} was the Gioes-Montgomery commen 
3 in Philadelphia on March 27. 





George May 


BROADCASTING-T elecasti tice | 
ei ig ATTENTION: GOLF COMMITTEE World Contracts 
870 National Press Bldg. aed ; 


Washington 16, D. C. WORLD Broadcasting System an- | 
nounces the signing of 15 new | 


. Gail T . " “s stations for its transcribed library 
Enter me in the BROADCASTING-NAB Golf Tournament April 16. cr rg lege a ar 
KMOD Modesto, coe beth 
Orangeburg, S. C.; KENM Portales, 
Name ial ahaa, F : ae va a N. M.; WJER Dover, Ohio; WDNE 
Elkins, W. Va.; WTTS Bloomington, 
.) | Ind.; KQV Pittsburgh; KHQ Spokane, 
Company tenes Wash.; WABB Mobile, Ala.; WABG 
Greenwood, Miss.; WEBC Duluth, 
Minn.; WMFG Hibbing, Minn.; WHLB 
Virginia, Minn.; WEAU Eau Claire, 
Wis.; WJMC Ricelake, Wis. 
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imabell The only TV station in the state, KPHO-TV covers Phoenix like the Ari- 
repair, zona sun... is regularly received in Tucson to the south and Wicken- 
a berg to the north, and they are buying sets in both places. The type 
aa of market covered? Arizona is the nation’s 3rd fastest growing state 
of them in retail sales, 4th in population. 
here is 
‘aaa The Edward Petry Company is happy to serve 
ition, it KPHO-TV as its representative for national ad- 
tien a vertising . . . and to welcome KPHO-TV into 
ditorial good television company like this: 
nts Ine. 
WSB-TV Atlanta 
owned by The Atlanta Journal 
‘eature WBAL-TV Baltimore 
owned by Hearst Radio, Inc. 
aa WNAC-TV Boston 
to run owned by General Tire Co. 
cordial KFI-TV . . . . . . Los Angeles 
general owned by Earle C. Anthony, Inc. 
will be WHAS-TV ; Louisville 
closed a owned by WHAS, Inc. 
National KSTP-TV . .  . Minneapolis-St. Paul 
_— the owned by KSTP, Inc. e 
gram 1S 
ringside WTAR-TV . ' Norfolk 
hia, key owned by WTAR Radio Corp. 
ver city 3 
boxing WOAI-TV . . . ~~. ~~. ~+~=San Antonio 
roadcast owned by Southland Industries, Inc. 
r contest 
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RCA UNVEILS TRI-COLOR TUBE 


STRONG IMPETUS for FCC ap- 
proval of color television was seen 
last week as RCA publicly unveiled 
its long-awaited tri-color picture 
tube and called for adoption of 
color standards based on quality 
and compatibility. 

Performance of 
single tube, one of two versions 
demonstrated, was acclaimed by 
most observers as superior to any- 
thing RCA had previously shown 
in its projection sets based on three 
color tubes, and RCA experts said 
refinements will continue. 

Brig. Gen. David Sarnoff, RCA 
board chairman, hailed the tube as 
the point where “color television 
begins,” and compared its impact 
on television with that of the 
atomic bomb in the field of war- 
fare. 


the three-gun 


Estimates Cost 

He estimated—making clear that 
it was an estimate—that color sets 
using the single tube might be built 
to sell for 20 to 25% more than 
comparable black-and-white models, 
and quoted RCA engineers’ esti- 
mates that production might get 
into swing in one to two years. 

The demonstration, presented in 
Washington Wednesday for news- 
men and followed by showings for 
the industry on Thursday, also 
touched off exchanges between Gen. 
Sarnoff and President Frank Stan- 
ton of CBS, sponsor of the rival 
field-sequential color system. 

Gen. Sarnoff called upon CBS to 
“move over just a little bit” and 
adopt the RCA dot-sequential sys- 
tem. 

He claimed that if CBS continues 
to adopt other techniques and 
equipment—such as the RCA tri- 
color tube, and the “‘sampling” and 
“horizontal interlace” methods 
which RCA contends are inherent 
in the RCA system—then there will 
be little left of the CBS system 
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LOOKING at RCA’‘s new three-color picture tube are (I to r) Harold B. Law, 


E. W. Herold and Russell Law, RCA Labs research scientists. 


except its non-compatible _field- 
sequential basis. 

In New York, CBS President 
Stanton issued a statement saying 
he was “happy to learn that RCA’s 
three-color single tube is sufficient- 
ly far advanced to have been dem- 
onstrated,” and that “‘we are look- 


ing forward to the official demon- 
stration” in FCC’s color proceed- 
ings on Thursday. 

“We also are looking forward to 
an opportunity to use the tube with 
the CBS color television system, 
because when the single-tube is de- 
veloped to the point where it is 


Urges Color Standards 





fully practicable for home use, and 
at an economic price, it can be 
used with the CBS system more 
simply than with any other color 
television system,” Mr. Stanton 
said. 

“T do not know how close to com 
mercial reality this new tube is 
but I hope that the public will not 
have to wait until the tube is per. 
fected to enjoy color television 
CBS has demonstrated, to the pub. 
lic as well as to the experts, that 
it has a color television syster 
that works well now and inexpen- 
sively.” 

Sarnoff’s Reply 

A few hours later Gen. Sarnoff | 
issued his reply. 

“T have read Mr. Stanton’s state 
ment about the RCA color tube | 
which he has given to the press | 
today,” he said. “While it is tru 
that CBS can, and probably will 
throw away its mechanical dish 
and replace it with an RCA colo 
tube, this would not overcome the 
deficiencies inherent in the CBS 
system. 

“Tt would still not be compatibl 
with black-and-white. It woul 
still have low instead of high defi 
nition pictures. It would. stil 
have color breakup and flicker. The 
only way I know how the CBS can 
overcome these deficiencies is to 
use the RCA all-electronic, fully 

(Continued on Telecasting 14) 
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V’S AD EFFECT 


“eliminate” 
will 


TELEVISION won't 
other media completely but 
serve to weed out the “less effec- 
tive” avenues of advertising nu- 
merically within their own ranks, 
Henry Schachte, national advertis- 
ing manager of the Borden Co., 
said last Tuesday. 

Mr. Schachte spoke as a member 
of an American Marketing Assn. 
TV panel comprising a representa- 
tive from each of the major media 
—television, radio, advertisers, 
newspapers and magazines—dis- 
cussing “The Effect of Television 
on Other Media.” 

Despite the inroads of TV on 
other leisure time habits— read- 
ing, visiting and movies—“all 
media will be substantially strong- 
er, command more audience and 
probably cost more money,” he told 





the AMA luncheon group. 

TV hasn’t blotted out other 
media, but it will, in the long run, 
serve indirectly to decrease the 
number of newspapers, magazines 
and even radio stations, all vying 
for the advertising dollar, accord- 
ing to Mr. Schachte. 


Rate Question 


Simultaneously, he added, “radio 
won’t be sold by increasing day- 
time television rates.” He identi- 
fied no station but indicated that 
any increases are premature at 
this time. 

Television and radio media were 
upheld, respectively, by Samuel 
Norcross, formerly of Audience 
Research Inc., and now TV depart- 
ment manager, William Esty Co., 
and John Karol, CBS national sales 
manager. 
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Won’t Kill Others—Schachte 





Mr. Norcross said TV _ revenue 
probably will derive from new 
money and from other media, which 
“are bound to be hurt though not 
too apparently.” There are figures 
which indicate that 70% of TV’s 
present business comes from a¢- 
ditional appropriations, he added, 
citing statistics to show that o 
some 2,300 advertisers, about one 
third hadn’t previously used radio. 


One reason advertisers have 
looked to video is its resultant 
“high sponsorship identification, 


he observed. In New York, for ex- 
ample, TV recently showed a 73% 
identification as compared to 41.5% 
for radio. He reasoned: “Televi 
sion has everything but color”— 
and that is being considered now 
in Washington. Furthermore, TY 
has accentuated brand preferences 
(Continued on Telecasting 15) 
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PICTURE CODE 


To Rule WOR-TV, WFIL-TV 


INTENT ‘to strictly adhere to the 
principles of the Motion Picture 
Production Code was voiced sepa- 
rately last week by WOR-TV New 
York and WFIL-TV Philadelphia. 

WOR-TV President Theodore C. 
Streibert in his Monday announce- 
ment declared that the standards 
will apply to acceptance of com- 
mercial films and programs, includ- 
ing those produced by WOR-TV. 

The MPP code, administered by 
a Production Code Administration, 
sets forth applications to crime, 
sex, vulgarity, obscenity, profanity, 
costumes, repellent subjects and 
other detailed prohibitions. 

“Practically all the movies shown 
in television made for theatrical 
yelease were produced under the 
code,” Mr. Streibert observed. 
“There is no reason why the live 
programs should not meet the same 
standards” developed by the mo- 
tion picture industry over the past 
90 years, he said. 

Mr. Streibert felt they do “for 
the most part,” but added that 
guides and specifications, clarify- 
ing acceptability and good taste, 
will assist in “insuring that the sta- 
tion meets its public responsibili- 
ties.” 

He also noted the exposure of 
TV to small groups of all ages and 
favored development, “before long,” 
of an industry code incorporating 
principles peculiar to television and 
similar to that adopted by the radio 
industry over 10 years ago. 

Walter W. Annenberg, editor 
and publisher of the Philadelphia 
Inquirer which owrs the WFIL 
stations, in his Wednesday an- 
nouncement specifically cited pro- 
visions of the code which refer to 
depiction of crime, use of vulgarity 
and restrictions as to costumes and 
dances. 

In addition, Mr. Annenberg has 
asked the networks serving WFIL- 
TV—ABC and DuMont—to adopt 
the code for all network programs. 
He also called upon the owners and 
operators of other networks and 
stations to adopt a similar policy, 
pointing out that self-imposed reg- 
ulation would obviate the threat of 
censorship by the federal govern- 
ment. 





Less Awesome 


THE average citizen feels 
much less awe of a television 
performer than he does of a 
movie, stage or even radio 
star, according to Ted Mack, 
mc. of radio and TV shows. 
This was revealed by Mr. 
Mack last week when he was 
interviewed by George Dixon, 
syndicated columnist. | 
think I have the explanation 
figured out,” said Mr. Mack. 
“To see a stage or screen 
performer the viewer has to 
g0 to see them. But we (TV 
Stars) go to the viewer. We 
come into their homes.” 


eee 
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TV PRODUCERS 


Basch Named Vice President 


ELECTION of Charles J. Basch 
Jr., of Basch Radio and Television 
Productions, as vice president of 
National Society of Television 


Producers was announced last 
week by NSTP President Irvin 


Sulds. 

Simultaneously, Mr. Sulds an- 
nounced the election of West Hook- 
er, president of West Hooker Tele- 
features Inc., to the NSTP board 
of directors. He also reported that 
formal merger ceremonies between 
the New York and Hollywood in- 
dependent packager groups would 
take place “within several weeks.” 

Actions resulted from the resig- 
nation of Henry White as vice 
president of the packaging group. 
Mr. White previously had relin- 
quished the presidency of World 
Video to join CBS-TV as associate 
director of television programs 
[TELECASTING, March 20]. 


KLEE-TV SOLD 


Houston ‘Post’ Is Buyer 


TELEVISION’s third major trans- 
fer—purchase of KLEE-TV Hous- 
ton by the Houston Post’s KPRC- 
AM-FM for $740,000—was report- 
ed last week in papers tendered for 
FCC approval. 

W. Albert Lee, who has been 
operating KLEE-TV for 16 
months, told the Commission that 
“demands of other interests and 
conservation of health” require 
that he dispose of the television 





facility. He will continue to own 
KLEE, 5 kw regional outlet on 
610 ke. KLEE-TV is assigned 


Channel 2 (54-60 mc). 

Ex-Gov. W. P. Hobby is presi- 
dent and 54% owner of the Hous- 
ton Post and the KPRC radio prop- 
erties while Oveta Culp Hobby is 
executive vice president. Another 
45%-plus is held through trusts 
for W. P. Hobby Jr. and Jessica 
Oveta Hobby. Jack Harris, gen- 
eral manager of KPRC, would also 
head the newly acquired TV 
facility. 

The KLEE-TV plant originally 
cost over $380,000, the application 
stated, with technical equipment 
totaling nearly $150,000. Mr. Lee 
indicated his investment in radio 
and television there amounted to 
$652,660. 

Last major TV sale was $575,000 
transfer of KBTV (TV) Dallas 
to WFAA-AM-FM there, approved 
by the Commission in early March 
[BROADCASTING, March 13] 


CBC Video Pinas 


CANADIAN BROADCASTING 
Corp., will use Channel 2 for its 
first TV station at Montreal, it has 
been announced by Donald Man- 
son, acting general manager of 
CBC. Two channels have been as- 
signed the CBC for Montreal, 
Channels 2 and 5, but only one will 
be used at first. Channel 9 will be 
used for CBC TV outlet at Toronto. 
Both stations will start operations 
in the autumn of 1951. 





ARRANGING weekly wrestling tele- 
casts on WOAI-TV San Antonio for 
one year are (I to r): seated, V. L. 
Sanderford, Seven-Up Bottling Co.; 
Jack Keasler, WOAI asst. gen. mgr.; 
E. A. Barabe, Grant's Hardware; 
standing, Matchmaker Frank Brown; 
Joe L. Stanton, pres., Southern Elec- 
tric Co. 








IT’S golf lessons for WOW-TV Oma- 
ha viewers as Merle Meeks (seated), 
Meeks Service Garage, sets the con- 
tract to sponsor Golf Clinic Series. 
Looking on are Dick Drummy (I), 
WOW-TV sales, and Joe Herold, 
WOW-TYV manager. Lessons will be 
given by Bill Schuhart, pro at Happy 
Hollow Club. 







NFW NAi 
ATTENDING debut of News Final, 
nightly sign-off feature on WBAP-TV 
Fort Worth, are (I to r) Samuel 
Hart, of New York, pres., Richard 
Bennett Assoc. Inc., custom tailor, 
sponsor; Lillard Hill, WBAP-TV news- 
caster; Jack Holmes, WBAP-TV re- 
gional sales mgr. Agency is Hirshon- 
Garfield Inc. 










CONTRACT for 520 quarter ours 
for next 52 weeks on WXYZ-TV 
Detroit is set by (I to r): seated, 
Hugo Slotkin, pres., Hygrade Food 
Products Corp.; E. D. Erickson, his 
assistant; standing, Ned Doyle, 
Doyle, Dane & Bernbach Inc., New 
York; Len Kamins, WXYZ-TV sales 

mgr.; Maxwell Dane, DD&B. 



















SPONSORSHIP of 28 of the 55 home 
baseball games of the Indianapolis 
American Assn. team on WFBM-TV 
Indianapolis is arranged by (I to r) 
William Kiley, WFBM commercial 
manager, Lou Randle, Associated Dis- 
tributors (RCA Victor dealer), spon- 
sor, and Ted Nicholas, WFBM ac- 
count executive. 


BACKING for the Admiral Magic 
Mirror Revue on KGO-TV San Fran- 
cisco is set by (I to r): seated, Gayle 
V. Grubb, gen. mgr., KGO-AM-FM- 
TV; A. J. Lindholm, v. p., McCormick 
& Co., Admiral distributor and show 
sponsor; standing, Vincent Francis, 
KGO-TV sales mgr.; Julian Kaufman, 
KGO-TV sales. 





SETTING the deal for the Strong- 
heart Dog Food daily announcement 
participation in Jim Simpson Sports 
Revue on WOIC (TV) Washington, 
are (I to r) W. Wayne Clark, pres., 
Washington Distributors; Jim Simp- 
son, WOIC sports dir.; William Linn, 

sales-adv. dir., Doyle Pack 
2m Co., New Jersey. 
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DISTRIBUTION contracts for the 
52 quarter-hour film series, Kieran’s 
Kaleidoscope, to be released by 
United Artists, are arranged by 
(| to r) John Mitchell, director of 
television for United Artists; John 
Kieran, commentator and star of 
show, and Paul Moss, Inter- 
national Tele-Film. - 
¥ . : 
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By JOHN OSBON 


gone COMES to Washing- 
ton and Baltimore almost si- 
multaneously, and the Hecht 
Co. stores, which traditionally 
boast a million-dollar advertising 
budget, bring spring right into the 
home by way of television. 

And if TV’s claim on advertisers’ 
sales (plus ad) budgets ever be- 
comes standard practice, Hecht Co. 
appears certain to be a forerunner 
in the retail field. An avid user of 
radio for some 15 years, the store 
currently maintains the largest TV 
schedule of any Capital department 
store. 

Hecht Co. has brought its mer- 
chandising story to television on a 
direct sales basis with a rather 
unique technique. It goes after 
potential customers while they are 
seated in easy chairs in the com- 
fort of their own living rooms. 

The new sales (and public serv- 
ice) vehicle is its Shop by Televi- 
sion, launched on WMAL-TV 
Washington last Nov. 8, through 
the Harwood Martin Advertising 


Agency. 
It started simply as a pre-Christ- 
mas’ merchandising experiment. 


Now, over four months later, store 
officials readily concede the show is 
“too good to drop” and have ex- 
panded it in point of time and cov- 
erage. In fact, Feb. 14 the feature 
was added to the schedule of Wash- 
ington’s WOIC (TV)—giving a 
two-station spread comparable to 
use of two similar newspaper ads 
on the same day and indicating a 
possible trend in retail advertising. 
WMAL-TV feeds the program to 
WOIC by microwave relay. 
Other Features Follow 

The Shop by Television show 
has been set as a profitable prece- 
dent for two other similar features. 
One, Shopper’s Review, is telecast 
by WNBW (TV) _ Washington 
Monday through Saturday, 2-3 
p.m. (through Robert J. Enders 
Agency). The other, Television 
Shopper, is originated by WOIC 
and fed to WNBW on Thursday at 


8 p.m. (through the Martin 
agency ). , 
Additionally, WBAL-TV Balti- 
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TYPICAL array of merchandise is dis- 
played in WMAL-TV studio during 
the program while three models take 
orders for items as televiewers call 
them in. Handling some key prod- 
ucts for use on the show are An- 
nouncer Jackson Weaver and Miss 

Crane. 

a ok 


more March 20 inaugurated a TV 
Shoppers Revue, Monday-Wednes- 
day-Friday, 2-3 p.m., for that city’s 
Hecht stores. That series also is 
handled by the Enders agency. 

All programs stress merchandise 
to a similar or lesser degree than 
Shop by Television, and all have 
indicated excellent results, depend- 
ing on the length of time each has 
been on television. 

Still another showcase for Hecht 
items is the weekly NBC-TV Leave 
It to the Girls, which the store initi- 
ated as a network co-op feature on 
WNBW March 26. 


Phone Ordering Catches On 

Ordering through video is a basic 
idea, not particularly new, but the 
direct sales approach enabling 
viewers to order by telephone dur- 
ing the telecast—even open charge 
accounts—may be a harbinger of 
things to come. 

That’s exactly what Washington 
televiewers are doing during Shop 
by Television, 7:30-8 p.m. The 
format is simple, utilizing the tal- 
ents of Ruth Crane, WMAL-TV’s 
women’s activities director and an 
old hand at TV; Jackson Weaver, 
announcer and ad lib artist, and a 
trio of models who grace the pro- 
gram at tableside, taking orders as 
fast as they come in. 

Actually, the program is one con- 
tinuous public service “commer- 
cial,” with Miss Crane displaying 
and “selling” selected merchan- 
dise. She is aided and abetted by 
Mr. Weaver, who intersperses the 
continuity with humorous comments 
and asides. 

One explanation for the pro- 
gram’s success to date probably lies 
in the average housewife’s incur- 
able desire to window-shop. Ac- 
tually, Miss Crane and Mr. Weaver 
help the viewer do just that—and 


they put the products across, as at- 
tested by dollar volume figures, 
number of items sold and public 
response. 

The show is surprisingly inex- 
pensive, with cost of each telecast 
running between $500 and $600 
(including time and talent)— 
“about the cost of a full-page 
newspaper ad,” according to James 
Rotto, Hecht’s TV-minded sales 
and publicity director, who has a 
sharp eye for comparative merits 


See... 


of all media used by Hecht Co. 

Dollar volume has mounted 
steadily since Shop by Television 
began last November as a quarter- 
hour experiment, with December 
spurring sales sharply during the 
pre-Christmas buying rush. 

For example, last Dec. 6 the store 
offered a variety of items ranging 
from a 79c cake tin to a $9.95 punch 
bowl set. WMAL-TV tallied 124 
calls during and immediately fol- 
lowing the first program. In addi- 
tion, the store recorded 11 new ac- 
counts (with and without orders). 
Following week, when the show ex- 
panded to 30 minutes, 255 units 
were sold. 

Other figures, equally impressive 
from a direct sales point, included 
134 calls and 209 items sold for 
Dec. 20, and 69 calls and 269 sales 
for Dec. 27. 

The second phase, which got un- 
derway last January, has produced 
results equally good or better than 





the pre-Christmas weeks. Some 
tabulations: 
Jan. 31—74 orders, 104 items 


sold, $583.82 in volume; Feb. 7— 
148 orders, 220 items, $731 vol- 
ume; Feb. 14—216 orders, 379 
items, $1,200 volume; Feb. 21— 
203 orders, 358 items, $1,064 vol- 
ume; Feb. 28—646 orders, $2,600 
volume. March’s results were 
equally gratifying. 
Switchboard Swamped 


Prior to Feb. 28, five extra oper- 
ators aided the three studio models 
until about 8:45—45 minutes after 
the show went off the air—with the 
greatest overflow of calls taking 
place shortly after 8 p.m. 

Beginning with the Feb. 28 tele- 
cast, store officials decided to take 
on 40 additional operators to han- 
dle the overflow tabulated by the 
telephone company, according to 
WMAL-TY, which had maintained 
its own private line. 

Direct sales are not the only in- 
dicator of response. There are a 
number of inquiries not reflected in 
sales. Also, Hecht Co. has no way 
of recording the number of people 
who made purchases the following 
day or weeks later, or the busy sig- 
nals at jammed switchboards. How 
many people actually call back also 
is unknown. 

Shop by Television is the brain- 
storm of Kenneth Berkeley, vice 
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president and general manager of 
WMAL-AM-TV-FM, and Harwood 
Martin, head of the enterprising 
agency bearing his name. Mr. Mar. 
tin ascribes Hecht Co.’s acceptance 
of the series to the “foresight ang 
enthusiasm” of Mr. Rotto. 

“Our feeling is that this repre. 
sents the first program from which 
we have obtained tangible and im. 
mediate results,” Mr. Rotto told 
TELECASTING. “During the 15 years 
or so we’ve used radio, we’ve been! 


Hecht Co. Direct Selling Shows] 
Are a Low-Budget Dream 


guided largely by blind faith wit} 
no assurance of definite results 
We’re well satisfied. In fact, w; 
hit the bull’s eye with the firs 
show.” 

Mr. Rotto’s thinking on the pur. 
pose of the show has undergone ¢ 
change that seems to parallel the 
program’s transition from the pre. 
Christmas to the post-Christmas| 
phase when the program ceased t¢| 
be a mere experiment. | 

Last January he had described 
sales as a “by-product in our cam.| 
paign here” and as a valuable in-| 
dicator “that people are hearing| 
and seeing our products advertised 
and feel we are affording them a 
public service.” 

It Sold Merchandise 

Last week, however, he observed: | 
“We have thought enough of the 
program to expand it. ... We 
wouldn’t have gone in as deep as 
we have if it hadn’t sold merchan- 
eA ce 

Hecht Co.’s plunge into TV via 
Shop by Television must be deeply 
satisfying to both Mr. Berkeley, 
who threw his station’s all-out 
effort behind the venture, and Mr. 
Martin and his agency. 

Mr. Martin took the idea to Mr. 
Rotto with the feeling that, unless 
Hecht Co. got into television, it 
wouldn’t be in a position to fulfill 
its merchandising aims. And the 
programming has_ demonstrated, 
Mr. Martin believes, that TV can 
be a key factor for the store in 
terms of per cost, per time. 

“The show has had a most stim- 
ulating reaction from Hecht’s own 
buyers,” he said. “And the rea- 
sons for its tremendous success are 
these: (1) We have actually tested 
audience reaction, and (2) the 
items selected were truly represent- 
ative of the buying desires of the 
most people.” These have included 


such articles as dolly nursery sets, 









SWVVBBe eee Baeeeedtd 


Business of 











\: 
© 


Ss. 







Telecastin g 












One of a Series 


SASS BeeeeeBe BeBe seestt® 
























leat 
and 
radi 


sele 
evel 
mus 
Ma! 
they 
If a 
any 
othe 
Thi: 
men 
play 
succ 


vehi 
tabl 
on 
tisir 
ing 


KE( 
opel 
star 
32% 
ule. 









er of 
i) Wood 
prising 
*. Mar. 
‘ptance 
ht and 


‘epre. 
which} 
nd im.| 
[0 told! 
> years| 
re been} 


hows) 
m 


th wit 
results 
act, we 
1e first 


he pur. | 
rgone a} 
llel the | 
she pre. 
ristmas | 
‘ased to| 


2scribed ' 
ur cam. 
able in- | 
hearing | 
vertised 
them a 


> 
served: | 
of the 
. We 
deep as 
erchan- 


TV via 
2 deeply 
erkeley, 

all-out 
and Mr. 


1 to Mr. 
;, unless 
ision, it 
0 fulfill 
And the 
strated, 
TV can 
store in 


st stim- 
ht’s own 
the rea- 
‘cess are 
ly tested 
(2) the 


present- 
s of the 
included 
ery sets, 

















































































leatherett« stationery sets, pillows 
and othe “white” items, table 
radios, et 

“The items must be timely and 
selective—not those you can buy in 
every other store—and the store 
must be well-stocked in them,” Mr. 
Martin continued. “In addition, 
they must be items most in demand. 
Ifa product is good, it will pull on 
any program. Of course, there are 
other methods of merchandising. 
This was launched as an experi- 
ment—to do a selling job by dis- 
play—and it has been more than 
successful.” 

It is such a model merchandising 
vehicle, in fact, that the program is 
tabbed for study by Lee Hart, now 
on leave from Broadcast Adver- 
tising Bureau, New York, accord- 
ing to WMAL-TV. 


KECA-TV to 7 Days 


KECA-TV Los Angeles, owned and 
operated by ABC, on March 14 
started operating on a seven-night, 
3214 hour weekly telecasting sched- 
ule. 


PROPAGATION 


CHARGES of a “basic error” in 
one of the fundamental studies 
used by the government-industry 
Ad Hoc Committee on television 
propaganda and interference 
[BROADCASTING, June 13, 1949] 
were reported last week to be under 
study by a special subcommittee. 

The subcommittee was named 
to redraft a special “addendum re- 
port” which one committee member 
insisted, in a highly technical 12- 
page memo, should include “a 
clear account of the basic flaw 
which got into [Volume I of the 
Committee report] by uncritical 
borrowing from the unreviewed 
Reference E.” 

Reference E dealt with methods 
for efficient allocation of broad- 
cast frequencies above 50 mec and 
was prepared by K. A. Norton of 
the National Bureau of Standards 
and a group of other engineers 
from the Ad Hoc Committee. 

Mr. Norton prepared the so- 
called “Norton’s Curves” which 
FCC used in reallocating FM from 





THE TV WOMEN'S CLUB’ 


WCAU-TV Series Seen as Network Preview 





IF THE HAT tilts at the right 
angle, WCAU-TV (CBS) Phila- 
delphia’s new program for women 
may be the styled format for a 
nationwide television network wom- 
en’s club program. 

The weekly half-hour show, The 
Television Women’s Club, curtsied 
to the public on March 15. Sponsor 
is Proctor Electric Co. of Phila- 
delphia. Initial series of 13 tele- 
casts, 3-3:30 p.m. Wednesday, is 
being presented under auspices of 
the Pennsylvania Federation of 
Women’s Clubs with nearby sister 
clubs participating. 

Publicized by WCAU as the 
housewife’s show, the program 
takes on complete feminine appeal. 
It is designed to beam into the home 
a women’s-club type of entertain- 
ment—fashions, books, hobbies, art, 


beauty hints, gardening, child 
psychology, interior decorating, 
ete. 


Network Possibilities 


According to WCAU, the shows 
have been scheduled only for the 
Philadelphia area. But the tele- 
casts are intended as a test for a 
network program cultivating house- 
wives’ listenership. Program back- 
ets have option on exclusive en- 
dorsement of the General Federa- 
tion of Women’s Clubs and its five 
million members. Mrs. Margaret 
D. Wahl, who is producing the 
show for Gray & Rogers, Proctor’s 
advertising agency in Philadelphia, 
owns the rights to the program. 

Mrs. Wahl, mother of four chil- 

and an experienced TV pro- 
ducer, looks to the TV type of 
entertainment she has formulated 
for incorporation into club meet- 
ings. The Women’s Club could form 
© basis for discussions while 


Page 47 © BROADCASTING 


presenting non-members advan- 
tages of member activities, she says. 

Consultant in the program plan- 
ning is Mrs. Henry R. Christman, 
radio and television chairman of 
the General Federation of Women’s 
Clubs. Mrs. Christman says the 
program will “point out to all 
women what we are and do and 
stand for. Then we can interest 
many women in joining with the 
General Federation.” 

The programs originate from the 
auditorium studio of WCAU at 
1622 Chestnut St. Studio audience 
is being drawn from club member- 
ship each week from one county 
of the nine-county Philadelphia 
area and from nearby New Jersey 
and Delaware. 





the low to the high band, and 
which were and still are the ob- 
ject of stringent criticism by FM 
low-band advocates, including FM 
Inventor Edwin H. Armstrong. 

Dr. Thomas J. Carroll of the 
Bureau of Standards is the author 
of the memorandum §stingingly 
criticizing “Reference E.” Instead 
of explaining the “basic flaw” 
which crept into Volume I via 
Reference E, he contended, “the 
proposed addendum contains even 
more controversial material on 
multiple interference based on the 
pitifully few facts deeply buried 
in Volume I under a facade of 
mathematical statistical jargon, 
which I feel we have no right to 
foist on a long suffering technical 
world of busy engineers and 
scientists.” 

Cites ‘Confused Jargon’ 

He continued: 

The only grounds for putting out 
Volume I in its present form last May 
was the representation that the TV 
freeze could not be lifted before the 
Committee acted. Since this hope has 
proved most illusory, any further ac- 
tion by the Committee should take 
the form of cleaning up the unread- 
able and erroneous material in Vol- 
ume I and its unreviewed references, 
rather than in adding more confusion 
to a muddled situation. ... 

Such confused jargon ... is not 
fit material on which to base public 
policy. The very considerable time 
I have felt constrained to spend study- 
ing Volume I and its references, and 
addendum, only deepens my first im- 
pressions that it is confused and foggy 
indeed, even when not actually errone- 
ous, and that it should not be put 
forth under Committee auspices, or 
under any auspices for that matter, 
in its present form... . 

His complaint appeared to be di- 
rected against “an erroneous way 
of combining space and time fluc- 
tuations” which he said was in- 
troduced in Volume I and Refer- 
ence E. He charged: 

. . . We have to thank Dr. C. H. 
Page of the Bureau [of Standards] 
for first detecting (August 1949) the 
basic error in the method of combin- 
ing space and time fluctuations. The 


AT contract signing for the new women’s show are (I to r): Seated, Donald 
W. Thornburgh, WCAU Inc. president; Mrs. Wahl; Walter M. Schwartz, 
Proctor Electric Co. president; Mrs. Christman; standing, Charles Vanda, 
station’s TV director; Bob Wahl, Gray & Rogers TV director; Russell K. 
Carter, G&R partner; Joseph Tiers of PEC; Robert S. Kampmann, G&R 
account executive, and Alex W. Rosenman, WCAU commercial manager. 


April 3, 1950 





» 





Error Claimed in Basic Material 





author of Reference E then apparently 
thought to make sense of the multi- 
tude of originally misunderstood cal- 
culations by adding a few words “at 
least” and “or greater” at several 
strategic spots in the report through 
an erratum sheet and to add at the 
end of the Aug. 1 version for the first 
time a meaningful definition of the 
basic symbol F (L, T). 

None of the figure captions were 
altered, although practically everyone 
of them is erroneous in an important 
way, just as was the defining equation 
on which they were based. This leger- 
dermain was illogically achieved ix 
part by altering the definitions of 
grades of service, so as to fit the for- 
merly misunderstood mathematics. 
These alterations in definitions do not 
stand up under close inspection, how- 
ever. 

Once the basic error is appreciated, 
the only rational thing to do is to 
back up and start over at the point 
where the original calculation left the 
primrose path, regardless of how 
many curves get tossed into the ash- 
can reserved for false starts. The 
only valid way of combining the as- 
sumed time and space variations was 
written down by the junior author of 
Reference E in his own report. ... 
Unfortunately this correct continua- 
tion was discarded, in favor of the 
erroneous continuation. .. . 

The Ad Hoc Committee report 
was used by the Commission in 
connection with its proposed TV 
allocations and standards. Just 
how much these would be affected 
by an “error” of the nature claim- 
ed by Dr. Carroll appeared dif- 
ficult to ascertain. Some Commit- 
tee authorities claimed neither the 
allocations nor the standards would 
be disturbed. 


Voices Disapproval 


Dr. Carroll expressed “strongest 
disapproval” of “the continued pol- 
icy of acceptance of unreviewed 
‘references’ to the report of the 
Ad Hoc Committee.” He contended 
new technical material in these 
references should be published in 
regular journals and thus be sub- 
ject to review. 

“The technical material on which 
TV allocation policy is based should 
be even more carefully considered 
than that in the average technical 
publications. Actually, the unre- 
viewed reference policy now being 
followed by the Ad Hoc Commit- 
tee is having exactly the opposite 
effect.” 

The Ad Hoc Committee is headed 
by E. W. Allen, head of FCC’s 
Technical Information Division. 
The subcommittee to redraft the 
“addendum report,’ which is con- 
cerned basically with evaluation 
of the cumulative effects of two or 
more interfering signals upon the 
desired signal, is composed of 
Ralph Harmon of Westinghouse, 
chairman; Stuart Bailey, of the 
consulting engineering firm of 
Jansky & Bailey; Harry Fine of 
FCC, and Morris Schulkin of the 
Bureau of Standards, one of the co- 
authors of Reference E. 
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Telestatus 


TELEVISION advertising in Feb- 
ruary recovered slightly from its 
January slump to record 2,398 ac- 
counts active during the month. 
The gain was reflected in spot and 
local business. 

In February, 39 additional spot 
advertisers brought the month’s 
total to 438. Local business rose 
from 1,687 advertisers in January 
to 1,890 in February, a gain of 
203. A loss of two was shown by 
the networks between the two 
months, bringing the February 
total to 71. 

This information is based on the 
Rorabaugh Report on Television 
Advertising, published monthly by 
the N. C. Rorabaugh Co. Network 
figures cover the entire month of 
February and are received direct 
from the networks’ headquarters. 
Spot and local material is obtained 
from the stations and covers the 
week Feb. 5-11. Five stations which 
were operating during the test 
week did not report and therefore 
are not included in the sections on 
spot and local business. 

ABC-TV, which had 15 adver- 
tisers backing a like number of pro- 
grams in January, dropped to 12 
advertisers with 12 programs in 
February. Two of the advertisers 
which left the network between the 
two reports were short-term ac- 
counts which had bought time for 
special promotions. 

In point of time purchased and 
number of stations used, Goodyear 
Tire and Rubber Co. was the 
largest ABC-TV advertiser for 


February. The firm placed Paul 
IVhiteman Goodyear Revue on 41 
stations for a half-hour Sunday 
night. Agency is Young & Rubicam, 
New York. 

For both months a total of 28 
advertisers was recorded by CBS- 
TV. Total programs dropped from 
33 in January to 32 in February. 
In all, four accounts were dropped 
and three added. Those which went 
off were special one and two time 
programs. Two new quarter-hour 
shows and a participating sponsor 
were added. 

Aveo Purchase 

The largest number of CBS-TV 
stations was purchased by Crosley 
Div. of Aveo Mfg. Co. for This Is 
Show Business. The half-hour, 
Sunday show appeared on 53 outlets 
and was handled through Benton 
& Bowles, New York. Largest time 
purchaser on CBS-TV in February 
was Liggett & Myers Tobacco Co. 
for Godfrey and His Friends. The 
program appeared on 48 stations 
for an hour Wednesday night, 
through Cunningham & Walsh. 

The DuMont Television Network 
had eight advertisers backing 10 
programs in February, a gain of 
one each from the previous month. 

The largest number of DuMont 
stations was purchased by Allen B. 
DuMont Labs for its Morey Am- 
sterdam Show. There were 32 out- 
lets airing the program for a half- 
hour Thursday night. Campbell- 
Ewald, New York, placed the busi- 
ness. Drug Store TV Productions 


eh 


Rorabaugh February Report 


(Report 105) 


NUMBER OF ADVERTISERS BY PRODUCT GROUPS 


. Agriculture & Farming 

. Apparel, Footwear & Access. 

. Automotive, Automotive Equip. & Access. 

Beer & Wine 

. Building Materials, Equip. & Fixtures 

Confectionery & Soft Drinks 

Consumer Service 

. Construction & Contractors 

. Drugs & Remedies 

. Entertainment & Amusements 

11. Food & Food Products 

. Gasoline, Lubricants & Other Fuels 

. Horticulture 

. Household Furnishings, Equip. & Supplies 

. Industrial Materials 

. Insurance, Banking & Real Estate 

. Jewelry, Optical Goods & Cameras 

. Office Equip. & Supplies 

. Publishing & Media 

. Radios, TV Sets, Phonographs, Musical 
Instruments & Access. 

. Retail Stores & Shops 

. Smoking Materials 

. Soaps. Cleansers & Polishes 

. Sporting Goods & Toys 

. Toiletries 

. Transportation, Travel & Resorts 

. Miscellaneous 


TOTAL 


- 
CLONOUAWN— 


bought the largest amount of Du- 
Mont time. The firm backed Caval- 
cade of Stars on 19 stations for an 
hour Saturday night through S. B. 
Fisher. 

On NBC-TV 34 advertisers spon- 
sored 36 different programs in 
February. This is the same number 
of sponsored programs as the net- 
work carried in January and one 
less advertiser. Two sponsors let 
their schedules expire between the 
two months while one new adver- 
tiser was added. 

Largest NBC-TV advertiser in 
number of stations and time pur- 
chased during February was RCA 
Victor. Through J. Walter Thomp- 
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City Outlets On Air Number Sets City Outlets On Air Number Sets 
Albuquerque KOB-TV 2,475 Los Angeles KLAC-TV, KNBH, KTLA, KTSL, KFI-TV 
Ames WOI-TV 6,785 - KTTV, KECA-TV 448,737 
Atlanta WAGA-TV, WSB-TV 31,500 = Louisville WAVE-TV, WHAS-TV 25,901 
Baltimore WAAM, WBAL-TV, WMAR-TV 146,191 Memphis WMCT 24,172 
Binghamton WNBF-TV 10,320 Miami WTvJ 20,125 
Birmingham WAFM-TV, WBRC-TV 12,070 Milwaukee WTMJ-TV 89,419 
Bloomington WTTV 5,000  Minn.-St. Paul KSTP-TV, WTCN-TV 74,900 
Boston WBZ-TV, WNAC-TV 276,980 Nashville ........ ....., 25 
Buffalo WBEN-TV 75,693 NewHaven WNHC-TV 71,100 
Charlotte WBTV 12,169 New Orleans WDSU-TV 19,897 
Chicago WBKB, WENR-TV, WGN-TV, WNBQ 386,018 New York WABD, WCBS-TV, WJZ-TV, WNBT 
Cincinnati WCPO-TV, WKRC-TV, WLWT 92,900 WOR-TV, WPIX : 1,060,000 
Cleveland WEWS, WNBK, WXEL 176,474 ne WATV Incl. in N. Y. “a 
x 49,600 4 | TB tee ee eee * 
Columbus WBNS-TV, WLWC, WTVN Oklahoma City wer om 193 
N = . maha -TV, 19,612 
eae =< Fa er “3.328 Eometeiphia WCAU-TV, WFIL-TV, WPTZ 405,000 
Quad Cities: Includes Davenport, Moline, Rock Island, East Moline a h ae 4,500 
Dayton WHIO-TV, WLWD 900 Bt alae Or 80,000 
Detroit WJBK-TV, WWJ-TV, WXYZ-TV 191,409 Fortiane, Ove... .-.. 0... 887 
Erie wIicu 32,532 pithmond. WJAR-TV 34,125 
Ft. Worth- me et WTVR 23,581 
Dallas WBAP-TV, KBTV, KRLD-TV 43700 Sob icke Cm, son 31,056 
Grand Rapids WLAV-TV 23.200 ete ene ity KDVL-TV. KSL-TV 11,000 
Greensboro | WFMY-TV 9,557 san Antonio KEYL, WOAI-TV 12,133 
Houston KLEE-TV 17,500 gcnDiego = KFMB-TV 33,200 
Huntington- : a KGO-TV, KPIX, KRON-TV 43,442 
Charleston WSAZ-TV —_— fo. Saaieey 42,500 
Indianapolis WFBM-TV 30,000 St. Louis KSD-TV 1el'254 
Jacksonville WMBR-TV 8,200 Syracuse WHEN, WSYR-TV 33.758 
Johnstown WJAC-TV 16,560 Salat ‘ ’ 
Kalamazoo- a WSPD-TV 37.000 
Battle Creek 8,046 a R ah ioe 
BOM <asinassereer sen r —— 
Kansas City WDAF-TV 28,901 Washington WMAL-TV, WNBW, WOIC, WTTG 109.360 
Lancaster WGAL-TV 35,563 Wilmington WDEL-TV 30,322 


* Lancaster and contiguous areas. 


Editor's Note: Sources of set estimates are based on data available frrom dealers, distributors, TV Circulation committees, 
Since many are compiled monthly, some may remain unchanged in successive summaries. 


and manufacturers. 


necessarily approximate. 
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Total Markets on Air 59 


April 3, 





Stations on Air 102 Sets in Use 4,770,493 


electric companies 
Total sets in all areas is 


1950 














Network Spot Local Total 
ar 3 mi 3 | 
4 13 100 17 
8 13 240 261 
4 90 12 106 
as 6 62 68 
6 41 56 103 

3 156 159 
. 13 13 , 
3 9 1 23 
re - 29 29 
9 117 288 414 
3 10 26 39 
oa ¥ 17 17 
4 21 304 331 
1 2 3 
1 3 104 108 
1 13 40 54 
a 5 10 15 
2 4 25 31 
7 12 201 220 
os — 99 
8 14 4 % 
3 23 5 3 
; a 18 1 
5 18 8 } 
8 17 25 
1 1 42 54 
71 438 1,890 2,398 | 
f 
son, New York, the firm places } 


Kukla, Fran & Ollie on 57 stations 
for a half-hour on Monday and 
Friday nights. 

In the spot field 39 new ad- 
vertisers were added to the overall 
picture for the reporting stations. 
No large accounts, in number of 
stations bought, were added be- 
tween January and February. 

Hudson Motor Car Co., following 
the trend in automotive advertising 
for the introduction of new models, 
increased its schedule from three 
stations in January to 32 in Febru- 
ary. Esso Standard Oil Co. added 
21 stations to its roster for 22 in 
February. 

Automotive Accounts 

Of five automotive advertisers 
who started or added to their TV 
advertising in January, all had 
cut or discontinued activity in 
February. Biggest cut was made by 
Dodge Div. of Chrysler Corp. which 
went from 52 stations in January 
to six in February, according to 
Rorabaugh. Buick went from 54 
to 19, Chevrolet dropped all 26 
stations which it had used in Jan- 
uary, DeSoto dropped its 10 and 
Plymouth went from 14 to one 
Oldsmobile, which has been con- 
sistently active, dropped from 34 
stations in January to 28 in Feb- 
ruary. 

In terms of total number of ac- 
counts, WTMJ-TV Milwaukee was 
the leading station in the February 
Rorabaugh report. It had a tota 
of 136 network, spot and local ac: 
counts. In the network field KSD- 
TV St. Louis topped the list with 54 
accounts. Two stations, WGN-TV 
Chicago and WPTZ (TV) Phila- 
delphia, had 52 spot advertisers 
each for honors in this field. The 
leading stations in number of local 
accounts was KFI-TV Los Angeles 
with 79, according to Rorabaugh. 
Eight of the reported stations had 

(Continued Telecasting 18) 
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a— 
\ te WON-TV's 


| effectiveness 


Yes, if it’s sales success you want—it’s WGN-TV in Chicago. This testimonial to 
WGN-TV’s effectiveness came from the advertising and sales promotion manager 
of a national manufacturer of electrical appliances. His enthusiastic testimonial to 


WGN-TV and its programs is typical. 


This is another in WGN-TV’s growing list of result stories—another reason why 


more and more companies are hiring WGN-TV as their top salesman in Chicago. 





In Chicago... Channel 9 


is more than a number 


; ... it's a habit 





The Chicago Tribune Television Station 
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FCC IS UPHELD 


In Bay Area Channel Case 


FCC’S “withdrawal” 
Francisco television channel for 
possible assignment to Don Lee 
Broadcasting System was upheld 
last week by the U.S. Court of Ap- 
peals for the District of Columbia. 

“No application having been 
either granted or denied, this court 
is given no jurisdiction ... to re- 
view the Commission’s order,” the 
court said in dismissing an appeal 
of Edwin W. Pauley’s Television 
California, a San Francisco tele- 
vision applicant. 

The court’s decision seemingly 
left the way clear for a new ap- 
peal after FCC acts on the San 
Francisco cases. 


of a San 


Don Lee Issue 

The action which Television 
California sought to overturn was 
an FCC order severing Don Lee’s 
San Francisco application from the 
others for that city and its with- 
drawal of one San Francisco chan- 
nel pending determination of Don 
Lee’s eligibility for it [BROADCAST- 
ING, May 24, 1948]. The Don Lee 
application at that time was linked 
with applications of its AM and 
FM stations for renewals, which 
FCC has since proposed to grant. 

The court’s brief decision main- 
tained : 

... The withdrawal of one channel 
until Don Lee’s eligibility for it had 
been determined was neither a grant 
to Don Lee, which may never receive 
such channel, nor a denial to peti- 
tioner—who, for aught we can tell, 
may ultimately be awarded this very 
channel [No. 2]. 

Viewing the injury to petitioner at 
its worst, we have no more than a 
lessened statistical probability that 
petitioner will ultimately succeed in 
getting a station. This is hardly the 
sort of denial contemplated in [the 
Ashbacker case, in which the Supreme 
Court ruled that hearings are neces- 
sary on mutually exclusive applica- 
tions], where there was an unmis- 
takable grant to one of two applicants 
for a single frequency. ... 





WELCOME is given to Henry S. White 
(r), president of World Video Inc., to 
the CBS TV Network by Charles Un- 
derhill, CBS-TV director of programs. 
Mr. White is the network's new asso- 
ciate director of TY programs. 
[TeLecastiNG, March 20]. 
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Telebuyer 
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EORGE HARVEY negotiated 
G his toughest sale 25 years 
ago when he convinced his 
father, a well known Chicago sur- 
geon, that selling ranks among the 
great professions. 

At the time, Mr. Harvey, now 
sales manager of WGN-TV Chi- 
cago, was completing a liberal arts 
course at the U. of Chicago. Dr. 
William Spencer Harvey, at the 
height of a 50-year career, hoped 
his son also would take up medi- 
cine — or perhaps 
law. 

But young George 
was adamant. He 
had his heart set on 
sales, and to this 
day has never veered 
from his course. And 
his father, now 90, 
has lived to see him 
prosper. 

George Wilkins 
Harvey was born on 
Chicago’s south side 
Aug. 3, 1903. His 
mother’s death when 
he was nine left 
George to be reared 
by a sister not much 
older than himself 
so he was carted off 
to boarding school. 
At Todd School, the Woodstock, 
Ill., institution where Orson Welles 
first blossomed as an actor, George 
was a sprinter. He also ran at 
Exeter, during his prep years, and 
later, at the U. of Chicago, added 
broad-jumping to his track-and- 
field repertoire. But his father 
would have preferred that he take 


KTSL(TV) EXPANDS 


Adds New Live, Film Shows 


EXPANDING both its live and film 
programming, Don Lee’s KTSL 
(TV) Hollywood has contracted 
with Nils T. Granlund, veteran 
showman, for two one-hour pro- 
gram packages for  across-the- 
board weekly schedule, and has ac- 
quired 300 Western film features. 
New programming gets under way 
May 1, it was announced. 

Mr. Granlund will produce and 
star in Backstage With N. T. G., 
a behind-the-scenes amateur vari- 
ety show to be telecast Monday 
through Friday, and Hollywood 
Road to Fame, to be aired Friday 
until the station goes on a six-day 
schedule, at which time it will move 
to Saturday. Both shows will be 
teletranscribed for national syndi- 
cation, it was announced. Western 
films, contracted for last Monday 
(March 27), will be scheduled 
across-the-board nightly Monday 
through Friday under the title 
Cowboy Caravan. 


SWEEP signal generator, especially 
designed for servicing FM and TV 
receivers, announced by Radio Tube 
Div., Sylvania Electric Products Inc., 
New York. 


GEORGE 


up baseball, at which the elder 
Harvey starred as captain at Mich- 
igan. Dr. Harvey, a pitcher, re- 
portedly was one of the first base- 
ball players in the Midwest to 
throw a curve. 

After taking an A.B. degree at 
Chicago in June 1925, George was 
selected by the National Cash Reg- 
ister Co. to attend that school in 
Dayton, and within a few months 
was selling NCR’s products in Mil¢ 
waukee. Nearly four years later 
he joined the adver- 
tising staff of Motor, 
one of International 
Magazines’ string of 
trade journals, and 
within another year 
was selling piston 
rings of Wilkening 
Mfg. Co., Philadel- 
phia. He called on 
every automotive 
jobber between Chi- 
cago and Denver be- 
fore being trans- 
ferred to the New 
York City territory. 
His next selling as- 
signment shifted 
him to the territory 
between Pittsburgh 
and Kansas City 
with a line of rug 
underlays manufactured by Behr- 
Manning Corp., Troy, N. Y. 

By 1935, George Harvey was 
just the type of salesman the Chi- 
cago Tribune’s WGN needed to 
bolster its “Voice of the Midwest” 
claim. Two years later, he was 
shifted to Mutual’s newly-organ- 
ized Midwest Division, where he 
sold such network shows as Keep 
Thin to Music (calisthenics), 
American Radio Warblers (singing 
canaries), and Wheeling Steel Co.’s 
Steel Makers. 


Back to WGN 

WGN called him back a year 
later, however, and after several 
years’ success lining up some of the 
station’s most enduring accounts 
(Walgreen Co., Nelson Bros. Fur- 
niture Co., Hirsch Clothing, Local 
Loan Co.), Mr. Harvey was off to 
New York in 1942 to head up 
WGN’s eastern sales office. 

During the latter part of a four- 
year stretch in New York, George 
exposed himself to television “at 
every opportunity,” so when the 
promotion to WGN-TV sales man- 
ager came in August 1948, he was 
well prepared. Under his leader- 
ship, the station’s billing has in- 
creased 10 fold, and volume of local 
program sales is believed to be 
greater than in any other video 
operation. 

The WGN-TV sales department 
under his direction currently has 
sold 24 locally produced live studio 
shows weekly, 16 live participation 
shows, 9 feature films including 3 
remote commercials with the films, 
5 sport remotes, and 11 newsreels. 

“We may lose an account one 
day, but we try to add another 
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slightly larger one,” Mr. Harvey # 


explains. “We now have over 100 
legitimate advertisers—no Multi- 
scope.” 

In 1935, Mr. Harvey married 
Elizabeth Drake, daughter of John 
B. Drake, one of the builders of the 
famous Chicago hotel of that name, 
There are two sons—George Jr., 8, 
who attends Harris School, of 
which his father is a trustee, and 
John William, 3. The family lives 
in an apartment overlooking Lin- 
coln Park. 

Mr. Harvey is president of the 
Chicago Television Council, and ig 
a member of the Radio Executives 
Club of New York, Yale Club, and 
Delta Kappa Epilson fraternity, 
While in New York, he belonged 
to the Huguenot Yacht Club in 
Pelham Manor, as well as the Pel- 
ham Country Club. He is an ama- 
teur painter and photographer, and 
has been a “ham.” 

He has served on BAB’s stand- 
ardization committee on TV rate 
card practices and, last spring, or- 
ganized a TV _ sales managers’ 
group which met when the NAB 
held its convention in Chicago. 


WRESTLING FILM 


WLW Sells 20 TV Stations 


PRODUCTION of wrestling film 
by WLW-Television, Cincinnati, 
has been optioned by over 20 video 
stations with more contracts under 
negotiation, Robert E. Dunville, 
president, Crosley Broadcasting 
Corp., revealed last week. Six 


major stations already signed in- § 


clude: WEWS (TV) 
WAFM-TV Birmingham, KTTV 
(TV) Los Angeles, WBKB (TV) 
Chicago, WBZ-TV_ Boston and 
WWJ-TV Dayton. 

Films are made simultaneously 
with live telecasting of bouts from 
Crosley’s WLWD (TV) Dayton 


Cleveland, ¢ 


studios each Saturday night. Edit- } 


ing eliminates slow sequences to 
full 55 minutes running time and 
allowance is made for integrated 
local commercials, according to 
Mr. Dunville. Matches were pro- 
duced on commercial basis in a 


studio rather than the convention- §) 
Sponsor of the live pro- | 


al arena. 
grams over Crosley’s WLWT 
(TV) Cincinnati and WLWC 
(TV) Columbus, as well as 
WLWD, is Graybar Electric Co. 
on behalf of Raytheon TV sets. 
Series is for 13 weeks. Film 
Assoc., Dayton firm, makes film; 
Don Faust of WLW is in charge of 
production, and sales are handled 
through Russ Landers of WLW 
Promotions Ince. 


SDG Brochure 


TO INTRODUCE its film advisory 
council, a “new service designed te 
aid in production of motion pic 
tures for television, commercial 
and industrial use,” the Screen. Di- 
rectors Guild has issued a bro 
chure describing the service to ad- 
vertising agencies, advertisers ané 
other members of the trade. 
cil, made up of 41 top directors, 
was formed for the purpose of ex 
ploring possibilities of improve 
ment in use of films for television, 
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LUCKY PUP 

sponsored by 

3 leading advertisers, a 
CBS Package Program 
with lasting appeal 

for audiences in every 
age group. 





CBS Package Program 
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What Happens 


to 


Radio Listening 
In TV Homes? 


TV ownership is increasing by leaps 


and bounds in all Pulse markets... 


but that does not mean that moss is 


growing on the family radio! Radio 


sets-in-use in the three cities where 


data are available for both 1949 and 


1950 actually show an increase. 


Here is the evidence (all figures re- 


fer to 44 hour sets-in-use for the 
to 12 Mid- 


entire week, 12 Noon 


night) : 


TV Sets-in-Use 
Feb., Feb., 
1949 1950 


New York 26.9 31.6 
Philadelphia 29.5 28.0 


Chicago 27.2 26.7 
Boston =e 94,3 
Cincinnati -— 327 


Washington — $3.3 
Los Angeles — 26.0 
Cleveland —— 969 


Radio Sets-in-Use 


Feb., 
1949 


8.1 
10.6 
12.6 


Feb., 
1950 


12.4 
11.9 
13.7 
14.0 
12.3 


13.6 
13.4 
13.6 


MORAL: TV is undoubtedly here to 


stay, but don’t sell radio 


short. 


For Telefacts in the above cities 


ASK THE PULSE 


15 West 46th Street 
New York 19, N. Y. 
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Newsweek calls it 
“one of video’s 
sprightliest programs” 
and the N. Y. Times 
“thoroughly rewarding 
for viewers both 
young and old.”’ 
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$0G EDICT SENT 


Would Take Over TV Directors 


FORMAL notification that it is 
taking over jurisdiction of all tele- 
vision directors of both live and 
flmed programs was sent by 
Screen Directors Guild to heads of 
all television stations in eight cities 
last Tuesday. 

Cities included Los Angeles, Chi- 
cago, New York, Detroit, Philadel- 
phia, Washington, Cleveland, San 
Francisco. 

Wired announcements, signed by 
George Marshall, SDG president, 
followed an earlier statement by 
the guild of its intentions [TELE- 
CASTING, March 27]. They read: 

This is to notify you that the Screen 
Directors Guild which for over 12 years 
has been bargaining representative for 
directors and assistant directors in the 
motion picture industry has included 
television directors within its organiza- 
tion and it will therefore hereafter act 
as the representative of and in the in- 
terests of both television and screen 
jirectors. We have conducted a sur- 
vey of directors in the field of televi- 
jon in which many of our members 
are employed, and have found that the 
TV directors, by reason of similarity 
f their work, are actually members 
f our craft since they fulfill essen- 
iially the same functions as screen 
lirectors in that they direct action 
hat appears upon a screen. 

Our aim is to approve the directorial 
ud artistic standards of the picture 
which moves across the screen, whether 
it reaches the public by projection on 
sreen in theatre or by transmission 
to television screen in a home. This 
sto invite your cooperation with our 
ganization as proper representative 
f TV directors. 

In the meantime, Radio and Tele- 
vision Directors Guild, which also 
daims jurisdiction over television 
lirectors, was continuing negotia- 
ions with ABC-TV Hollywood for 
ontracts covering TV _ directors 
and planning similar negotiations 
with other TV stations. 


NV ACADEMY AWARDS 
KPIX ‘Outstanding’ Outlet 


KPIX (TV) San Francisco has 
been voted the Golden Gate’s out- 
standing television station for 1949 
by the San Francisco chapter of 
the Academy of Television Arts 
and Sciences. The award was made 
at the chapter’s first annual awards 
banquet on Friday, March 24, at 
the Fairmont Hotel. 

Other awards went to the fol- 
owing: Ruby Hunter, heard on 
both KPIX and KGO-TV, out- 
tanding TV personality; Dude 
Martin’s Hoffman Hayride, spon- 
red by Hoffman Sales Corp. on 
{G0-TV, best live program and 
est live commercials; Pete Aben- 
eim’s Cap’n Pete on KRON-TV, 
st live children’s program; KGO- 
IV’s telecast of midnight Christ- 
Nas Eve Mass, best live public 
ervice program; Calso Water’s 
emmercial short featuring a danc- 
ng puppet, best film commercial; 
G0-TV’s football telecasts, best 
ive sports coverage; Teletours, 
KPIX man-on-the-street interview, 
%st film show made locally. 
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CONGRATULATIONS on WHIO-TV Dayton, Ohio’s first anniversary are given 
the station by Mayor Louis Lohrey (2d |) during a special ceremony. Digni- 
taries are (I to r): Harry Hall, president, Dayton Chamber of Commerce; 
Mayor Lohrey; Paul Flory, manager, Dayton Retail Merchants Assn.; Robert 
H. Moody, WHIO-TV general manager, and Harvey R. Young Jr., WHIO-TV 


commercial manager. 


Month-long celebration in February included open 


house at station’s studios and honoring of local civic clubs and organizations. 





NBC-N. U. COURSE 
TV Added as Requirement 


GENERAL survey of television 
has been added as a required course 
for the upcoming eighth annual 
NBC-Northwestern U. Summer 
Radio Institute, according to Co- 
Directors Judith Waller, NBC Chi- 
cago director of public affairs and 
education, and Don _ Fedderson, 
chairman of the radio department 
at Northwestern. 

Radio and video training also 
will be given in dramatic and con- 
tinuity writing, music, station 
management, sales, publicity and 
promotion. TV practices and pro- 
cedures will be taught by George 
Heinemann, NBC Chicago TV op- 
erations supervisor. 

Other NBC Chicago staff mem- 
bers who will teach include: 


Louis Roen, announcer; Arthur 
Jacobson, TV program manager; Homer 
Heck, radio program manager; Robert 
Flanigan, national spot salesman; Jack 
Ryan, publicity chief; David Lasley, 
advertising and promotion manager; 
Don Marcotte, music director; Robert 
Guilbert, continuity acceptance man- 
ager and Miss Waller. Other teachers 
include Baskett Mosse, assistant pro- 
fessor, Medill School of Journalism; 
Mr. Feddersen; Lyle DeMoss, assistant 
general manager, WOW-AM-TV Omaha, 
and Charles Hunter, assistant professor 
of radio, Northwestern. 


Most sessions will be conducted 
at NBC’s Merchandise Mart 
studios in Chicago. Enrollment is 
limited to persons now employed in 
or “with considerable experience 
in” broadcasting, Miss Walker 
said. Students are selected on a 
competitive basis. 





Approve TVA Contract 


TELEVISION Authority member- 
ship of the Los Angeles area last 
March 20 voted approval of the 
national TVA wages and working 
conditions contract. The 500 at- 
tending members further voted to 
authorize the national TVA board 
to conclude the final wages con- 
tract sending along recommenda- 
tions for it. With approval of 
the TVA contract by New York 
and Chicago groups, the final 
contract probably will be drawn up 
within a few weeks. Contract calls 
for $115 minimum for a one-hour 
show. 


Small Fry Protest 


AT least 22 Oklahoma young- 
sters don’t like the idea of 
having adults decide what 
television programs they 
should watch, and they’ve 
made their dislike known to 
P. A. Sugg, manager of 
WKY-TV Oklahoma City. Mr. 
Sugg announced a_ policy 
against telecasting “horror 
story” programs until after 
9 p.m. [TELECASTING, March 
27], when it is presumed all 
small fry should be in bed. 
The day after the story of the 
new policy appeared in a local 
newspaper, the youngsters, 
all of them 11 and 12 years 
old, sent the station a letter 
on which the news story had 
been pasted. Above it were 
the words, “We protest!” 


‘FREEZE’ HIT 


Kelley Asks Congress Action 


CONGRESS was asked last Tues- 
day by Rep. Augustine B. Kelley 
(D-Pa.) to do something about the 
FCC “freeze” on TV allocations. 
The appeal was made, he said, in 
answer to requests of residents in 
western Pennsylvania who wish to 
receive “the many wonders of tele- 
vision.” 

Rep. Kelley said his constituents 
have besieged him with inquiries 
on the situation. “Although there 
are seven applications from 
Greater Pittsburgh in the FCC 
files,” he said, “there is just one 
TV outlet (WDTV) in that area— 
the very area that produced the 
world’s pioneer radio broadcasting 
station (KDKA).” 

He said that while he would not 
question the “sincerity” of the FCC 
stand on applications, “I do take 
issue with the reasoning behind the 
ruling.” There would be little rea- 
son to hold up TV expansion, the 
Congressman added, any more than 
it would be in the automobile in- 
dustry “merely because remarkable 
improvements are expected several 
years hence.” 
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STOP 
GUESSING! 


i. - 


the ideal station for 
testing your TV sales 
campaign. 


The only television station 
which reaches this large, pros- 
perous section of Pennsylvania 
—including Lancaster, York, 
Lebanon, Reading, Harrisburg 
and adjacent area. This market 
fulfills all requirements for re- 
liable testing. Viewing is un- 
usually high and consistent 
because of interesting local 
the top 
shows of four networks— NBC, 


CBS, ABC DuMont. 


Write for information. 


programming and 


and 


A STEINMAN STATION 


WGAL-TV 


CHANNEL 4 
Lancaster, Penna. 
Clair R. McCollough, Pres. 
Represented by 
ROBERT MEEKER 


ASSOCIATES 


Los Angeles New York 


San Francisco Chicago 


NBC TV AFFILIATE 
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RCA Tri-Color Tube 


(Continued from Telecasting 2) 
compatible dot-sequential system of 
color television, and I hope they 
will.” 

On the “when” of color 
sion, Gen. Sarnoff declared: 


televi- 


“I’m not as pessimisite as Dr. 
DuMont [Allen B. DuMont, of 
DuMont Labs.], who says color is 
10 to 20 years away. I’m not as 
unrealistic as the CBS spokesman 
who says color is here tonight or 
tomorrow.” 

More work remains to be done 
before color sets can be marketed, 
he emphasized. But, he added, this 
is no reason why FCC cannot pro- 
ceed with standards. 


Outlines Standards 


The desirable minimum stand- 
ards, he said, would provide (1) 
6 me bandwidths, as in mono- 


chrome; (2) a requirement that 
color pictures be not inferior to 
black-and-white, regardless of the 
color system employed, and (3) a 
requirement that the color system 
be compatible with black-and- 
white. 

On the basis of those standards, 
Gen. Sarnoff said, “let the good old 
American system of competition 
express itself to the full.” 

He emphasized the compatibility 
of the RCA system, pointing out 
that the black-and-white reception 
of color in the demonstration ap- 
peared ‘“‘somewhat better’ than 


standard black-and-white. Many 
observers ranked the _ black-and- 
white performance among the best 
they had ever witnessed. 

the week produced 
developments in the 


Meanwhile, 
these other 
color case: 

@ FCC planned to attend an April 
7 (Friday) demonstration by CBS in 
New York showing the operation of 
its system with the inclusion of dot 
sampling and _ horizontal interlace 
techniques which, CBS says, doubles 
overall resolution and increases hori- 
zontal resolution to the full 525 lines 
[TELECASTING, March 20]. 

@ FCC agreed to send at least one 
Commissioner and members of its 
staff to San Francisco during the first 
week of May for a demonstration of 
Color Television Inc.’s system on its 
home grounds. This was conditioned 
upon CTI’s giving assurance that there 
has been “a significant improvement 
in the performance of [its] system 
in color asd black-and-white recep- 
tion” since the demonstrations in 
Washington earlier this year. 

@ For April, sessions of FCC’s 
color hearing were scheduled as fol- 
lows: Today through Wednesday, with 
official demonstration of the RCA tube 
on Thursday morning; April 10 and 
11; April 17, 18, 19 and 20, and April 
25-26. Authorities thought FCC may 
cancel sessions for the week of the 
17th to avoid conflict with the NAB 
management conference in Chicago. In 
any event, the schedule nullified ear- 
lier hopes that by holding frequent 
sessions the entire proceeding would 
be completed by about mid-April. 

In a question-answer session 
after the Wednesday demonstra- 
tion Gen. Sarnoff said he did fore- 
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THESE GREAT MARKETS 
ONE MILLION PEOPLE... 
LOOK FOR TV FROM 


WLAU-TU 
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FIRST telecast of the hour-long Ken 
Murray variety show for Budweiser 


over WTVJ (TV) Miami, was at- 
tended by August J. Busch Jr. (r), 
president of Anheuser-Busch Inc., 
(Budweiser). Mr. Busch made a 
special trip from St. Louis for the 
opening. Greeting him is Col. Mitchell 
Wolfson, WTVJ co-owner. Some 50 
Miami and St. Louis representatives 
of Budweiser attended the premiere 
telecast. 


see a time when RCA would not 
be building black-and-white sets, 
despite the advent of color. 

Nor did he see any reason for the 
public to delay buying black-and- 
white sets now. He felt development 
of the color tube would be along 
lines permitting installation of 
the tube and appropriate circuits 
in monochrome sets. 

He said he wanted to “lay at 
rest” any question as to RCA’s 
position on color: “We are 100% 
for color television; we believe in 
it, we have done everything we 
knew to advance it, and we will 
continue to do all we can to ad- 
vance it.” 

From a practical standpoint, he 
wanted to know, “who has more 
to gain from color television than 
the RCA?” 


In another slap at the CBS sys- 
tem, he said he couldn’t imagine 
how anyone could be interested in 
buying “a mechanical disc” after 
seeing a single-tube set. 


Field-Test Need Seen 


CBS, he said, claims its system 
is ready. But, he said, it will be 
necessary to field-test the system 
after the interlace principle is 
added. So, he asked, “how can it be 
said that such an unproven system 
is ahead of the RCA system?” 


“RCA is farther ahead in the 
development of an_ all-electronic 
system than anyone else in the 
world,” he added. 

“The mechanical scanning disc in 
television now belongs to the ages,” 
he said in a prepared statement. 
“As an expedient, it merely gave 
laboratory technicians something to 
play with while the proponents of 
electronics applied the modern and 
practical methods to develop an all- 
electronic, high-definition, com- 
pletely compatible system of color 
television for the American public.” 


He said there was “nothing in 
the development of our system 
which we seek to preserve exclu- 
sively for ourselves,” and that RCA 
would make its developments avail- 
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able to anyone who wanted buy 
and use them too. ; 

Gen. Sarnoff felt it would be “g 
matter of months” before the pres. 
ent hand-made tubes could he re. 


fined and production models built, 
Then would come the tooling-up 


process. Whether it would be one 
year, two years or three before 
mess production could get under 


way, he didn’t know, though he 


pointed out that Dr. Elmer w. 
Engstrom, RCA Labs vice presi- 
dent in charge of research, has 


estimated one to two years will be 
needed to get into production. 


Gen. Sarnoff made clear that 
“from the minute FCC approves 
standards’—assuming the RCA 


system is “not outlawed,” and he 
said he did not expect it to be— 
RCA “will be working day and 
night to take these remaining steps 
to get instruments out as soon as 
possible.” 

He felt it was unnecessary for 
FCC to approve or disapprove 
color systems. Its function, he felt, 
is to set standards. 

Two types of direct-view tri- 
color tube were shown, one employ- 
ing a single gun and the other 
employing three guns. The sets 
were converted black-and-white 
table models, with pictures 9x12 
inches. The set with the one-gun 
tube used 10 receiver tubes more 
than conventional black-and-white, 
while the one with the three-gun 
tube used 19 more. 


Smaller Set 


There was none of the massive 
cabinetry needed to house the 
earlier three-tube projection models, 
The back of the tri-color tube pro- 
truded about a foot at the back 
of the set, however. 

The three-gun tube gave sub- 
stantially better quality repro- 
duction than the simpler single- 
gun model, although Gen Sarnoff 
felt there was no reason why the 
single-gun tube might not be the 
“ultimate answer” when _ refine- 
ments are completed. Meanwhile, 
work is continuing on both types. 

A 20-minute program of Latin- 
American music and dances was 
presented via RCA-NBC’s WNBW 
(TV) Washington for the demon- 
stration. The three-gun tube in 
particular showed clarity, sharp- 
ness, and faithfulness of reproduc- 
tion which to most observers were 
considerably superior to the per- 
formance of RCA’s earlier three- 
tube projection system. The color 


instability which marked _ the 
earlier demonstrations was not 
present. 

Many observers, however, felt 


that the flesh tones particularly 
were short of natural. 

The pictures on the single-gun 
tube were less bright than those 
on its triple-gun counter-part, and 
occasionally were overcast in part 
by a pinkish tint, especially when 
fast action was being shown. Dr. 
Engstrom conceded this one “can 
be a little better—it has been a bit 
better.” 

Dr. Engstrom explained that 
each tube has some 351,000 phos- 
phor dots on its face. They are 
arranged in triangular groups of 
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three—one each for red, blue, and 
green. Thus the tube has 117,000 
dots of each color. To increase 
picture detail, efforts are being 
made to increase the number of 
dots, perhaps by 100%. 

Behind the tube face is a metal 
masking screen with 117,000 holes 
arranged so that they overlap each 
yed, green and blue dot of a tri- 
angular group. As the red, green, 
or blue signal is beamed from the 
gun it passes through the masking 
screen and activates the appropri- 
ate dot. : 

A “very active’ program is 
gnder way to refine the tube and 
lay groundwork for quantity pro- 
duction, Dr. Engstrom reported. 

He said it is easier to build 
large tri-color tubes than small 
ones, and that RCA probably would 
start with tubes approximately 
the size of those demonstrated. 

He introduced Gen. Sarnoff as 
the man “who gave us the stim- 
ylus, the encouragement and the 
drive” in development of the tube. 

“Without his indefatigable 
leadership and faith in our abil- 
ity,” Dr. Engstrom continued, “we 
would not have reached this goal 
at least for many years to come. 

“He saw what was needed, and, 
applying wartime techniques, di- 
ected us at forced draft. Such 
tactics are not always productive 
ff speed in achievement when ap- 
jlied to creative effort dependent 
‘or success on new knowledge and 
jew scientific principles. But Gen. 
jarnoff has taught us that the 
yord ‘impossible’ has no place in 
ur vocabulary.” 


Cites Color ‘Tube Work 


Gen. Sarnoff said that never in 
) years had he witnessed “so 
uch ingenuity, so much of brain 
ower, So much know-how as are 
epresented in this single color 
abe.”” 

He felt that when “measured in 
omparison with every major de- 
topment in radio and television 
ver the past 50 years, this color 


ube will take its place in the 
mals of telévision as a _ revolu- 


inary and epoch-making inven- 
ion. 

“When historians at the close of 
he 20th Century evaluate the 
“st important scientific develop- 
ients, I will predict that this tube 


ill be among the great inven- 
ins of the second half of this 
‘ntury. As the master key to 


wactical color television, it is an 
utstanding development of our 
time, 
“We are on the threshold of a 
New era in television—the era of 
tor. We can see ahead to the 
cmmercial development of prac- 
teal and simplified color receivers. 
t generation is assured of clear 
ad natural color television pro- 
stams. Generations yet to come will 
e around the world in color be- 
tause this tube, which will go down 
mhistory as the father of future 
tlevision picture tubes, is the 
key to greater achievements des- 
to come.” 


The demonstration was the sec- 
od outside the laboratories. The 
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first occurred March 23 when the 
tube was shown to a group of FCC 
Commissioners and staff [BROApD- 
CASTING, March 27]. 

Meanwhile, FCC’s tentative 
agreement to send at least one 
Commissioner to witness CTI dem- 
onstrations in San Francisco was 
based on a CTI petition for an offi- 
cial show there [TELECASTING, 
March 27]. CTI claimed its Wash- 
ington showings were made under 
“abnormal conditions” and that a 
more representative demonstration 
could be presented on its home 
grounds. 

FCC also noted that CTI has not 
yet supplied information and field- 
test data previously requested by 
the Commission, and asked CTI 
to present a statement on its plans 
in that respect. 

“In addition,’ FCC told CTI, “‘it 
is expected that at the time of the 


demonstration of the CTI system 
at San Francisco you will have 
made co-channel and _ adjacent- 


channel tests and determined the 
ratios, and will be in a _ position 
to offer evidence concerning the 
effect of such interference.” 


TV's Ad Effect 


(Continued from Telecasting 2) 





in comparisons between present 
television and pre-television (or 
radio only) homes. 

Additionally, with respect to ad- 
vertiser acceptance of video and 
TV’s demand on leisure habits, total 
TV advertisers have mushroomed 
from 32 in 1947 to about 2,300, and 
programming has jumped in New 
York from 29% hours to 328. 

Mr. Karol, one of AMA’s found- 
ers, stressed the importance of 
“better research” looking toward 
proper evaluation of video in rela- 
tion to other media. Current con- 
cern of large advertisers, he added, 
is the question: How extensive is 
the coverage we can get now from 
television?” There has been con- 
siderable confusion on this phase, 
Mr. Karol said. 

Printed media were represented 
on the panel by Vince Kelley, vice 
president of Jann & Kelley Inc., 
newspaper’ representative, and 
president of the New York Chap- 





Compare TV 


TELEVISION’s influence on 
other media, discussed at the 
American Marketing Assn. 
TV panel, can be gleaned 
from comparative figures re- 
vealed last Tuesday by Sam- 
uel Norcross of William 
Esty Co. They are based on 
a survey prepared by Audi- 
ence Research Inc. covering 
New York, Philadelphia and 
Los Angeles. Radio listening 
in TV homes, 28%; in non- 
TV homes, 62%. Magazine 
reading in TV homes, 23%; 
in non-TV homes, 30%. 
Newspaper reading in TV 
homes, 64%; in  non-TV 
homes, 69%. Book reading 
in TV homes, 15%; in non- 
TV homes, 25%. 





¢ 


Open Dhe 


Market Data Idea 


EDITOR, TELECASTING: 

... Your publication carries the 
“Weekly Television Summary” 
which makes note of the total mar- 
kets in operation and number of 
stations telecasting. This list in- 
creases every few weeks. When 
this happens, we . . . would like to 
know ... the time of added areas 
and stations .. . without checking 
back through our records ... Just 
by way of suggestion for another 
added item to your excellent service. 

Harvey Pergament 

Calvacade Pictures Inc. 

Hollywood 
[EDITOR’s NOTE: Acting 
Pergament’s suggestion, the Weekly 
Television Summary now _ identifie 


stations going on the air during the 
preceding week.] 


on Mr. 


‘Reel Takes’ Praised 


EDITOR, TELECASTING: 

The “Reel Takes” story 
[TELECASTING, Jan 16] ... is con- 
sistent with the high-powered, re- 
freshing and intelligent approach 
which your publication reflects. ... 

Walter Lowendahl 
Exec. Vice President 
Transfilm Inc., New York 





ter, American Assn. of Newspaper 
Representatives, and MacLean 
Hoggson, vice president of McCall 
Corp. and advertising director, 
Redbook magazine. 

Mr. Kelley felt that TV will not 
hurt newspapers, “at least circula- 
tion,” and stressed they had grown 
prosperous coincident with radio. 
Citing the past 20-year period, he 
noted that daily circulation had 
risen from 38 million to 52 million 
and on Sundays from 26 million to 
46 million. 

Describing television as “princi- 
pally an entertainment medium,” 
he acknowledged that sound media 
had spurred “greater demand” for 
news but insisted that the public 
“demands more than radio or TV 
can give.” 

He conceded however, that once 
TV circulation has increased, it 
will “broaden the base of brand 
merchandise and also advertising 
budgets.” 

Mr. Hoggson also expressed hope 


that television would stimulate 
advertising activity and general 
prosperity. He felt frequency of 


issue may affect the loss of time in 
reading periods because of TV. 

Redbook magazine has made a 
small beginning in an attempt to 
measure the effect of TV on maga- 
zine sales by comparison of TV and 
non-TV areas, he said. Results 
were not conclusive: Sales in some 
video areas were below those in 
certain non-video territories, but 
on.the other hand, the magazine’s 
circulation jumped in New York, 
top TV market. 
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In 1887 Heinrich Hertz first 
proved that electromag- 
netic waves could be sent 
through space. 
* 
Blair-TV Inc. was the first 
exclusive representative of 
television stations. The first 
company to recognize and 
act on the television sta- 
tions’ real need for hard 
hitting, single minded, ex- 
clusive representation. 






BLAIR INC. 


REPRESENTING 










Birmingham .................... WBRC-TV 
Columbus .. as . .WBNS-TV 
Los Angeles ...................... KTSL 
New Orleans ..WDSU-TV 
RID. dnceccnsceinshvtnanbinaied ..WOW.-TV 
Richmond naman WTVR 
Salt Lake City.................... . KDYL-TV 


Seattle 
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SCIENCE VIA VIDEO 


Book Reviews Programming Techniques 





SCIENCE VIA TELEVISION. By Lynn 
Poole. Baltimore: Johns Hopkins Press, 
198pp., $3.50 cloth, $2 paper. 

FOR THE BEGINNER who would 
like to learn, or the expert .who 
would like to review TV program- 
ming techniques, Lynn Poole’s Sci- 
ence Via Television is a how-to-do- 
it treatise that fills both needs. 

A realistic guide for planning 
and producing all kinds of TV pro- 
grams of the informational type, the 
volume evolved from Mr. Poole’s 
experience with The Johns Hopkins 
Science Review, a weekly half-hour 
series which began early in 1948 
on WMAR-TV Baltimore and later 
was aired on the eastern network 
of CBS-TY. Mr. Poole, director of 
public relations for The Johns Hop- 
kins U., Baltimore, was originator 
of the pioneer series as well as its 
writer, coordinator and director. 

The book tackles the problems 
of presenting an informational pro- 
gram in step-by-step fashion, be- 
ginning with “the master plan” 
and working through rehearsals 
and the actual telecasting. Con- 
crete illustration of these problems 
and their solution is given through 
use of examples from the Science 
Review series. The volume con- 
cludes with summaries of typical 
science programs used in the series. 


‘Master Plan’ Needed 


The author strongly emphasizes 
that the “production of a success- 
ful telecast demands careful plan- 
ning, unremitting labor and atten- 
tion to every detail. One show on 
supersonic flight required 200 man- 
hours preparation,” he said. Thus, 
he explains the need for a “logical 
master plan to be followéd from 
start to finish.”” Mr. Poole lists the 
following 10 points for inclusion 
in the master plan: 


(1) Definition of program’s purpose; 
(2) form of presentation (straight 
demonstration, roundtable discussion, 
interview, dramatization, others); (3) 
selection of subject; (4) development of 
major theme; (5) selection of visual 
material; (6) writing the script; (7) 
planning camera angles and operation; 
(8) setting the stage; (9) preliminary 
rehearsals; (10) fimal rehearsals with 
camera. 

Mr. Poole stresses that each pro- 
gram must have a fixed purpose 
since once the purpose has been 


TV ADVERTISING). 
FILM FOR LOW 
BUDGET ACCOUNTS 


ONE MINUTE FILM 
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defined, ‘fa course of action has 
been laid out, a guide has been 
chosen for all future planning of 
this particular telecast... 
program will be, in effect, the 
statement of purpose.” 

Straightforward demonstration 
is considered the simplest program 
to produce and is the style more 
often used for science programs 
because it is inexpensive, sustains 
continuous action and is ideal for 
securing unusual camera shots. 

Although roundtable discussion 
shows can become exciting when 
debate is heated, Mr. Poole states 
that this format presents produc- 
tion obstacles for TV. One solution 
he suggests is seating of partici- 
pants at two tables, placed V- 
shaped, with the moderator at the 
apex of the V. Participants then 
can have visual material on a low 
side stand and cameras can move 
about more freely. 


Interview Technique 


The interview on TV is most 
effective when limited to only a 
few minutes, Mr. Poole suggests, 
and explains “it is judicious to 
resort to an interview only from 
necessity.” Although the interview 
show has problems of production 
similar to the roundtable format, 
it can be activated through use of 
visual material which illustrates 
points of discussion, he says. 

Urging the program planner not 
to by-pass dramatization complete- 
ly since it is ideal for science shows, 
the author, however, notes that this 
format is difficult to sustain and 
almost impossible to do unless suf- 
ficient time and money are avail- 
able. Other types of formats can 
be used, Mr. Poole says, depending 
on individual imagination and re- 
sources. 

One chapter is devoted exclusive- 
ly to program participants and is 
a survey of station technical and 
program personnel with whom the 
prospective program planner or 
guest must be familiar. Mr. Poole 
lists a producer-director, technical 
director, floor manager, camera- 
men, boom-mike operator, video- 
audio controllers, announcer, light- 
ing technician and coordinator. The 
latter is a new term for the sci- 
ence program personality corre- 
sponding to the m.c. or moderator 
of other type programs. 

Separate Appearances 

As to actual on-air participants, 
the author urges use of the “no 
more than absolutely necessary” 
rule. He suggests where more than 
one guest is involved that each 
appear separately in rotation. Too 
many people and voices confuse and 
tire the viewer, he warns, and pre- 
sent studio problems as well. 

Mr. Poole considers the selection 
of subject of “prime importance” 
since the “right subject can carry 
along a mediocre presentation” and 
the “wrong choice can counterbal- 
ance a topflight production.” Six 


C. E. HOOPER 


(1), president, C. E. 
Hooper Inc., contributor of his radio- 


rating service to The Advertising 
Council for the past seven years, 
explains to T. S. Repplier, Advertis- 
ing Council president, his new TY- 
rating service. Mr. Repplier thanked 
Mr. Hooper for his cooperation with 
the public service organization which 
will now have access to the new 
Hooper television audience research 
on the same basis. 


key questions are given as a selec- 
tion gauge. These are: 


(1) Will the subject interest a large 
number of people? Why? What proof 
have you? (2) Can the subject be 
sufficiently simplified for easy under- 
standing by the lay public? (3) Will it 
offend viewers? (4) Is there enough 
visual material: available to sustain 
dramatic action throughout the pro- 
gram? (5) Can the camera transmit 
the material? (6) Can the program be 
given in the allotted time? 


The author explains that each 
telecast must have a strong central 
theme the same as a novel or play. 
The theme, when properly devel- 
oped and adhered to, gives “co- 
herent direction to the program,” 
“prevents confusing digressions 
from the subject” and “provides a 
working outline for preparing all 
details” of the program. Once a 
theme is chosen, he warns against 
use of any material or sequence 
which does not strengthen the 
theme no matter how telegenic 
such material might be. 


In choosing the visual material, 
Mr. Poole explains it must incor- 
porate action, be simple, easy to 
manipulate, catch and hold atten- 
tion, and promote “viewer-identi- 
fication.” To illustrate the latter, 
he explains a common cup of coffee 
might be used for an experiment 
in lieu of some liquid unknown to 
the layman. 


Stresses Script 


Considerable detail and illustra- 
tion are given by the author on 
writing the script. Mr. Poole states 
the writer must know his subject 
well before beginning to write and 
must be able to visualize the ac- 
tion as he writes. Simplicity is 
stressed. 

Additional sections discuss tech- 
niques for program openings and 
closings, setting the stage, camera 
angles and operation, and rehears- 
als. Mr. Poole says most anything 
can be telecast if it can be seen 
through a microscope or will fit 
into the studio. The author also 
recommends extensive rehearsing 
to assure perfect performance of 
even the most informal appearing 
program. 

Prior to joining Johns Hopkins 
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in 1946 as director of public rela. 
tions, Mr. Poole for several years 


was a public relations officer jp 
the Army Air Force. He prepared 
and was responsible for five tray. 
elling exhibitions in the U.S. From 
1937 to 1942 he was director of 
education at the Walters Art Gal- 
lery, Baltimore, where he instituted 


art classes for both children and 
adults. 


THEATRE VIDEO 


Halpern Cites Movies’ Role 


BY adding theatre television to 
quality film ‘products, the motipn 
picture industry can go forward 
to the greatest heights it has ever 
reached, according to Nathan L, 
Halpern, television consultant to 
the Fabian Theatres, American 
Theatres Corp., Century Theatres 
and Theatre Owners of America. 

Speaking before the Theatre 
Owners of Oklahoma in Oklahoma 
City last Tuesday, Mr. Halpern 
said that “having achieved past 
success in film exhibition, it js 
within the grasp of the industry to 
take a new lease on life by develop- 
ing theatre television into a potent 
force alongside film features.” 

In his address, titled “Programs 
for Theatre Television,’ Mr. Hal- 
pern pointed out that the motion 
picture industry has the greatest 
collection of talent, creative forces 
and program skills ever assembled. 
“Out of this program know-how,” 
he stated, “can come energies for 
theatre television to improve and 
increase the income and welfare of 
all segments of the motion picture 
industry. What is more natural 
than that these program producers, 
trained for presentation of shows 
on theatre screens, should develop 
outstanding shows for the same 
theatre screens through _ televi- 
sion?” 

Citing the rapid growth of 
television, Mr. Halpern said that 
where there was only a single the- 
atre television installation — six 
months ago, there now are 16 in- 
stallations of equipment in the- 
atres or on order with manufac- 
turers awaiting production. 





TV Behind Bars 


TELEVISION has gone to 
jail. RCA last month dem- 
onstrated its new industrial 
TV system to the New York 
City Dept. of Correction, 
placing its chain cameras in 
Manhattan’s city prison. Sys- 
tem, RCA _ says, permitted 
Commissioner of Correction 
Albert Williams, who author- 
ized the demonstration, to ob- 
serve prisoners during relax- 
ation and exercise periods, as 
well as at work. Camera 
used, RCA points out, is com- 
parable to size of a personal- 
type 16mm movie camera and 
weighs only 8 lbs. System 
was shown as a new use for 
TV as a monitor of opera- 
tions in a danger area. 
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PEP BOYS of Calif., Los Angeles 
(auto appliances), has purchased 
36 of 10-minute Dugout Dope TV 


programs. Series will precede tele- 
casting of home games of Los 
Angeles Angels baseball games on 
KFI-TV Los Angeles, April 4 


through Oct. 1. Agency: Milton 
Weinberg Adv., Los Angeles... . 
William F. Koch, formerly with 
Ingersoll-Rand Co., and Richard D. 
Farrell, freelance writer, have 
joined w riting staff of Transfilm 
Inc, New York. T. J. Dunford, 
in charge of slidefilm for same 
frm, has been promoted to general 
production manager. 

“The Triumphant Hour,” fea- 
ture-length religious film for TV, 
has been produced by Jerry Fair- 
banks Inc., Hollywood. Film spon- 
sred by Family Theatre and 
Catholic Church will be telecast 
faster Sunday on NBC and other 
[V stations. Cast of more than 50 
ook part in production which 
‘eatures resurrection and ascension. 
7ounder of MBS Family Hour, 
tev. Patric Peyton, produced film. 


* * ca 


Richard E. Jones, vice president 
f WJBK-TV Detroit, announced 
ne of largest purchases of film for 
elevision use, with Fort Industry’s 
ontract for 49 first-run feature 
jictures. Filmed and released by 
Eagle-Lion Pictures, series of 1946- 
{7-48 releases bore package price 
of $12,250. Films are scheduled to 
begin in May. 

Glen Allvine has resigned from 
New York State Dept, of Com- 
merce, where he was in charge of 
motion picture and television activ- 
ities, to produce TV series for 
Star Television Corp., New York. 
... Four stations have purchased 
INS-Telenews TV newsreel review. 
They are: WGN-TV Chicago, KSD- 
TV St. Louis, KEYL-TV San An- 
tonio and WTAR-TV_ Norfolk. 
This Week in Sports, INS-Telenews 
sports reel, purchased by WFIL- 
TV Philadelphia and WTVJ (TV) 
Miami. 

Es * a 

Five Star Productions, Holly- 
wood, has announced completion of 
44 TV spots for 10 advertisers. In- 
‘luded are 12 spots for Country 
Club Beer through Potts-Turnbull, 
Kansas City; 12 for 7-Eleven 
Stores of Texas through George M. 
Wessells Co., Los Angeles; 13 
There’s a Reason syndicated films 
for United Film Service, Kansas 
City; six each for Thoro-fed Dog 
Food and Kal-Kan; one Siller’s 
Paint, all through McNeill & Mc- 
Cleery, Los Angeles; four for L. B. 
Hair Products through Glasser- 
Gailey; four for Real Gold Fresh 
Frozen Orange Juice, agency: J. 
Walter Thompson Co., Los Angeles; 
four of series of 14 spots for But- 
ter-nut Bread through R. J. Potts- 
Calkins & Holden, Kansas City; two 
of series of five for MacFarlane’s 
Candy, through Dan B. Miner Co., 
Los Angeles, 
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EXAMINING picture tube at the RMA exhibit for foreign technicians 
at the CCIR sessions are (l tor): RMA President R. C. Cosgrove; William 
H. J. McIntyre, chairman of the U. S. delegation to London CCIR con- 
ference; Dr. W. R. G. Baker, director of RMA engineering dept. 


CIR MEET 


BY THE 


END of 1954 television should be available to 


Technicians Witness TV 
Demonstrations 


33 million 


families within the United States, Dr. W. R. G. Baker, director of the 
RMA Engineering Department told representatives of 12 European na- 


tions in New York last week. 

Dr. Baker spoke to the visiting 
engineers who, together with rep- 
resentatives of the United States, 
comprise Study Group 11 of the 
International Radio Consultative 
Committee (CCIR) here for a two- 
weeks inspection of television in the 
United States at the invitation of 
the State Dept. 

In reviewing the television situa- 
tion Dr. Baker pointed out that 
until the freeze is lifted we will 
be limited to a maximum of 109 
stations serving 63 market areas 
which represent a total retail sales 
volume of over 87 billion dollars on 
an annual basis. 


Welcomed by TV 


Delegates heard welcoming talks, 
directly from Washington, by 
Under Secretary of State James E. 
Webb and FCC Chairman Wayne 
Coy, via the DuMont TV Network. 
Francis Colt de Wolf, chief of the 
Telecommunications Policy Staff of 
the State Dept., presided. 

Participants in the opening cere- 
mony also included R. C. Cosgrove, 
president of the Radio Mfrs. Assn. 

The visiting engineers are in 
this country preparatory to seek- 
ing an international accord on TV 
transmission standards at a con- 
ference in London in May. 


The group visited television 
studios and transmitters of most of 
the major stations and manufac- 
turers in the New York area. 

On Wednesday the group saw a 
demonstration of Phonevision and 
heard an address by H. C. Bonfig, 
vice president, Zenith Radio Corp. 
Pointing out the heavy costs of 
developing television he said that 
this system “will enable the show- 
ing of fine pictures for those who 
wish to pay their ‘admission’ on 
a basis that will be highly profitable 


* 


for all concerned and save the 
consumer more than half of what 
it would cost him and his family 
to see the same entertainment in 
the theatre.” 

Today (April 3) the group is slated 
to witness demonstrations at the RCA 
Labs, Princeton, N. J. Planned for 
tomorrow’s itinerary are demonstra- 
tions of TV receivers and cameras at 
RCA plants in Camden, N. J. On 
Wednesday, the technicians are to 
visit the Philco Corp. plants in Phila- 
delphia, witness demonstrations and 
also inspect the Philco TV transmit- 
ter. 

On Thursday, the three principal 
color TV proponents—RCA, CBS and 
CTI— will explain their systems at a 
conference at the State Dept. in Wash- 
ington. The following day, demonstra- 
tions of the three color systems will 
be given in Washington. 

Following the American demonstra- 
tions, the study group will go to 
Paris for French TV demonstrations 
April 20-22; to Eindhoven for Dutch 
demonstrations on April 24-25, and to 
London for British demonstrations, 
April 27-May 4. 

Purpose of the United States 
demonstrations, the State Dept. 
stated, is to show in full technical 
detail currently used United States 
systems to permit the engineers at- 
tending from the various nations to 
decide for themselves which of the 
several television systems is the 
best. 


All four demonstrations are part 
of the work of Study Group 11 of 
CCIR, a sub-organ of the Interna- 
tional Telecommunication Union 
charged with the study of technical 
radio and television questions. 

The following countries, in addition 
to the United States, are members 
of the CCIR Study Group: Austria, 
Belgium, Czechoslovakia, Denmark, 
France, Hungard, Italy, The Nether- 
land, Sweden, Switzerland, United 
Kingdom and Yugoslavia. 


April 3, 1950 


TV AND SPORTS 
L. A. Chamber Plans Study 


AIMING to achieve healthier re- 
lationship between television and 
athletics, Los Angeles Chamber of 
Commerce has appointed a_ sub- 
committee of its television commit- 
tee composed of representatives 
from television, sports and public 
offices to study the present situation 
and to plan future policies. 

According to Arthur F. Kelly, 
vice president of Western Air 
Lines, who will head the project, 
the study will be a “friendly, co- 
operative pursuit” of two main 
objectives: (1) to develop rational, 
open-minded, business-like inter- 
pretation of inter-relationship of 
sports and television; (2) to es- 
tablish common ground for sports 
and television to base present and 
future policies and their relations 
with each other, in light of public 
interest and community advance- 
ment. Public service aspects of the 
picture will be analyzed by two 
panels of experts. 

H. L. Hoffman, head of Hoffman 
Radio & Television Corp., Los Angeles 
will moderate for television interests; 
William H. Nicholas, Memorial Col- 


iseum manager, for sports. Panel 
members have not yet been named. 


Other sub-committee members in- 
clude Don Fedderson, manager, KLAC- 
AM-TV Hollywood; Walter McCreery, 
head, Walter McCreery Inc., Beverly 
Hills; Richard A. Moore, ABC Western 
Division television director; Tom 
Harmon, sportscaster, in addition to 
representatives from other fields. 


CHEAPER-- 


BUY THE 
Ya DOZEN! 


10% OFF! Advertisers us- 
ing the three-station facili- 
ties of WLW-Television are 
now entitled to an additional 
10% discount. 


40% OFF! WLW-Televi- 
sion’s summer rates are ef- 
fective between May 1 and 
September 30—with dis- 
counts up to 40%. 


1000°% UP! TV set owner- 
ship in the WLW-Television 
area has increased more 
than 1000% during the last 
year—totals 157,900 as of 
February 1. 


WLW-teevision 


WLW-T WLW-D WLW-C 


CINCINNATI DAYTON COLUMBUS 


Crotty Crondeatling Crypnittiin, 


CINCINNATI 2, OHIO 
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UnF STATION 


Bridgeport, Conn. is relatively 


Bridgeport Experiment 
Favorable, Lohnes 


TELEVISION in the UHF band, as broadcast by RCA and NBC at 
free 


from undesired effects of noise, 


according to George M. Lohnes, member of the consulting engineering 


firm of Craven, Lohnes & Culver. 
bly impressed” by the operation. 

Mr. Lohnes also is impressed 
with the progress of UHF trans- 
mitting and receiving equipment, 
he said, after inspecting the 
Bridgeport operation. This devel- 
opmental station was described as 
having great promise by Richard 
W. Davis, general manager of 
WELI New Haven, Conn. [TELE- 
CASTING, Feb. 6]. 

In a_ statement prepared for 
TELECASTING, Mr. Lohnes said: 

Several weeks ago I read with con- 
interest the Bridgeport UHF 
story written by Dick Davis. My in- 
terest in this article was twofold: 
First, the part that UHF is going to 
play in future TV allocations, and sec- 
ond, my personal relationship with 
Dick Davis. 

During the past couple of weeks I 
happened to be on a field job in the 
New England area and when I started 
knocking out a few miles toward home 
I stopped off in New Haven for a short 
visit with Mr. Davis and a visit to the 
UHF operation over in Bridgeport. 


siderable 


Sometime ago we had a similar ex- 
perimental UHF operation in Wash- 
ington and I happened to be one of the 
persons provided with a converter for 
use in conjunction with the TV re- 
ceiver in my home. Frankly, I was 
not favorably impressed with any of 
the results obtained in my own case. 
Perhaps I was biased, as a result of my 
experience, and did not approach the 
Bridgeport operation in anything but 


COMMONWEALTH 


Currently Serving the 
Nation's Leading TV Stations 


FRANKIE DA 
CTION PICTURES 


(2 
CHARLIE a. 2 
COMEDIES #& 


2 REELS 
EACH 


‘or further inform- 
ation and complete 
list, write to 


LommOnWeERLTH 


Hla and tSelervtsten, Fre. 


723 Seventh Avenue, New York 19, N.Y 
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Mr. Lohnes said he was “very favora- 


SUBJECT of UHF telecasting devel- 
opments is slated high on agenda 
of forthcoming NAB engineering 
conference in Chicago April 12-15. 


a skeptical frame of mind. 

During the course of my visit we 
stopped off at the transmitter in 
Bridgeport, saw the station in opera- 
tion and then went to a receiving loca- 
tion which represented anything but a 
good location and saw the same pro- 
gram on two receivers. One receiver 
was tuned to a New York VHF station 
and the other was a current model 
popular receiver with a converter in- 
stalled inside the cabinet. This re- 
ceiver was tuned to the Bridgeport 
UHF station. I could go on into con- 
siderable detail regarding the setup, 
but it is all there in Bridgeport and I 
will skip that for now. 

Two things impressed me after this 
visit: First, the development of the 
UHF transmitting and receiving equip- 
ment, and second, the freedom of the 
UHF picture from the _ undesired 
effects of noise. Of course, engineers 
have had some knowledge of the noise 
problem in the UHF region, but I am 
a member of the “Missouri” school of 
thought and admit that I was very 
favorably impressed as a result of 
what I saw in Bridgeport. 


Telestatus 
(Continued from Telecasting 6) 


total accounts in excess of 100 in 
February. 

Advertisers of food and food 
products continue to be the leading 
user of television (see table). There 
were 414 different accounts active 
in February. This classification also 
led in the network and spot field 
while locally advertisers of house- 
hold equipment and _ accessories 
were most active. 


Hooperatings Show 
Television’s Leadership 


THE FIVE most popular pro- 
grams in all New York homes, ac- 
cording to the latest Hooperatings, 
are television shows. Of the first 
15 programs in all homes, nine 
were television and six radio. 
Ratings follow for all New York 
homes: 

SPONSORED NETWORK PROGRAMS 


1. Milton Berle 28.7 TV 

2. Godfrey’s Talent Scouts 20.7 TV 

3. Toast of Town 18.3 TV 

4. Lights Out 3 XV 

5. The Goldbergs 16.8 TV 

6. Jack Benny 14.7 Radio 

7. Godfrey’s Talent Scouts 14.7 Radio 

8. My Friend Irma 13.6 Radio 

9. Studio One 13.2 TV 

10. Radio Theatre 13.2 Radio 
Based on the Baltimore Janu- 

ary-February report of Hooper, 


WMAR-TV Baltimore reports that 
television has captured more than 
50% of the night broadcast audi- 
ence in that city. 

According to the Hooper Station 


“ail Jie 


Drawn for TELECASTING by John Zeigler 


Audience Index, the three televi- 
sion stations in Baltimore attracted 
50.2% of the average Sunday- 
through - Saturday audience _ be- 
tween 6 and 10:30 p.m. 


New Rate Policy 
Initiated by WPIX (TV) 


NEW RATE ecard providing re- 
duction of time costs to advertisers 
using its facilities on long-term 
basis has been published by WPIX 
(TV) New York. Effective date 
of rates listed on card No. 2 was 
March 15. 

Under the new scale of fre- 
quency discounts, time classifica- 
tions and weekly strip rates, basic 
rates remain the same but new time 
classifications are set up: Class A, 
7-10 p.m.; Class B, 5-7 p.m. and 


10-11 p.m.; Class C, all other 
times. Scale of frequency dis- 
counts range from 2%% for 13 


times to 20% for 260 times. 

New weekly strip rates now per- 
mit a sponsor to air a six-a-week 
program at a five-a-week rate sub- 
ject to additional discounts of 5% 
and 10% for 26 and 52 consecutive 
weeks, respectively, it was ex- 
plained. 


Nielsen TV Ratings 
For New York 


NIELSEN TV ratings for the New 
York area released last week show 
Milton Berle’s Texaco Star The- 
atre as the leader among programs 
telecast two or more times during 
the four weeks ended March 11. 
The Nielsen evening, once-a-week 
ratings for New York are reported 
as follows: 


WSM-TV PLANS 
Opening Seen by Late Su 


PREDICTING television in Nash. 
ville by late summer, officials of 


nmer 


WSM-TV have announced plans 
for the station’s installation after 
FCC granted modification and ex. 
tension of the construction permit 
March 7. 

Hookup of the station’s own re. 
lay with the coaxial cable, which js 


slated to reach Louisville in Octo. 
ber, will bring network TV to Nash- 
ville, officials said. Total cost of the 
WSM-TV installation, including 
transmitter and microwave relay 
system between Nashville and Lou- 
isville will be approximately $400,. 
000, it was reported. 

The transmitter will be located 
at 14th and Compton Aves. The 
relay system will consist of trans- 
mitters and receivers at five points 
between the two cities. All equip- 
ment for construction and instal- 
lation of WSM-TV is on order and 
work will begin immediately, it was 
stated. 


SET EXCISES 


Would Hit Sales—Elliott 


A 10% FEDERAL excise tax on 
TV sets will jump costs on receivers 
enough to make it difficult for 
“hundreds of thousands” of peo- 
ple to purchase them, according to 
Joseph B. Elliott, vice president in 
charge, RCA _ Victor consumer 
products. 





In an address before the Ameri- 
can Bankers Assn. in Chicago last 
Wednesday, Mr. Elliott warned the 
proposed excise tax would partially 
nullify progress made by TV set 
manufacturers in leveling prices. 
Also mentioned by Mr. Elliott was 
a “universal TV receiver capable 
of bringing in both present and 
UHF TV signals and also a UHF 
adapter ... in addition to present 
types of sets” should the FCC as- 
sign channels in the UHF band. 


WDTV (TY) Expands 


WDTV (TV) Pittsburgh has con- 
tracted for 7,500 square feet of 
space in the city’s Chamber of Com- 
merce Bldg. in line with expansion 
of its studios for locally produced 
shows, Donald A. Stewart, general 
manager, has announced. Mr. 
Stewart said the DuMont. TV Net- 
work outlet will move its adminis- 
trative offices to the second floor 
of the building about May 1. 








Nielson-TV- % TV Homes Using 
Rating (At Telecast Time) 

(Number 2 

of Tele- Homes Homes TV Radio 
Rank Program casts) % (000) % % 
1 Texaco Star Theatre (4) 75.5 757 82.6 8.2 
2 Godfrey's Talent Scouts (4) 59.9 601 80.0 5.7 
3 Toast of Town (4) 56.3 565 72.8 3.9 
4 Godfrey & Friends (4) 43.0 431 76.6 8.1 
5 Lights Out (4) 39.1 392 82.0 49 
6 Gillette Boxing (4) 38.5 386 66.6 41 
7 Man Against Crime (4) 37.7 378 71.0 7.0 
8 Studio One (4) 36.5 366 68.5 3.5 
9 Phileo TV Playhouse (4) 36.1 362 73.4 45 
10 The Goldbergs (4) 35.9 360 82.2 4.0 


NOTE: Number of homes is obtained by applying the rating (%) to 1,003,000—the Feb. 1, 


950, NTI estimate of total TV homes in the “New York’ area. 
Copyright 1950 by A. C. NIELSEN CO. 
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The electron tube 
that rivals 
the human ey 


Invention of the iconoscope—TV's first 
all-electronic ““eye’’—led to supersensitive 
RCA image orthicon television cameras 


No. 3 in a series outlining high 
points in television history 


Photos from the historical collection of RCA 


@ Had you attempted to invent a television camera from scratch, 
odds are you'd have followed the same path as early experimenters 
-and tried to develop it on mechanical principles. 

Illogical? Yes, in the light of what we now know about electron- 
ics. But remember, electronics was a young science in television’s 
infancy, The best existing way to take pictures in motion was with 
amechanical device—the “movie” camera. To follow such a lead 
seemed logical. 


Then the iconoscope was invented by Dr. V. K. Zworykin, now 
of RCA Laboratories. This all-electronic “eye” for television cameras 


had no moving parts, no chance of mechanical failure! 





Mechanical scanning equipment, used at RCA-NBC experimental televi- 
sion station W2XBS in 1928, long before the RCA image orthicon camera. 
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Dr. V. K. Zworykin of RCA Laboratories with his iconoscope tube. Its 
successor, the image orthicon, has been developed by RCA scientists to 
have up to 1000 times greater sensitivity. 


) 


Basing their research on principles uncovered by Dr. Zworykin’s 
iconoscope, RCA scientists next developed the image orthicon pick- 
up tube—eye of today’s supersensitive RCA image orthicon televi- 
sion camera. So keen is this instrument’s vision that it sees by 
candlelight or by the faint flicker of a match. 

Despite its simplicity of operation, the RCA image orthicon tube 
is a highly complex electronic device. Integrated, within its slim 
14-inch length, are the essentials of 3 tubes—a phototube, a cathode 
ray tube, and an electron multiplier! 

The phototube converts a light image into an electron image 
which is electrically transferred to a glass target, and then scanned 
by an electron beam to create a radio signal. The electron multiplier 
then takes the signal, and greatly amplifies its strength so that it can 
travel over the circuits which lead to the broadcast transmitter. 

Inside the tube itself, more than 200 separate parts are assembled 
with watchmaker precision. For example, a tiny piece of polished 
nickel is pierced with a hole only one-tenth the thickness of a human 
hair . . . a copper mesh with 250,000 holes to a square inch is used 

. and the glass target is bubble-thin! Yet all are assembled and 
made to work—at RCA’s Lancaster Tube Plant—with magnificent 
precision. 

Actually 100 to 1000 times as sensitive as its parent, the icono- 
scope, RCA’s image orthicon pickup tube literally rivals the human 
eye. And when an outdoor telecast may start in daylight and wind 


up in dusk—that’s a necessity ! 


Radio Corporation of America 
WORLD LEADER IN RADIO—FIRST IN TELEVISION 
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JANSKY & BAILEY 


Executive Offices 
National Press Building 
Offices and Laboratories 
1339 Wisconsin Ave., N. W. 
Washington, D. C. ADams 2414 
Member AFCCE* 


Commercial Radio Equip. Co. 
Everett L. Dillard, Gen. Mgr. 


INTERNATIONAL BLDG. DI. 1319 
WASHINGTON, D. C. 


PORTER BLDG. LO. 8821 
KANSAS CITY, MO. 


RAYMOND M. WILMOTTE 


1469 CHURCH ST., N. W. DE. 1232 


WASHINGTON 5, D. C. 


MAY 


1422 F St., N. W. Kellogg Bldg. 
Washington, D. C. REpublic 3984 
Member AFCCE* 


RUSSELL P. 


E. C. PAGE 


CONSULTING RADIO 
ENGINEERS 


BOND BLDG. EXECUTIVE 5670 
WASHINGTON 5, D. C. 
Member AFCCE* 


WILLIAM L. FOSS, Inc. 


Formerly Colton & Foss, Inc. 
927 15th St., N. W. REpublie 3883 
WASHINGTON, D. C. 





A. R. Bitter 


CONSULTING RADIO ENGINEERS 
4125 Monroe Street 
TOLEDO 6, OHIO 

Telephones—Kingswood 7631, 9541 


WALTER F. KEAN 
AM-TV BROADCAST ALLOCATION, 
FCC & FIELD ENGINEERING 


1 Riverside Road — Riverside 7-2153 
Riverside, Ill. 
(A Chicago suburb) 



















McNARY & WRATHALL 
RADIO ENGINEERS 


906 Natl. Press Bldg. 1407 Pacific Ave. 
Washington 4, D.C. Santa Cruz, Cal. 
Member AFCCE* 







A. D. RING & CO. 


26 Years’ Experience in Radio 
Engineering 
MUNSEY BLDG. REPUBLIC 2347 
WASHINGTON 4, D. C. 
Member AFCCE* 


JOHN J. KEEL 


Warner Bldg., Wash., D. C. 


National 6513 


ANDREW 


CORPORATION 
SPECIALISTS IN 
Allocation ¢ Design ¢ Installation 


363 E. 75th St., Chicago 19, Ill. 
PHONE: TRiangle 4-4400 


CHAMBERS & GARRISON 


1519 Connecticut Avenue 
WASHINGTON 6, D. C. 
MICHIGAN 2261 
Member AFCCE* 


JOHN CREUTZ 
319 BOND BLDG. REPUBLIC 2151 
WASHINGTON, D. C. 
Member AFCCE* 





SILLIMAN & BARCLAY 


1011 New Hampshire Ave. RE. 6646 
Washington, D. C. 


2915 Red River 2-5055 
Austin, Texas 


ADLER ENGINEERING CO. 
TELEVISION AND BROADCAST FACILITIES 
RESIGN AND CONSTRUCTION 


18 Grand St., New Rochelle, N. Y. 
New Rochelle 6-1620 








CONSULTING RADIO ENGINEERS 


40 years of professional 
background 


PAUL GODLEY CO. 


Upper Montclair, N. J. 
MOntclair 3-3000 
Labs: Great Notch, N. J. 


There is no substitute for experience 


GLENN D. GILLETT 
AND ASSOCIATES 


982 NATL. PRESS BLDG. NA. 3373 
WASHINGTON, D. C. 
Member AFCCE* 


Craven, Lohnes & Culver 
MUNSEY BUILDING DISTRICT 8215 
WASHINGTON 4, D. C. 
Member AFCCE* 





Dixie B. McKey & Assoc. 
1820 Jefferson Place, N. W. 
Washington 6, D. C. 
REpublic 7236 








KEAR & KENNEDY 


STERLING 7932 
WASHINGTON, D. C. 


Member AFCCE* 


1703 K ST., N. W. 








Philip Merryman & Associates 
© 114 State Street 


® Bridgeport 3, Conn. 
® Bridgeport 5-4144 
RADIO CONSULTANTS 






LYNNE C. SMEBY 


“Registered Professional Engineer” 
EX. 8073 


820 13th St., N. W. 
Washington 5, D. C. 














Member AFCCE* 





GEORGE C. DAVIS 


501-514 Munsey Bldg.—STerling 011) 
Washington 4, D. C. 
Member AFCCE* 


GAUTNEY & RAY 
CONSULTING RADIO ENGINEERS 


1052 Warner Bldg. 
Washington 4, D. C. 
National 7757 


Mcintosh & Inglis 
710 14th St., N.W.—Metropolitan 4477 
WASHINGTON, D. C. 
Member AFCCE* 








WELDON & CARR 


WASHINGTON, D. C. 
1605 Connecticut Ave. 
DALLAS, TEXAS 

1728 Wood St. Riverside 3611 
Member AFCCE* 


MI. 4151 


A. EARL CULLUM, JR. 
CONSULTING RADIO ENGINEERS 


HIGHLAND PARK VILLAGE 
DALLAS 5, TEXAS 
JUSTIN 8-6108 


GUY C. HUTCHESON 


1100 W. ABRAM ST. AR 4-8721 


ARLINGTON, TEXAS 


GEORGE P. ADAIR 


Radio Engineering Consultant 


EXecutive 5851 1833 M STREET, N. W. 
EXecutive 1230 WASHINGTON 6, D. C. 
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MARCH 24 to MARCH 31 


cp-construction permit 
pA-directional antenna 
ERP-effective radiated power 
STL-studio-transmitter link . 
synch. amp.-synchronous amplifier 


STA-special temporary authorization 


ant.-antenna cond.-conditional 


D-day LS-local sunset 
N-night mod.-modification 
aur.-aural trans.-transmitter 


unl.-unlimited hours 
CG-conditional grant 


vis.-visual 


Grants authorizing new stations, changes in facilities, and transfers 
appear at the end of this department, accompanied by a roundup of new 


station and transfer applications. 





March 24 Applications .. . 


ACCEPTED FOR FILING 


License for CP 

KMOD Modesto, Calif.—License for 
cp new AM station. ; 7 

KSDO San Diego, Calif.—License for 
cP AM station to change hours of 
operation, increase power etc. 

KSUB Cedar City, Utah—License for 
cp AM station to change frequency 
= AM—950 ke 

Tri-State Bestg. Co., Summerville, 
Ga.—CP new AM station on 910 ke, 1 
kw D AMENDED to request 950 kc. 


License Renewal 
Request for license renewal AM sta- 
tion: KTMS Santa Barbara, Calif.; 
KAAA Red Wing, Minn. 

Modification of CP 
Mod. CP new FM station for ex- 
tension of completion date: KBMT San 
Bernardino; WAUX-FM Waukesha, 
Wis. 

Request for Reinstatement 

WLAB-FM Lebanon, Pa.—Applica- 
tion for reinstatement of CP which ex- 
pired 11-29-49. 


APPLICATION RETURNED 
KFMB-TV San Diego, Calif.—RE- 
TURNED 3-21-50 request for extension 
of completion date. 


March 27 Decisions .. . 


ACTIONS ON MOTIONS 


By Commissioner George E. Sterling 


KPAS Banning, Calif.—Granted peti- 
tion requesting dismissal of applica- 


tion. 

WMIN St. Paul, Minn.—Granted peti- 
tion of WMIN requesting dismissal 
without prejudice of application; on 
Commission’s own motion, application 
of Owatonna Bestg. Co. is removed 
from hearing docket. 

Pratt Bestg. Co., Pratt, Kan.—Granted 
petition to accept late appearance in 
proceeding upon application. 

WWNR Beckley, W. Va.—Granted 
leave to amend ‘application so as to 
specify 500 w N in lieu of 1 kw, and for 
removal of application, as amended, 
from hearing docket. 

Houston Bestrs., Albany, Ga.—Grant- 
ed petition requesting dismissal with- 
out prejudice of application. 





Custom-Built Equipment 
U. $. RECORDING CO. 


1121 Vermont Ave., Wash. 5, D. C. 
STerling 3626 


Ee 


CLARENCE R. JACOBS 


Studio Consultants 


Planning - Design - Acoustics 
ee 


Box 69 Princeton, Illinois - Tel. No. 4200 


Bestg. Co., and 
David W. Jeffries, Ironton, Ohio— 
Granted request of James Goodrich 
Coston for indefinite continuance of 
hearing, presently set for March 29 at 
Washington, D. C., re applications of 
Coston-Tompkins Bestg. Co. and that 


Coston-Tompkins 


of David W. Jeffries. 

KNEU and KCSU Provo, Utah— 
Granted petition of KNEU requesting 
dismissal without prejudice of appli- 
cation; on Commission’s own motion, 
application of Central KCSU is re- 


moved from hearing docket. 

KVOG Ogden, Utah—On Commis- 
sion’s own motion action of March 15 
granting petition for intervention in 
proceeding in Dockets 9559 and 9560 is 
set aside and petition is denied. 


By Examiner Jack P. Blume 

Radio Reading, Reading, Pa.—Grant- 
ed leave to amend application so as to 
(1) change applicant from individual 
to co-partnership composed of John J. 
Keel and Lloyd W. Dennis Jr., tr/as 
Radio Reading; (2) to change facilities 
requested from 1400 ke 250 w to 1510 ke 
1 kw U DA-1; (3) to substitute com- 
pletely new engineering data; and (4) 
to supply new data as to legal and 
financial qualifications of applicant 
partnership; it is further ordered that 
application as amended, is hereby re- 
moved from hearing status and referred 
to Broadcast License Branch for issu- 
ance of new file number. pursuant to 
reauirements of Sec. 1.373(i) of Com- 
mission’s rules and regulations. 


By Examiner J. D. Cunningham 
WJIG Tullahoma, Tenn.—Granted re- 
quest to accent appearance of Raymond 
L. Prescott Jr. filed in proceeding in 
Docket 9544. 


WHIT New Bern, N. C. and WELS 
Kinston, N. C.—Granted petition of 
WHIT to amend application so as to 
change operating pattern and reduce 
interference which its proposal would 
cause to existing station in Roanoke, 
Va., and granted petition of WELS for 
continuance of hearing upon applica- 
tion and that of WHIT from April 5, to 
May 8 in Washington, D. C. 


By Examiner Fanney N. Litvin 

FCC General Counsel—Granted peti- 
tion requesting that hearing now sched- 
uled for April 24 in Washington, D. C. 
re applications of Louis Wasmer, Pasco, 


(Continued on 64) 
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PRECISION FREQUENCY MEASUREMENTS 
Engineer On Duty All Night Every Night 


PHONE JACKSON 5302 


P.O. Box 7037 Kansas City, Mo. 


* VACANCY 

YOUR FIRM’S NAME in this “vacancy” 
will be seen by 15,500 readers— 
station owners and managers, chief 
engineers and technicians—applicants 
for AM, FM, Television and facsimile 
facilities. 
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Atom pile by-products 
“fly” to help medical research 
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Radioisotopes were needed by a Boston hospital for patient treatment. 
Lead-shielded box of radioactive iodine (weight, 35 lbs.) picked up by Air 


Express in Knoxville, Tennessee, at 11 a.M., delivered to hospital 7:15 
p.M. Charge, only $8.60. Hospitals, like all business, use Air Express regu- 
larly to get supplies from anywhere in hours. 





It’s easier and more convenient to 
use the world’s fastest shipping serv- 
ice. When shipments are ready, just 
phone for pick-up. Special door-to- 
door service included in the low rates. 
It’s your best air shipping buy. 


Your shipments keep moving. Air Ex- 
press goes on every Scheduled Air- 
line flight. Frequent schedules. Use 
dependable, experienced Air Ex- 
press regularly—keep your business 
rolling at a profitable clip. 


Only Air Express gives you all these advantages 

World’s fastest shipping service. 

Special door-to-door service at no extra cost. 

One-carrier responsibility all the way. 

1150 cities served direct by air; air-rail to 18,000 off-airline offices. 
Experienced Air Express has handled over 25 million shipments. 


Because of these advantages, regular use of Air Express pays. It’s your best air 
shipping buy. For fastest shipping action, phone Air Express Division, Railway 
Express Agency. (Many low commodity rates in effect. Investigate.) 


AIKUPKES 


GETS THERE FIRST 







Rates include pick-up and delivery door 
to door in all principal towns and cities 





ee A service of 
EXPRESS 


Railway Express Agency and the 


SCHEDULED AIRLINES of the U.S. 


=, 
ad 
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FCC Actions 


(Continued from page 63) 
Decisions Cont.: 
Wash. and that of Cascade Bestg. Co. 
Inc., Richland, Wash. be continued to 
May 22. 

By Examiner Basil P. Cooper 

Henry Lee Taylor, San Antonio, Tex. 

—Granted continuance of hearing in 
proceeding re application and that of 
Wintergarden Bestg. Co., Crystal City, 
Tex. from March 30 to June 5 in Wash- 
ington, D. C. 


March 27 Applications .. . 


ACCEPTED FOR FILING 


AM—1490 ke 


WAPF McComb, Miss.—CP AM sta- 
tion to change from 1010 ke 250 w unl. 
to 1490 ke 250 w unl. 


AM—1280 ke 
John Townsend, North Platte, Neb.— 


CP new AM station on 1010 kc 1 kw D 
AMENDED to request 1280 kc. 


Modification of License 
KWK St. Louis, Mo.—Mod. license to 
change corporate name from Thomas 
Patrick Inc. to KWK Inc. 


License Renewal 
Request for license renewal AM sta- 
tion: WHAY New Britain, Conn.; KFNF 
Shenandoah, Ia. 


Modification of CP 
Mod. CP new FM station for exten- 
sion of completion date: WBGE-FM 
Atlanta, Ga.; RGK Brookfield, IIl.; 
KOWN Conway, Ark. 


Modification of License 


KWK-FM St. Louis, Mo.—Mod. li- 
cense to change corporate name from 
Thomas Patrick Inc. to KWK Inc. 

License for CP 

License for CP new FM_ station: 
KTUL-FM Tulsa, Okla.; WITJ Ithaca, 
N. 


FM—107.1 mec 

KFSA-FM Fort Smith, Ark.—Class B 
FM station Ch. 299 (107.7 mc) AMEND- 
ED to Class A, Ch. 296 (107.1 mc). 

KVLC-FM Little Rock, Ark.—Mod. 
CP new FM station to change from 
Class B, Ch. 231 (94.1 mc) to Class A, 
Ch. 237 (95.3 mc) and change power to 
392 w, ant. to 115 ft. 

WERC-FM Erie, Pa.—Mod. CP new 
FM station to change ERP to 9.7 kw, 
ant. to 512 ft. 

Mod. CP new commercial TV station 
for extension of completion date: 
WKZO-TV Kalamazoo, Mich. to 10-24- 
50; KEYL San Antonio, Tex. to 7-7-50. 


March 28 Decisions .. . 


BY THE SECRETARY 


WERE Cleveland, Ohio—Granted li- 
cense new AM station and specify stu- 
dio location; 1300 kc 5 kw unl. DA-1. 

American Bestg. Co. Inc., Area of 
Washington, D. C.—Granted request to 
cancel licenses for remote pickups KA- 
3021-22. 

KMYR Bestg. Co., Denver, Col.— 
Granted licenses for new remote pick- 
ups KAA-922, KA-5237-38. 


Isle of Dreams Bestg. Corp., Miami, 
Fla.—Granted license new remote pick- 
up KA-3239. 

Hagerstown Bestg Co., 
Md.—Granted license for 
KGA-79. 

KAYL-FM Storm Lake, Iowa— 
Granted license new FM station; Chan. 
268 (101.5 mc) 8.9 kw, 370 ft. 


WSPA-FM Spartanburg, S. C.— 
Granted license for new FM station; 
Chan. 255 (98.9 mc) 4.9 kw, 520 ft. 


Hearst Radio Inc., Area Baltimore, 
Md.—Granted license to use facilities 
of STL KGB-64 as a new exper. TV 
remote pickup KA-6174. 

The Connecticut Bestg. Co., Hartford, 
Conn.—Granted mad. license to change 
frequencies from 33.38, 35.02, 37.62 and 
39.82 mc. to 26.17, 26.27 and 26.37 me, 
KA-5475. 


National Bestg. Co. Inc., New York— 
Granted mod. license to change fre- 
quencies of remote pickup KA-4687 
from 31.22, 35.62, 37.02, 39.26 mc to 
26.11, 26.15, 26.25, 26.35, 26.45 mc. 

Voice of the Rockies Inc, Colorado 
Springs, Col.—Granted CP for new re- 
mote pickup KAB-342. 

American Bestg. Co. Inc., Portable, 
Area of Chicago—Granted CP for new 
remote pickup KA-6176. 

WRAC Racine, Wis.—Granted mod. 
CP for approval of ant., trans. and 
sutdio locations. 

Following were granted mod. CPs 
for extension of completion dates as 
shown: WCOH-FM ewnan, Ga. to 
9-30-50: WTCN-FM Minneapolis to 10- 
5-50; KFI-FM Los Angeles to 10-16-50; 
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Hagerstown, 
new STL 


WELI-FM New Haven, Conn. to 10-10- 
50; WWOL-FM Buffalo, N. Y. to 10- 
1-50; KOMA-FM Oklahoma City, Okla. 
to 10-1-50; WPRA Mayaguez, P. R. to 
5-19-50 subject to condition that per- 
mittee, after construction, shall submit 
measurements to prove that proposed 
trans. meets Commission’s Standards of 
Good Engineering Practice; KA-5136 
Arecibo, P. R. to 6-15-50; KFUO-FM 
Clayton, Mo. to 9-24-50; WFMB Mayo- 
dan, N. C. to 10-13-50; WCBS-TV New 
York to 10-10-50; KE2XEK Area New 
Brunswick, N. J. to 10-9-50; KSL-TV 
Salt Lake City, Utah to 10-15-50. 

WGRA Cairo, Ga.—Granted license 
new AM station; 1300 ke 1 kw D. Cond. 

WEAS Decatur, Ga.—Granted license 
install new ground system. 


KLIF Oak Cliff, Tex.—Granted li- 
cense change frequency, power, hours 
of operation and install DA-N and 
change type trans.; 1190 ke 1 kw unl. 
D 


WTPS New Orleans—Granted license 
change hours of operation, change 
power and install DA-N; 940 ke 1 kw- 
D, 500 w-N DA-N. 

KGBC Galveston, Tex.—Granted li- 
cense to use presently licensed aux. 
trans. as main trans. for nighttime 
operation. Granted license to use pres- 
ently licensed 1 kw main trans. as aux. 
trans. for nighttime operation with 
power of 250 w. 

WHBI Newark, N. J.—Granted CP to 
install aux. trans. at present location 
of main trans.; 1280 kw. 

WGSV_ Guntersville, Ala.—Granted 
mod. CP to change trans. location, and 
change type trans. 


WSMP St. Marys, Pa.—Granted mod. 


CP for approval of ant. and trans. 
location. 
KCRV Caruthersville, Mo.—Granted 


mod. CP to change type of trans. 


WGAD Gadsden, Ala.—Granted mod. 
CP for extension of completion date to 
6-15-50. 

KRLD-TV Dallas, Tex.—Same to 10- 
KTRY Bastrop, La.—Granted volun- 
tary assignment of license from _ part- 
nership to new corporation, Morehouse 
Bestg. Co. Inc.; no monetary consider- 
ation involved. 


WDAF-TV Kansas City, Mo.—Grant- 
ed license to change studio location. 


Westinghouse Radio Stations Inc., 
Area Boston, Mass.—Granted CP new 
exper. TV relay KA-6148. 


KBIO, Inc., Burley, Ida. — Granted 
CP new remote pickup KA-6149. 

Central Washington Bestrs. Inc., El- 
lensburg, Wash.—Granted CP and li- 
cense new remote pickup KA-3523. 

Mosby’s Inc., Missoula, Mont. — 
Granted CP and license new remote 
pickup KA-2989. 

WJBW-FM New Orleans—Granted 
mod. CP for extension of completion 
date to 10-3-50 on condition that con- 
struction be completed or interim oper- 
ation be provided by that date. 

WISR-AM-FM Butler, Pa.—Granted 
voluntary assignment of license from 
individual to newly formed corpora- 
tion, Butler Bestg. Co. Inc. 

WDSU-FM New Orleans — Granted 
mod. CP for extension of completion 
date to 9-28-50. 

WPRT Prestonsburg, 
7-28-50. 

Middlesex Bestg. Corp., Cambridge, 
Mass.—Granted license for new remote 
pickup KA-5627. 

Savannah Bestg. Co., Savannah, Ga. 
—Granted mod. license to change fre- 
} ad to 26.15, 26.25, 26.35 mec KA- 
5. 


Hollywood Bestg. Co., Hollywood, 
Fla.—Granted CP new remote pickup 
KA-f128. 

KMYR Bestg. Co., Denver, Col.— 
Granted CP for new remote pickup 
KA-6131. 

Mid-Hudson Bestrs. Inc., Poughkeep- 
sie, N. Y.—Granted CPs for new re- 
mote pickup KA-6132, 33. 

Fort Worth Bestg. Co., Fort Worth, 
Tex.—Granted CP and license new re- 
mote vickups KA-6132-33. 

KMTR Radio Corp., Area Los An- 
geles—Granted CP new exp. TV relay 
KA-6129. 


March 29 Decisions. . . 


BY COMMISSION EN BANC 
Renewal Granted 


WGWD Gadsden, Ala.—On petition 
granted renewal of license without 
hearing, for period ending May 1, 1952. 

WDMJ Marquette, Mich.—Granted 
rénewal of license for period ending 
Feb. 1, 1953. 

Hearing Designated 

KXLR No. Little Rock: KWEM West 
Memphis, Ark.; KHOZ Harrison, Ark.; 
KWAK Stuttgart, Ark.—By order Com- 
mission designated May 1, as date and 
Little Rock, Ark., as place for con- 
solidated hearing on applications for 


Ky.—Same to 


of CKEY’s local shows. 


cd 


LITERALLY up to her neck in letters is this CKEY Toronto tabulater. Sta- 
tion reports it pulled a total of 127,847 letters as a result of drives by two 


Mother Parkers Musical Mysteries, Saturday eye- 


ning at 7:30, drew 51,565 letters in a single week prior to the awarding 


of a new automobile by Mother Parkers Tea Co. 


Another show, Pick the 


Hits, Monday through Friday at 12:05, in a four week period reportedly 
brought an avalanche of 76,282 letters, 29,896 received in a single week. 





renewal of licenses of KXLR KWEM 
KHOZ and KWAK. 
License Extended 
WKPT-FM Kingsport, Tenn.—Present 
license further extended on temporary 
basis to May 1. 


KVWC-FM Vernon, Tex.—Same. 


Commission granted further tempor- 
ary extension of licenses until June 1 
of Crosley Bestg. Corp. exper. TV relay 
stations KQA-40 and KQA-44, and 
Philco Television Bestg. Corp. exper. 
TV relay stations KGB-50 to KGB-59 
inclusive. 

FM—98.9 me 


WKBZ-FM Muskegon, Mich.— 
Amended revised tentative allocation 
plan for Class B FM stations to sub- 
stitute Ch. 255 (98.9 mc) for Ch. 293 
(106.5 me) at Muskegon, and granted 
WKBZ-FM application to shift chan- 
nels accordingly. 

Request Denied 

KMAR Bakersfield, Calif.—Denied re- 
quest for KMAR (FM) to suspend oper- 
ation until Commission acts on li- 
censee’s application for new AM sta- 
tion at Bakersfield. 


Rule Waived 


KOZY Kansas City, Mo.—Waived Sec. 
3.261 of rules to allow KOZY (FM) to 
remain silent for 60 days pending re- 
location of trans. and studios. 

Following FM stations 
changes in present facilities. 

KDTH-FM Dubuque, Ia.—To change 
power from 180 kw to 45 kw, and ant. 
from 655 ft. to 650 ft. 

WPEN-FM Philadelphia, Pa.—To 
change ant. from 366 to 310 ft. 

WLFM Braddock, Pa.—Change studio 
location from Pittsburgh to Braddock; 
power from 20 kw to 6.9 kw, subject 
to request to measure power of WLOA 
by indirect method during construction 
of FM ant. and subject to submission 
of new WLOA ant. resistance measure- 
ments upon completion of FM ant. 
construction. 

WTCN-FM Minneapolis, Minn .— 
Change power from 400 kw to 11 kw, 
and ant. from 480 ft. to 450 ft. 

WGBA-FM Columbus, Ga.—Change 
power from 9 kw to 2.3 kw, ant. from 
600 ft. to 60 ft., subject to power of 
WGBA being determined by indirect 
method during install. of FM ant. and 
to new WGBA ant. resistance measure- 
ments being submitted upon completion 
of FM ant. construction. 

WNOW-FM York, Pa.—Change power 
from 17 kw to 14.5 kw. 

WAVU-FM Albertville, Ala.—Change 
power from 3.2 kw to 4.5 kw, subject 
to power of WAVU being determined 
by indirect method during install. of 
FM ant. and submission of FCC Form 
302 and new WAVU ant. resistance 
measurements upon completion of FM 
ant. construction. 

WFSS Coram, N. Y.—Change fre- 
quency from Ch. 277 (103.3 me) to 
Channel 248 (97.5 mc) power from 1.8 
Hg x 15 kw and ant. from 535 ft. to 


granted 


Hearing Designated 


The Southeastern Bestg. System, 
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Waycross, Ga.—Designated for hearing 
in Washington on July 3 application for 
new station on 790 ke, 1 kw D only, 
and made WLBE Eustis, Fla., party 
to proceeding. 7 


Oral Argument Scheduled 


In view of written comments Com- 


mission scheduled oral argument at 
Washington May 12 in matter of Dec. 8, 
1949 proposed amendment to Sec, 
3.661(b) of rules relating to separate 
operation of aur. and vis. trans. of TV 
stations. 


Modification of License 


_KWJJ Portland, Ore.—Granted mod. 
license to change daytime DA pattern 
(DA-1 to DA-2). 


Hearing Ordered 


KCRA Sacramento, Calif.—Ordered 
hearing at Washington July 5 on ap- 
plication to change facilities from 1320 
ke 1 kw unl. DA-N. to 1320 ke 5 kw 
unl. DA. and made KWBR Oakland 
Calif. party to proceeding. 


Hearing Designated 


KCBQ San Diego, Calif. and KLOK 
San Jose, Calif.—Designated for con- 
solidated hearing at Washington on 
July 7, application of KCBQ for mod. 
license to increase nighttime power on 
1170 ke from 1 kw to 5 kw, employing 
daytime DA for night use, and applica- 
tion of KLOK for CP to change opera- 
tion on 1170 ke with 5 kw from D only 
to unl. using DA-N and made KVO0 
Tulsa, party to proceeding. 


Application Denied 


Zenith Radio Corp., Chicago—Denied 
application KS2XBS to change trans. 
location, trans. and ant. systems, and 
“increase operating power output of exp. 
TV station from 1 kw (vis. and aur.) 
to 5 kw vis. 2.5 kw aur. in connection 
with “Phonevision” tests authorized by 
Commission Feb. 8, 1950. 


Hearing Ordered 


Buttery Best. Inc., Billings, Mont. 
and KFXD Nampa, Ida.—Ordered ap- 
plication of Buttery Broadcast Inc. for 
new station on 590 kc. 5 kw. unl. DA- 
N, and application of KFXD to increase 
power on 580 ke from 1 kw, unl. DA- 
DN to 5 kw unl. DA-N, for consoli- 
dated hearing at time and place to be 
designated later; made WIBW Topeka, 
Kan. party to a denied sev-* 
eral petitions by Buttery and K 
seeking grants without hearing. 


Authority Extended 


WTNJ Trenton, N. J.—Extended av- 
thority to operate with 250 w utilizing 
1 kw trans. to April 17 but advised 
WTNJ that in view of fact that it has 
had since Aug. 17, 1949 to make rela- 
tively simple change in trans.,_ this 
authority will not be extended and un: 
less construction is completed and 
proper license application filed in time 
to allow program tests to be authorized 
by April 17 station must cease opera 
tion. 


(Continued on page 66) 
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The SESAC Transcribed Library 
A Galaxy of Stars 


for * 
7 Your Daly Broadcast Operation | 


Organ Moods 
Angelus Choir 
Magic Strings 
Pampas Rhythms 
Choir Girl Trio 
Concert Masters 
The Down Homers 



























iter. Sta- Gospel Messenger 
- by two Main Street Band | 
irda . 
oneal —— Spoanten The new enlarged SESAC Transcription Program 
Pick the | ireside Ensemble : : 
reportedly Variety Melodiers fi Service of over 3500 standard selections for as 
gle week. } * Organ Meditations little as $40 a month (Based on your advertising rate card). 
3 — All-American Band 
Deaton al | Hymnal Harmonizers 
eg a String Symphonette 

Orpheus Choristers 
luled | Crane Calder Choir 
eee .3 Hawaiian Serenaders | 
fete B Hayloft Harmonizers 
o soem Cosmopolitan Rhythms 

Modern Organ Rhythms 
nse | Fraternity Glee Club ” 
vee Continental Orchestra 

Music by Los Andrinis 

| Philharmonia Orchestra 
rr EB Concert Hall Orchestra 
5 from 130] | Havana Dance Orchestra 
R Oakland, | Pan American Orchestra 

| * Fiesta Dance Orchestra 
ne ome National Symphonic Band * 
ay. * Aeolian String Symphony 
Q for mod. Hank Keene and His Gang - 
° eee International Folk Songs 
Se | Folk Songs by Oscar Brand 
rom D only The Barbershop Balladeers 
stile American Concert Orchestra 
d Just off the id r ess! Rosalie Allen, Folk Singer 
ag Tex Fletcher and Ranch Hands 
paa Ss Catalog of Bridges, — bp yy _— 
- and aur.) ongs of Faith, Bi sborne 
thorized by Moods and Themes Stamps Baxter Gospel Quartets 

: " Eddie Brown’s Salon Orchestra 

ai Mont. Rave Notices! Eddie Alkire’s Modern Hawaiians 
~yoe } Charles Magnante, Accordion Solos 
un Another SESAC service Ray Smith’s Rocky Mountain Rangers 
w, unl. DA- A compact and comprehensive Trinity Choir of St. Paul’s Chapel 
Ry compilation of more than 1200 Sacred Melodies, Carillon and Organ 
pale dramatic musical backgrounds Anna Kaskas, Metropolitan Opera Star 
lly of selections contained in the Square Dances called by Ed Durlacher 
led SESAC Transcribed Library. Village Green Four (Barbershop Quartet) 
te aeilizing Audition Discs Available 
but advised 
- that it has 
ace SESAC INC ji 
ded aid ., 475 Fifth Avenue, New York 17, N. Y. 
filed in time 
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FCC Actions 


(Continued from page 64) 
March 29 Applications .. . 


ACCEPTED FOR FILING 
License for CP 


KCLF Clifton, Ariz.—License for CP 
new AM station. 


License Renewal 
WHAK Rogers City, Mich.—Request 
for license renewal AM station. 
WKPT-FM Kingsport, Tenn.—Request 
for license renewal FM station. 


Modification of CP 
WAMS-FM Wilmington, Del.—Mod. 
CP new FM station for extension of 
completion date. 
KFVS-FM Cape Girardeau, Mo.— 
Mod. CP new FM station to change 
ERP to 8.1 kw, ant. to 150 ft. 


FM—102.9 mec 
KRE-FM Berkeley, Calif—CP FM 
station to change ERP to 9.9 kw, ant. 
to —67 ft 


License for CP 
WHNC-FM Henderson, N. C.—License 
for CP new FM station. 
WHHM-FM Memphis, Tenn.—License 
for CP new FM station (reinstated). 
WUOT Knoxville, Tenn.—License for 
CP new noncommercial FM station. 


Modification of CP 

WDLJ Evanston, Ill.—Mod. CP new 
noncommercial FM station for exten- 
sion of completion date. 

WNAC-TV Boston, Mass.—Mod. CP 
new commercial TV station to request 
change from Ch. 7 (174-180 mc) to Ch. 
2 (54-60 mc) ERP from 26.6 kw vis., 
13.3 kw aur., to 15.1 kw vis., 7.6 kw aur. 

Mod. CP new commercial TV _ sta- 
tion for extension of completion date: 
WTTV Bloomington, Ind.; WOC-TV 
Davenport, Ia. 


License for CP 
WNBQ Chicago—License for CP new 
commercial TV station. 


March 30 Applications. . . 


ACCEPTED FOR FILING 


AM—930 ke 


KIUP Durango, Col.—CP to change 
from 1400 ke 250 w unl. to 930 ke 1 kw 
unl. DA-N. 


AM—1280 ke 
WSAT Salisbury, N. C.—CP to change 


from 1280 ke 1 kw D to 1280 ke 1 kw 
unl. DA-N. 


AM—1510 ke 


John J. Keel tr/as Radio Reading, 
Reading, Pa.—CP new AM station on 
1400 ke 250 w unl. AMENDED to change 
to 1510 ke 1 kw unl. DA-1 and change 
name of applicant to John J. Keel 
and Lloyd W. Dennis Jr., d/b as Radio 
Reading. 


License for CP 


License for CP new AM. station: 
WFMH Cullman, Ala.; KDIA Auburn, 
Calif. 

WKNA Charleston, W. 
for CP to increase power, 
DA-2 etc. 


Va.—License 
change to 


License Renewal 
Request for license renewal AM sta- 
tion: WORA Mayaguez, P. R.; KPHO 
Phoenix, Ariz.; KWDM Des Moines, 


Ia.: KRAM Las Vegas, Nev.; WRFC 
Athens, Ga.; WGLS Decatur, Ga.; 
KAKC Tulsa, Okla.; WTYC Rock Hill, 
&. €. 


Request for license renewal FM sta- 
tion: KWKW-FM Pasadena, Calif.; 
WSTC-FM Stamford, Conn.; WNAE- 
FM Warren, Pa.; WFRO-FM Fremont, 
Ohio; WHKW Madison, Wis. 


License for CP 


WJAC-FM Johnstown, Pa.—License 


for CP to make changes in existing 
station. 
Modification of CP 

Mod. CP new FM station for exten- 
sion of completion date: WXRT Chi- 
cago; KRFM Fresno, Calif. 

KWFM National City, Calif.—Mod. 
CP new FM station to change from 


Class A to Class B, Ch. 284 (104.7 mc) 
ERP .96 kw and change studio location 
to San Diego. 


TENDERED FOR FILING 


AM—770 ke 


KOB Albuquerque, N. M.—Request 
for SSA on 770 ke 50 kw-D 25 kw-N 
for period of next regular license or 
extension thereof. 
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FCC ROUNDU 


New Grants, Transfers, 
Changes, Applications 
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Box Score 


SUMMARY TO MARCH 30 


Summary of Authorizations, Stations On the Air, Applications 


Appli- 
Total Cond’l cations In 
Class On Air Licensed CPs Grants Pending Hearing 
AM Stations . 2,115 2,082 189 301 265 
FM Stations 708 493 262 *4 46 24 
TV Stations 102 74 348 182 


* Two on the air. 


CALL ASSIGNMENTS: KCIM Carroll, Ia. (Carroll Bestg. Co., 1380 ke, 1 kw un- 
limited, directional); KFTV Paris, Tex. (Lamar County Bestg. Co., 1250 kc, 500 w 
day); KPYL Puyallup, Wash. (W. Gordon Allen, 1400 kc, 100 w unlimited); KRIZ 
Phoenix, Ariz. (Howard M. Loeb, 1230 ke, 250 w unlimited); KRXL Roseburg, 
Wash. (Umpqua Bestrs. Inc., 1240 ke, 250 w unlimited); KVIM New Iberia, La. 
(1570 ke, 1 kw day); KVAS Astoria, Ore. (Clatsop Video Bestrs., 1050 ke, 250 w 
day); WCTA-FM Andalusia, Ala. (Andalusia Bestg. Co. Inc., (98.1 mc) Channel 


251); WELC Welch, W. Va. 


(Pocahontas Bestg. Co., 1150 ke, 1 kw day); WEVD- 


FM New York (Debs Memorial Radio Fund Inc., (107.5 mc.) Channel 298); WINS- 
FM New York (Crosley Bestg. Corp., (105.1 mc.) Channel 286); WIRD North Attle- 
boro, Mass. (Jackson Assoc. Inc., 1320 ke 1 kw unlimited DA-2); WJIV Savannah, 
Ga. (Eurith Dickinson Rivers Jr., 900 kc, 1 kw day); WMPM Smithfield, N. C. 
changed from WLNJ (Selma-Smithfield Bestg. Co.); WRAC Racine, Wis. (Belle 


City Bestg. Co., 1460 kc, 500 w day). 
* 


Docket Actions... 


INITIAL DECISIONS 


WRIB Providence, R. I.—Initial de- 
cision by Examiner Leo Resnick to 
grant application of WRIB to increase 
power from 250 w to 1 kw daytime on 
1220 ke. Initial decision March 30. 


KPMO Pomona, Calif.—Initial deci- 
sion by Examiner Jack P. Blume to 
deny application for renewal of license 
of KPMO and dismissal of request for 
consent to assignment of license from 
Myron E. Kluge and Dean Wickstrom 
d/b as Valley Bestg. Co. to Dean H. 
Wickstrom and Warner H. J. Sorenson 
a/b as Valley Bestg. Co. KPMO is as- 
signed 1600 kc, 500 w. Initial decision 
March 30. 


OPINIONS AND ORDERS 


WKUL and The Voice of Cullman, 
Cullman, Ala.—By memorandum opin- 
ion and order denied petition of Cull- 
man Bestg. Co., licensee of WKUL, for 
rehearing of Commission’s opinion and 
order of Dec. 21, 1949, which granted 
The Voice of Cullman new station and 
denied earlier petition of Cullman 
Bestg. requesting hearing be designat- 
ed for application of Voice of Cullman. 
Action by Commission en banc. Order 
March 27. 

WOAP Owosso, Mich.—Adopted mem- 
orandum opinion and order holding 
that sunrise operation proposed by 
WOAP would not conform with Sec. 
3.87 of rules relating to computation of 
skywave to skywave interference. De- 
cision March 29. 

KERB Kermit, Tex., and KROD El 
Paso, Tex.—By memorandum opinion 
and order denied petition of KROD 
requesting commission to rehear or 
conduct initial hearing on grant made 
Sept. 7, 1949, for mod. CP KERB to 
change from 610 ke, 1 kw day to 600 
ke, 1 kw day, directional. Decision 
March 29. 

WJAX-TV Jacksonville. Fla.—Sched- 
uled oral argument April 14 on FCC 
general counsel’s exceptions to initial 
decision to grant extension of comple- 
tion date [BROADCASTING, Feb. 6]. 

George F. Haddican, Delano, Calif. 
—Scheduled oral argument April 14 on 
initial decision to deny new AM sta- 
tion on 1340 ke with 250 w fulltime 
[BROADCASTING, Dec. 12, 1949]. 

WCUM Cumberland, Md.—Ordered 
that oral argument set April 14 be con- 
tinued to April 28 on initial decision to 
grant power boost from 199 w to 250 
w, on 1490 kc [BROADCASTING, Nov. 
14, 19491. 

Carolina-Piedmont Bestrs. Inc., Lin- 
colnton, N. C.—Ordered that effective- 
ness of initial decision, to deny bid for 
new station on 1050 ke with 1 kw day, 
be stayed pendines further review by 





Commission [BROADCASTING, Jan. 
2]. 

AM—1370 ke 
KAST Astoria, Ore.—Mod. CP to 


change from using DA-DN to DA-N. 


APPLICATION DISMISSED 


Grant A. Wood, Hyattsville, Md.— 
DISMISSED March 8 application for 
AM station on 1540 ke 1 kw D. 


* 


Non-Docket Actions .. . 


AM GRANTS 


Red Lion, Pa.—Rev. John M. Norris 
granted new station on 1440 kc, 1 kw 
daytime. Estimated construction cost: 
$27,200. Rev. Norris, sole owner, has 
14 interest in Norris Cigar Co., and has 


extensive property interests. Granted 
March 29. 
Mayaguez, P. R.—Mayaguez Radio 


Corp. granted new station on 1300 kc, 
1 kw unlimited. Estimated construction 


cost: $20,200. Principals include: Al- 
berto Sanabria, dry goods, president, 
17.37%; Jose A. Fabregas, certified 


public accountant, treasurer, 0.4%; Pa- 
tricio R. Fermaintt, public secretary, 
0.4%; Charles Torres, service station, 
13.04%; Rafael Redondo, radio parts, 
etc., 13.04%; Eugenio B. Cesani, hard- 
ware, 13.04%; Regino Cabassa JZJr., 
radios, refrigerators, 13.04%; Jose Gon- 
zalez Rivera, liquors, 8.68%; Luis 
Acosta Jr., real estate, 4.34%; Augusto 
Valentin, 10.86%; Luis R. Rivera, real 
estate, 6.51%. Granted March 29. 

Lenoir City, Tenn.—Arthur Wilkerson 
Lumber Co. granted new station on 
730 ke, 500 w unlimited. Estimated 
construction cost $19,780. Arthur Wilk- 
erson, lumber dealer, is sole owner. 
Granted March 29. 

Gaylord, Mich. — Midwestern Bestg. 
Co. granted new station on 900 ke, 1 
kw day. Estimated construction cost: 
$25,000. Midwestern Bestg. Co. is li- 
censee of WTCM Traverse City, Mich., 
WMBN Petoskey, WATT Cadillac and 
WATZ Alpena. Granted March 29. 

Leadville, Col.—Vir N. James grant- 
ed new station on 1230 ke, 250 w un- 
limited. Mr. James is_ licensee of 
KVRH Salida, Col. Granted March 29. 

WMON Montgomery, W. Va.—Grant- 
ed switch from 1340 ke, 250 w unlim- 
ited to 790 ke, 1 kw day, 500 w night 
DA-N. Granted March 29. 

KFRD Rosenberg, Tex.—Granted in- 
crease in power from 500 w day to 1 
kw day on 980 ke. Granted March 29. 

KBOR Brownsville. Tex. — Granted 
increase in hours of operation from 
daytime to unlimited, directional night. 
Eng. cond. Granted March 29. 

KCHC El Paso, Tex.—Granted in- 
crease from 500 w day to 1 kw day on 
860 ke. Granted March 29. 

WORK York, Pa. — Granted switch 
from 1350 ke, 1 kw unlimited DA-N to 
1350 ke, 5 kw day, 1 kw night, direc- 
tional night. Granted March 29. 

KJCK Junction City, Kan.—Granted 
switch from 1570 ke, 1 kw day to 1420 
ke, 1 kw day. Granted March 29. 


FM GRANT 


Sanford, N. C.—Sanford Bestg. Co. 
granted new Class A FM station. Ch. 
276 (103.1 mc), ERP 325 w, ant. 185 ft. 
phove average terrain. Co-partners: 
Thomas Burke Buchanan, radio and 
reeerd shop owner. and Thomas E. 
Rorker. insurance business. Granted 
March 29. 


TRANSFER GRANTS 


WESX Salem, Mass.—Granted assign- 
ment of license from North Shore 
Bestg. Co. to new firm North Shore 
Bestg. Corp., owned equally by James 
D. Asher and Josevh H. Tobin, each 
48.2% owner of WJDA Quincy. Mass. 
Consideration $75.000. Charles W. Phe- 
lan, sole owner of assienor, retires be- 
canse of ill health. WESX is assigned 
1230 ke, 250 w. Granted March 29. 
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WFVG Fuquay Springs, N. 


G 
ed assignment of license f; . ae 
Adcock, licensee to S. S. Adeve, 3. yy’ 
Stephenson and W. J. Davis d/b as 
Radio Station WFVG. Mr. Stephenson 
and Mr. Davis acquire 60< interest 
from Mr. Adcock for $34,000. Mr. Ste. 
phenson has farming interests, saw 
mill and general store. Mr. Davis js a 
student at Jacksonville Institute of 
Radio & Television. WFVG is assigneg 


1 ta , be q ed 
— day on 1460 ke. Granted March 


KLAS Las Vegas, Nev. — Granted 
transfer of control of Las Vegas 
Bestrs. Inc.. from C. L. McCarthy, R, 


L. Barker, Duncan A. Scott and W. R 
Steffner to Frederick G. Stoye. R. Gg 
Jolley, A. J. Brown and R. W. Eldredge 
for consideration of $25,400. Mr. Stoye 
is general manager of KLAS and prior 
to transfer held 20% interest. Mr. Jol- 
ley is owner of White Bunny Ice Cream 
Co., Las Vegas Brick and Tile Co., ang 
other interests. Each of four partners 
will have 25% interest. KLAS operates 
— 250 w on 1230 kc. Granted March 


KRIS Corpus Christi, Tex.—Granted 
transfer of control in Gulf Coast Bestg, 
Co., licensee, which buys holdings of 
following minor stockholders: Houston 
Harte, 12.25%; Isobel C. Harte, 10%; 
Eva May Hanks, 11.25%; Jean Kinsoly- 
ing Barnard, 5%; Bernard Hanks es- 
tate, 11.25%. Consideration is $278,000, 
Chief owner and manager of KRIS is 
T. Frank Smith. KRIS is assigned } 
kw on 1360 ke. Granted March 29, 

WCRA Effingham, Ill.—Granted trans- 
fer of control in Effingham Bestg. Co., 
licensee, from Willard and Mabel 
Thompson to Joseph E. McNaughton 
through transfer of 210 sh. of stock. 
This is simple stock transaction in- 
volving no money and unmarred by 
restriction save FCC authority. WCRA 
is assigned 1090 ke, 250 w daytime. 
Granted March 29. 

KLKC Parsons, Kan. — Granted 
transfer of control of Community 
Bestg. Co. Inc., licensee, to Sun Pub. 
Co. through transfer of 251 sh. of capi- 
tal stock for $12,550. Sun Pub. Co, 
now holds 51% interest in licensee corp. 
KLKC is assizned 1540 ke, 250 w day. 
Granted March 29. 

KMHT Marshall, Tex. — Granted 
transfer of control of Marshall Bestg. 
Co., licensee, to Fort Worth Bestg. Co. 
for consideration of $52,500. Principals 
in Fort Worth Bestg. include: Frank 
M. Skinner, owner of clothing stores 
in Fort Worth and Austin, also farming 
and ranching interests, president, 
98%: John R. Crouse, vice president 
and chief engineer KXOL Fort Worth, 
vice president, .33%. and Russ N. Lamb 
general manager KXOL, 1.67%. KMHT 
is assigned 1450 ke, 250 w unlimited. 
Granted March 29. 

KTLN Denver, Col.—Granted assign- 
ment of license from Alf. M. Landon 
tr/as Landon Bestg. Co. to Leonard 
Coe. Mr. Coe, who is general manager 
and 35% owner KVLC Little Rock, 
Ark., will pay $5,000 for station. Mr. 
Landon is withdrawing because of other 
business interests. KTLN operates with 
1 kw day on 990 ke. Granted March 29. 


WTOR Torrington, Conn.—Granted 
transfer of control in Torrington 


(Continued on page 69) 





KERR JOINS TR 


Named Eastern Sales Manager 


ALLAN W. KERR, formerly with 
WCBS New York, has joined Tran- 
sit Radio Inc. as eastern sales man- 
ager, succeeding 
William H. En- 
sign, who re- 
signed to become 
an account ex- 
ecutive at ABC 
[BROADCASTING, 
March 20]. 

Mr. Kerr will 
make his _head- 
quarters at Tran- 
sit Radio’s New 
York offices, 250 
Park Ave. He 
had been with WCBS for the past 
five years, except for five months 
spent in television sales at WPIX 
(TV) New York. He also has 
served with WOV New York, Free 
& Peters Inc. and the Rambeau Co. 


Mr. Kerr 
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NBC OREGON MEET 


Discuss Summer Schedules 


APPROXIMATELY 24 represent- 
atives of NBC Western Network 
stations are meeting today (April 
3) with six NBC Hollywood exec- 
utives at Timberline Lodge, near 
Portland (Ore.) to discuss sales, 
programming and promotion plans. 
Summer schedules and Daylight 
Saving Time will come in for 
special discussion. 

Greater part of the day’s session 
is being devoted to talks by Charles 
Denny Jr., NBC executive vice 
president, and Sidney N. Strotz, 
administrative vice president in 
charge of Western Division. Co- 
chairmen of the meeting are Ewing 
C. Kelly, president and general 
manager, KCRA Sacramento, and 
Walter Wagstaff, general manager, 
KIDO Boise, western members of 
NBC Stations Planning and Advi- 
sory Committee. KGW Portland, 
managed by H. Quenton Cox, is 
host station for meeting. 

NBC executives attending the meet- 
ing are Messrs. Denny and Strotz; 
Frank A. Berend, Western Network 
sales manager; Helen Murray Hall, 
manager of advertising and promotion; 
Henry Maas, manager of sales and 
traffic department, and Jennings Pierce, 
manager of station relations for NBC 
Western Division. 

Station executives attending include 
Paul Bartlett, owner, and Gene de 
Young, manager, KERO Bakersfield; 
Ed Yocum, general and commercial 
manager, KGHL Billings, Mont.; Wal- 
ter Wagstaff, Ed Craney and Arne 
Anzjon of Montana’s “Z” network; 
Hal Brown, general manager, KMJ 
Fresno; Pat Kelly, program director, 
KFI Los Angeles; Pete Watts and 
Harlan Jones, KMED Medford; Henry 
Fletcher, general and commercial man- 
ager, KSEI Pocatello, Ida.; Mr. Cox 
and Arden X. Pangborn, KGW Port- 
land; Ewing Kelly; S. S. Fox, KDYL 
Salt Lake City; Tom Sharp and John 
Merino, KFSD San Diego; John El- 
wood, KNBC San Francisco; Harry 
Butcher, KIST Santa Barbara; O. W. 
Fisher and Ray Baker, KOMO Seattle; 
R. O. Dunning, KHQ Spokane; Flor- 
ence Gardner, KTFI Twin Falls, Ida.; 
J. A. Murphy, KIT Yakima, Wash. 





ZOTOS DRIVE 
Plans To Expand M-G-M Show 


SALES AFFILIATES Inc., New 
York (Zotos fluid wave), is expected 
shortly to add two Nebraska mar- 
kets—Lincoln and Grand Island— 
to its present slate of nine sta- 
tions carrying The Adventures of 
Maisie, one of eight M-G-M radio 
attractions. ; 

Plans call for further expansion 
sometime this fall following the 
usual slump months of July and 
August, according to Getschal- 
Richard Inc., advertising agency 
which handles the Zotos account. 
Firm has distributors in 66 key 
markets. Program currently is 
sponsored by Sales Affiliates in 
New York; Des Moines and Cedar 
Rapids, Iowa; Kansas City and 
Columbia, Mo.; Topeka and Wichi- 
ta, Kan.; Omaha, Neb., and Sioux 
Falls, S. D. Campaign got under- 
way early in February. 
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FINDING much in common are these Virginia Associated Press Broadcasters 


who met in Richmond on March 21 with Oliver S. Gramling (3d 1), AP as- 


sistant general manager for radio. 


L to r: Fred L. Hart, WLPM Suffolk 


general manager and VAPB vice president; Jack Weldon, WWOD Lynch- 
burg general manager, retiring VAPB president; Mr. Gramling; and John 
Eure, WDBJ Roanoke news editor and new VAPB president. 


FURR ELECTED 

Heads Dixie FM Network 
RAY A. FURR, manager of WIST 
(FM) Charlotte, N. C., was re- 
elected president of the Dixie FM 
Network at a meeting a fortnight 
ago. Also named were Ed Anderson, 
president and general manager of 
WBBO Forest City, first vice presi- 
dent; Gaines Kelley, general man- 
ager of WFMY-FM-TV Greens- 
boro, second vice president, and 
Mel J. Warner, general manager 
of WFMA (FM) Rocky Mount, 
N. C., secretary-treasurer. 

The members also voted to make 
April “FM Month” in North Caro- 
lina. Mr. Furr said April was 
chosen because of the many base- 
ball games to be broadcast by 
FM stations during this period. 
Also discussed were network pro- 
gram plans. 

Stations in the network include 
WFMA WFMY WIST WBBO, 
WGBR Goldsboro, WFNC Fay- 
etteville, WRAL Raleigh, WBBB 
Burlington, WAIR Winston-Salem, 
WHPE Hich Point, WSTP Salis- 
bury, WGNC Gastonia, WSIC 


Statesville, WMBC Greenville, S. C. 





L to r: Seated, Messrs. Anderson 
and Furr; standing, Messrs. War- 
ner and Kelley. 


Upcoming 


April 12-19: NAB convention, Stevens 


Hotel, Chicago: 

Engineering Conference, April 12-15; 

Unaffiliated Stations Conference, 
April 16; 


FM Stations Conference, April 17; 
Management Conference, April 17-19. 
April 15-16; Second annual meeting, 
University Assn. for Professional 
Radio Education, Stevens Hotel, Chi- 
cago. 





DODGERS’ GAMES 
New N. Y. Network To Cover 


ARRANGEMENTS for additional 
radio coverage of Brooklyn Dodg- 
ers’ baseball games were nearly set 
last week following an announce- 
ment confirming formation of an 
upstate New York regional net- 
work. Eight stations already have 
signed and others are expected to 
join before season opens April 18. 

The announcement was made 
jointly last Monday by Harold G. 
Roettger, Dodgers publicity di- 
rector, and James Stevenson, who 
simultaneously was retained as 
radio consultant to the club. Mr. 
Stevenson heads his own radio- 
television package production firm 
in New York City. 

The network was organized by 
Mr. Stevenson through Baseball 
Broadcasting Co., which he set up 
March 1 for the purpose of baseball 
radio coverage. 

Still to be completed are ar- 
rangements for sponsorship of the 
games and selection of an an- 
nouncer, according to Mr. Roett- 
ger. It was believed the schedule 
would be sold to local advertisers 
on a co-op basis. 

Stations included thus far in the re- 
gional network: WPTR Albany, WKRT 
Cortland, WWSC Glens Falls, WWHG 
Hornell, WHLD Niagara Falls, WEAV 
Plattsburg, WSAY Rochester, and 
WNDR Syracuse. At least 30 other sta- 
tions (in Pennsylvania, New England 
and upper New York state) also have 


expressed interest in the games, ac- 
cording to Mr. Stevenson. 
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CBS SALARIES 


Stanton Highes: Paid 


FRANK STANTON, CBS presi. 
dent, was given a $34,740 bonus, 
in addition to his $100,000.16 gsal- 
ary, in 1949 and is now the highest 
paid executive in network radio, 

William S. Paley, CBS chairman 
of the board, was paid a salary of 
$100,000.16—the same as Mr. Stan. 
ton’s in 1949—but received no 
bonus. His total income from CBS 
was considerably greater than Mr, 
Stanton’s however, because of his & 
stockholdings in the company. 

Information on officers’ salaries 
was contained in a proxy statement 
issued last week in advance of the 
CBS annual stockholders’ meeting 
April 19. 

In addition to salaries and bo- 
nuses, $17,604.79 was put into the 
pension and insurance plans for 
Mr. Paley and $13,270.26 for Mr. 
Stanton. 

Edward R. Murrow, who is a 
director of the corporation, received 
$121,944.48 in fees, salaries and 
commissions for his work as a di- 
rector and as a broadcaster and 
recording star. 

Joseph H. Ream, executive vice 
president, received a_ salary of 
$50,000.08, a bonus of $11,977.50, 
and Edward Wallerstein, president 
of the CBS subsidiary, Columbia 
Records Inc., was paid $60,000 
salary and a $3,208.50 bonus. 

Mr. Paley’s 1949 remuneration 
represented an increase of $28- 
269.31 over 1948, and Mr. Stanton’s 
was up $24,941.36. 


Stock Control 


Mr. Paley owns or controls 98,- 
510 shares of Class A stock and 
251,900 shares of Class B stock. 
He owns beneficially 88,510 shares 
of Class A, or 9.23% of the total 
outstanding, and 223,500 shares of 
Class B, or 29.45% of the total 
outstanding. 

In the aggregate he owns direct- 
ly 18.17% of all outstanding stock 
of the company. 

The proxy statement also dis- 
closed that CBS paid WCAU and 
WCAU-TV Philadelphia an aggre- 
gate of $435,071.22 for broadcast- 
ing network commercial programs 
in 1949. 

The CBS annual report to stock- 
holders also was in the mail last 
week. 

Consolidated net income for 1949 
was $4,184,079, or $2.44 per share, 
as compared with $5.041,682 or 
$2.94 per share for 1948 [BROAD- 
CASTING, Feb. 20]. 

Cash dividends paid during 1949 
amounted to $2,404,293, or $1.40 
per share, as compared with? 
$3,434,704 or $2 per share in 1948. 
A total of $1,779,786 in undistrib- 
uted profits was added to surplus in 
1949. 

A joint message to stockholders 
signed by Messrs. Paley and Stan- 
ton said that CBS was following 
an organizational policy of inte 
grating radio and television. J 

(The opposite approach is being 
taken in the reorganization of 
NBC.) 
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FCC Roundup 


(Continued from page 66) 


Bestg. Co., Inc., licensee, from Joseph 
R. Schifini et al. to Harold Thomas. 
Mr. Thomas, president of WATR Water- 
pury, purchases 51% of stock for $5,000. 
wTOR is assigned 1490 ke, 250 w. 
Granted March 29. 

WDSR Lake City, Fla.—Granted as- 
signment of license from Alfred H. 
Temple, Alma Horn Temple and Dr. 
Frederick Fayne Kumm, co-partnership 
d/b as Deep South Radioways, to part- 
nership of same name. Dr. Kumm with- 
draws and sells his 20% interest to 
Alma Temple for $7,200, increasing her 
holdings to 45%. WDSR is assigned 250 
w unlimited on Granted 
March 28. 


Deletions . . . 


FIVE FM authorizations and one AM 
license reported deleted last week by 
FCC. Total since Jan. 1, AM 21; FM 

Deletions and reasons for 


1340 ke. 


30; TV 2. 
withdrawal follow: 
WENY-FM Elmira, N. Y.—Elmira 


Star-Gazette Inc. License. FM not 
well received by public. 

KVSO-FM Ardmore, Okla.—John F. 
Easley. License. Too expensive to 
have transmitter repaired. 

WMUS-FM Muskegon, Mich.—Great- 
er Muskegon ¢Bestrs. Inc. License. 
Operational costs and maintenance ex- 
ceed revenue. 

WSAZ-FM Huntington, W. Va. — 
WSAZ Inc. CP. Using resources for 
development of TV. 

WKFM Sandusky, Ohio — Sandusky 
Newspapers Inc. CP. Not economical 
to continue. 

WGLN Glens Falls, N. ¥Y.—Glens Falls 
pub. Corp. License March 4. Result of 
merger with WWSC there [BROAD- 
CASTING, March 6]. 


New Applications .. . 
AM APPLICATIONS 


Crossett, Ark.—Ashley County Bestg. 
Co., 1240 ke, 250 w unlimited. Estimated 
construction cost: $7,503.89. Principals: 
T. Cecil Fleet Sr., general law practice, 
70%, and John H. Fleet, chief engineer 
KSTL St. Louis, Mo., 30%. Filed March 
29. 

North Seattle, Wash. — Suburban 
Bestg. Co., 1590 ke, 250 w day. Esti- 
mated construction cost: $12,800. Charles 
Deans Calley Jr., applicant, is owner 
Pacific Exports Ltd., general export 
and import company, specializing in 
export of lumbers and metals. Filed 
March 24. 

Menominee, Wis.—Capital City Bestg. 
Co. Inc., 1450 ke, 250 w unlimited. 
Estimated construction cost: $18,693.54. 
Principals in Capital Bestg. are Thorn- 
ton G. Simpson, George L. Heleniak 
and William F. Johns Jr., each have 
33144% interest. Mr. Johns has exten- 
sive radio interests which include 
WELK Cloquet, Minn., WOSH Oshkosh, 
Wis, WSHB Stillwater, Minn., and 
others. Filed March 24. 


Ukiah, Calif.— Arnold C. Werner, 
1340 ke, 250 w unlimited. Estimated 
construction cost $11,800. Mr. Werner 
is applicant for AM station at Sunny- 
side, Wash. Filed March 30. 


TV APPLICATION 


Danville, Va.—Piedmont Bestg. Corp., 

Ch. 7 (174-180 mec), 2.65 kw. vis., 1.33 
kw aur. Estimated construction cost 
$80,500. Piedmont Bestg. is licensee 
AM station WBTM Danville. Filed 
March 29. 


TRANSFER REQUESTS 


WSB-AM-FM-TV Atlanta — Assign- 
ment of license from The Atlanta Jour- 
nal Co. to Atlanta Newspapers Inc., 
Proposed new firm to be composed of 
merged Atlanta Journal Co. and Con- 
stitution Pub. Co. See story page 20. 
Filed March 30. 


.WSNY Schenectady, N. Y.—Acquisi- 
tion of control of Western Gateway 
Bestg. Corp., license, through purchase 
by Winslow P. Leighton of 33 sh held 
by George R. Nelson for $41,200 and 4 
sh held by William G. Avery for $2,800. 
Mr. Leighton now holds 32 of total 99 
sh issued. See story this issue. Filed 
March 30. 

WSAN-AM-FM Allentown, 
Transfer of control from John C. 
humberger Sr., Fred W. Weiler, estate 
$ Royal W. Weiler, David A. Miller, 
aha W. Miller, Donald P. Miller, 
Miller Assoc., Cole-Chronicle Newspa- 
pond Inc., and B. Bryan Musselman, a 
Boge ation d/b as Lehigh Valley 
B stg. Co., to a partnership of B. 
Tyan Musselman, Olivia P. Musselman 
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Pa. — 


and Reuel H. Musselman d/b as Lehigh 
Valley Bestg. Co., for consideration of 
$214,564.64. B. Bryan Musselman, vice 
president and general manager, will 
have 60%; Olivia P., office manager of 
WSAN. 20%, and Reuel H., chief engi- 
neer WSAN, 20%. In turn Musselmans 
request formal change of licensee from 
corporation to a partnership for prac- 
tical reasons. Filed March 30. 


Senators on WASH (FM) 


AFTERNOON home and away 
games of the Washington Senators 
baseball team will be broadcast 
weekdays for the 1950 season on 
WASH (FM) Washington by 
Chesterfield cigarettes, through 
Cunningham & Walsh, New York. 
The schedule does not include 
Sundays, however. Broadcasts will 
be the same as those carried 
on WWDC (AM only) Washington, 
with Arch McDonald and Bob 
Wolff as announcers. WWDC will 
carry all daytime games AM only 
and night and Sunday games on 
both AM and FM. WTTG (TV) 
Washington will telecast all at- 
home games. Chesterfield sponsors 
the games on all three stations. 


WKJG LABOR 


NLRB Upholds Examiner 


NATIONAL Labor Relations Board 
last Tuesday upheld a trial ex- 
aminer’s intermediate finding that 
WKJG Fort Wayne, Ind., had en- 
gaged in certain unfair labor prac- 
tices in negotiations with NABET 
(National Assn. of Broadcast Engi- 
neers and Technicians). 

Complaint was filed Jan 28, 1949, 
against WKJG, licensed to North- 
eastern Indiana Broadcasting Co. 

WKJG claims that the findings 
of Examiner W. Gerard Ryan last 
October were not supported by 
substantial evidence, and that he 
“followed the pattern of ignoring 
all the evidence given by (WKJG) 
and with studied design gave cre- 
Cence to the evidence of the union.” 
The finding, WKJG contended, was 
that its witnesses “were falsifiers 
while the (union witnesses) were 
truthful.” 

NLRB, in its order, noted: “The 


Supreme Court has recently held 
that even if a trial examiner be- 
lieves every witness for a union 
and disbelieves every witness for 
an employer, this does not manifest 


such bias and prejudice as to 
invalidate an order of this board 
adopting (such) findings. hig 
NRLB added that it was “reluc- 
tant” to “disturb credibility find- 
ings.” 

WKJG was ordered to “cease 


and desist” from “refusal to bar- 
gain collectively” with the union; 
“discouraging membership” in 
NABET; and “interrogating em- 
ployes concerning their union mem- 
bership, activities,” etc. 
Reginald Allen 
REGINALD ALLEN, 40, WTOP- 
CBS Washington announcer for the 
past 12 years, died last Wednesday 
of cancer. During the war he was 
program director of the Armed 
Forces Network at Eniwetok. A 
bachelor, Mr. Allen left his parents, 
a brother, and a sister. 





Collins announces the first really new one 


kilowatt AM transmitter to bring you the full 


benefits of post-war research and development. 
This transmitter, the Collins 20V, is the 


product of new engineering techniques:result- 


ing from research conducted during the last 


five years, and only now available in terms of 


tubes and other components. 


The 20V provides new economies to help 


you meet ever stiffening competition. It em- 


phasizes the obsolescence of one kilowatt 


transmitters which represent the engineering 


of pre-war 1940. 


Equip in 1950 for the years ahead. Write, 


wire or phone your nearest Collins represent- 


ative for further information. And see the 


new 20V next week in the Collins booth at 
the NAB Show, Stevens Hotel, Chicago. 
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BMI Canada Aided 


page 19) 


presented at Ottawa April 11-13, 
when CAB will present, at the com- 
mission’s request, a list of specific 
sections of the Canadian Broad- 
casting Act and rules and regula- 
tions of CBC, which hinder de- 
velopment of radio, in its opinion, 
with specific reasons. 

A total of more than 500 ques- 
tions have been listed by the com- 
mission for the CAB to answer at 
this final sitting. Mr. Guild re- 
ported that Charles A. Siepmann, 
one of the authors of the famous 
FCC Blue Book, has been retained 
by the Royal Commission to an- 
alyze briefs which have been pre- 
sented to it on radio. 

At the Tuesday morning session, 
Mr. Burton of BMI reported that 
in the past three years BMI Canada 
Ltd. has released 3,500 Canadian 
works, has signed up 70 Canadian 
composers and 22 music publishers. 
He told the Canadian broadcasters 
that “not one cent” of BMI Cana- 
da Ltd. funds goes to the parent 
organization, BMI in the United 
States. 


(Continued from 


Decision Necessary 


He emphasized to the group that 
they soon would have to make 
major decisions on the growth of 
BMI Canada in view of the ending 
of the present contract in two 
years with BMI Canada and with 
CAPAC. At the Tuesday afternoon 
meeting, it was unanimously de- 
cided to give BMI Canada more 
funds through a service charge for 
material obtained. 


Annual meeting of Bureau of 
Broadcast Measurement (BBM) 
followed, with Lou Phenner, presi- 
dent, as chairman. He reported 
114 stations, or 80% of all Cana- 
dian stations, now are members of 
BBM. Good progress is being made 
on the 1950 survey which should 
be ready late this summer, he said, 
and finances are adequate to take 
care of this survey. The 1950 sur- 
vey will have figures on a similar 
basis to the BMB figures, on more 
than once a week listening. 

Dr. Ken Baker of BMB, New 
York, explained to Canadian broad- 
casters some of the ways in which 
they could use the additional figures 


1930—1950 
20th Anniversary Year 
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BROADCASTERS at Canadian convention at Niagara Falls include Mike 


Hopkins (standing), 
Brown, CFPL London; 

Keeble, CFCF Montreal; 
treal; Spence Caldwell, 


CKLB Oshawa; (seated | to r facing camera) Murray 
Pete McGurk, Weed & Co., 
(seated back to camera) Vic George, CFCF Mon- 
S. W. Caldwell Ltd., Toronto, 


New York; Gordon 


and Keith Chase, 


CFPL London. 


and niccnatell.s on w hat U. Ss. Sasi 
casters are doing with these figures. 

New BBM directors elected in- 
cluded: 


Representing advertisers, C. R. Vint, 
Colgate-Palmolive-Peet, Toronto, was 
elected for three year term, and E. B. 
Cooper, Imperial Oil Ltd., Toronto, 
for two years; for advertising agencies, 
G. F. Mills, Spitzer & Mills, Toronto, 
for three years, and S. B. Smith, James 
Lovick Ltd., Toronto, for two years; 
for stations, W. T. Cranston, CKOC 
Hamilton, for three year term. 


Don Henshaw, account executive 
of MacLaren Adv. Co., Toronto, 
guest speaker at the Tuesday lunch- 
eon, urged broadcasters to become 
better acquainted with agency ex- 
ecutives, not to be rebuffed if the 
agency door was not opened rapidly, 
but to make sincere efforts to get 
to know the executives and their 
thinking. 


Rates Covered 


Tuesday afternoon meeting dealt 
mainly with rates and discounts. 
Resolutions were adopted to follow 
NAB contract forms in making 
changes in the CAB contract form. 


A discussion of a request for an 
increase from 15% to 17% in ad- 
vertising agency commissions fol- 
lowed presentations by agency ex- 
ecutives on this question. Agen- 
cies pointed to increased costs of 
operations. At a closed meeting of 
members, it was resolved to defer 
the matter for a year. 


CJOB Winnipeg was presented 
the first annual Canadian General 
Electric Award for station effi- 
ciency on air time at the annual 


dinner on Tuesday. Dr. Robert 
Stanforth of UNESCO, dinner 
speaker, urged Canadian broad- 


casters to watch against the growth 
of government bureaucracy in 
broadcasting by preservation of the 
free enterprise system. 

The broadcasters were told of 
television pitfalls by Samuel H. 
Cuff, president of the Retailers 
Television Film Service Inc., New 
York, at the Wednesday afternoon 
session. Mr. Cuff discussed Amer- 
ican station experience, along with 
data on the minimum cost of estab- 
lishing a TV station, programming 


‘wea engineering problems. John J. 
Gillin Jr., president of WOW-AM- 
TV Omaha, Neb., detailed experi- 
ence in operating his television sta- 
tion, especially preparations before 
opening the outlet. An idea panel 
discussion followed, in which sta- 
tions reported on new program, per- 
sonnel and Transit Radio develop- 
ments. 

An information panel constitut- 





ing American and Canadian agency 
representives dealt with Cana. 
dian television prospects, role of the 
station representative, pe inquiry 
business and discounts. Opinion 
of the gathering was largely 


against per inquiry business. 

Stations urged giving the repre. 
sentatives more sales data to pass 
to agency timebuyers. Co1 sidering 
the prospects of advertising op 
Canadian television, the majority 
feeling was that national adver. 
tisers would not change major AM 
programs because of Toronto and 
Montreal TV markets. 


Mitchell Speaks 


An overflow meeting Thursday 
afternoon heard Maurice B. Mit. 
chell, director of BAB, give data 
on surveys now being made on 
radio vs. newspaper advertising, 
He said that results will be made 
available to the Canadian stations, 
Mr. Mitchell also covered merchan. 
dising, per inquiry and the effect 
of television on radio rates. 

Of the several hundred broad. 
casters who saw the Canadian pre. 
mier of “Lightning That Talks,” 
the majority felt it to be a good 
sales help. The film in its present 
and short version is being made 
available to Canadian stations. 

The convention went on record as 
condemning all forms of per in- 
quiry advertising. 





CAB REGISTRATION 





A-E 
Archibald, E. Gordon, CHOV Pem- 
broke, Ont.; Aston, J. P., Northern 


Electric Co. Ltd., Montreal; Armstrong, 
W. M. and Mrs., Can. Nat. Telegraphs, 
Toronto; Allen, A. E., CN—CP Com- 
munications Dept., Toronto; Avery, R. 
J., Ronalds Advertising Agency Ltd., 
Toronto; Arnot, Geo. A., Wm. Wright, 


Toronto; Allard, T. G., CAB; Alex- 
ander, J. L., Toronto; 

Browne, James Jr., CKOV Kelowna, 
B.C.; Ball, Alan, C., Canadian Adver- 


tising, Toronto; Blackburn, Walter J. 
and Brown, Murray T., CFPL London, 
Ont.; Boyling, J. S., CHAB Moose Jaw, 
Sask.; Burgoyne, W. B. C., CKTB St. 
Catharines, Ont.; Burgoyne, H. B., 
CKTB St. Catharines, Ont.; Beardall, 
Jack and Mrs., CFCO Chatham, Ont.; 
Beardall, Eleanor, CFCO Chatham, 
Ont.; Bedford, B. H., CHVC Niagara 
Falls, Ont.; Blick, J. O., CJOB Win- 
nipeg, Man.; Botterill, Norman, CKRM, 
Regina, Sask.; Burns, Arthur, Radio 
Advertising Services Inc.; Burton, Rob- 
ert J., BMI (Canada) Ltd., New York; 
Bourassa, George, CKAC Montreal; 
Barnes, Wade, RCA Recorded Program 
Services, New York; Bowden, Ralph F., 
Elliott-Haynes Ltd., Montreal; Baer, 
Russ, CHEX Peterborough, Ont.; Bar- 
row, F. A., Canadian Marconi Co., 
Montreal; Barker, C. G., Kingsway 
Film Equipment Ltd., Toronto; Browne, 
Cecil, Dept. of Transport, Ottawa; 
Beatty, Ruth, CAB. Toronto; Brandt, 
Otto, ABC, New York; Brown, Norman 
C., Robin Hood Flour, Toronto; Byles, 
Bill, Young & Rubicam, Toronto; 
Chase, Keith S., CFPL London, Ont.; 
Cooke, Hal, CKEY Toronto, Ont.; Col- 
lins, Alfred H., CKLB Oshawa, Ont.; 


Campeau, J. E., and Carter, W. J. 
CKLW _ Windsor, Ont.; Chandler, 
George C., CJOR Vancouver, B.C.; 


Cranston, W. T., CKOC Hamilton, Ont.; 
Crittenden, H. A., CKCK Regina, Sask.; 
Chevrier, H. F., Bureau of Broadcast 
Measurement, Toronto; Carson, H. R. 
and Copeland, Clare, All-Canada Radio 
Facilities Ltd., Calgary; Chisholm, K. 
G, RCA Victor, Toronto; Clark, Alex 
L. and Cairns, R. S. (Bud), Kingsway 
Film Equipment, Toronto; Conder, 
Stan, Central Mortgage and Housing 
Corp., Ottawa: Caldwell, S. W., S. W. 
Caldwell Ltd., Toronto; Campbell, 
Robt. J. Walter Thompson, Toronto; 
Carpenter, Robt., MBS, New _ York; 
Clochessy, Henry. Compton Advertis- 


ish United Press, Montreal; 

Dales, Walter A., Walter A. Dales Ra- 
dioscripts, Montreal; Dallin, Vern, 
CFQC Saskatoon, Sask DuPont, J. 
Arthur, CJAD Montreal; Davidson, 
Jack M., Northern Broadcasting Co.,, 
Toronto; Dyer, V. D. L., MacLaren 
Advertising Co. Ltd., Toronto; Dippie, 
Wilf. C., Radio Representative Ltd. 
Montreal; Dougall, H. F., CKPR, Fort 
William, Ont.; Desaulniers, R. R., Can- 
adian Marconi Co., Montreal; Demers, 
Jacques, CKVM Ville Marie P.Q.; Day, 
Robert E., Bulova Watch Co. Ltd, 
Toronto; Davis, Ken. W., Wm. 
Montreal; Diaz, Ray A., ABC, New 
York; Donato, N. V., C. P. MacGregor 
Co., New York; Duggan, M. J., Press 
News Limited, Toronto; Dibble, Muriel, 
Compton Adv., New York; Davis, Don 
K., CKEY Toronto; 

Elphicke, Frank H., CKWX Vancou- 
ver, B.C.; Edgar, Harry M., CJKL 
Kirkland Lake, Ont.; Elliott, Walter E., 
Elliott-Haynes Ltd., Toronto; Elliott, 
M. M. (Pete), Canadian Marconi Co., 
Montreal; Edwards, C. P.. Dept. of 
Transport, Ottawa; Evans, T. A., CAB, 
Ottawa; Edwards, C. B., Press News 
Limited, Toronto; 


F-N 


Fairley, E. Chris, CFCA-FM Kitchener, 
Ont.; Fitzpatrick, B. S. L., Imperial 
Tobacco Co. of Can., Toronto; Ferris, 
Gordon, Household Finance Corp., To- 
ronto; Ford, Rolly, CHUM Toronto 
Ont.; Follett, C. J., Bureau of Broad- 
cast Measurement, Toronto; Freeman, 
Harvey, CKGB Timmins, Ont.; Flint, 
H. Harrison, CKSF Cornwall, Ont. 
Freeman, A. F. P. (Pat), CAB, Toronto; 
Foster, John R., Ahearn & Soper Co. 


Ltd., Ottawa; Fulton, F. F., Northern 


Electric Co., Montreal; Fling, Went- 
worth D., Fairchild Recording Equip- 
ment Corp., New York; 
Guild, Mr. and Mrs. Wm. M., CJOC 
Lethbridge: Gilchrist, C. W., Dept. of 
National Health & Welfare, Ottawa; 
Gaetz, Gerry, CJCA Edmonton, Alta. 
George, W. V., CFCF Montreal; Gorm- 
ley, Paul, Dept. of Agriculture, Ottawa; 
Gillin, J. J.. WOW Omaha; Gunther, 
Frank A., Radio Engineering Labs 
Cleveland; Guerrette, George, CJEM 
Edmunston, CJBR Rimouski; 
Hopkins, Michael. CKLB Oshawa, Ont.; 


Haverlin,' Carl, BMI (Canada) Ltd. 
New York: Hunt, A. B., Northert 
Montreal; Herbert, 


Electric Co. Ltd.., 
G. 


ing. New York; Cromwell, George A.., F., All-Can. Radio Facilities, To 
CHSJ, St. John: Curran, Phil R., Brit- ronto: Hall, Burt, All-Canada Radio 
BROADCASTING ©® Telecastiné 
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Facilities Ltd., Montreal; Hardy, Jos. 
A., Jos. A. Hardy & Co. Ltd., Montreal; 
Haig, A. M., CJBQ Belleville, Ont.; 
Hawkins, Wm. N., CFOS Owen Sound, 
ont.; Hirtle John F., CKBW Bridge- 
water, N.S.; Huson, A. Gordon, United 
Kingdom Information Office, Ottawa; 
Hyland, J. G., CJIC Sault Ste. Marie; 
Holden, Waldo, CFRB Toronto, Ont.; 
Hutton, L. A. B., CN and CP Tele- 
graphs, Ottawa; Holroyd, W. H., Can. 
General Electric Co. Ltd., Toronto; 
Hart, Ralph, Spitzer & Mills Ltd., To- 
yonto; Hofstetter, Roy, CKWS Kings- 
ton, Ont.; Hill, John C., Kingsway Film 
Equip. Ltd., Toronto; Henning, W. I., 
Robin Hood Flour, Montreal; Hannon, 
William A., Employers Reinsurance 
Corp.; 

Jones, Ruth, Benton & Bowles Inc., 
New York; Judge, Ralph, Horace N. 
Stovin & Co., Montreal; Keeble, G. F., 
CFCF Montreal; Keenan, H. J., North- 
ern Electric Co. Ltd., Montreal; Ker, 
David I.. CJSH-FM Hamilton, Ont.; 
Knudsen, Frank, Kingsway Film 
Equipment Ltd., Toronto; Kern, 
George, Benton & Bowles Inc., New 
York; Kerton, Ethel, CAB, Ottawa; 
Kavanagh, E. F., National Broadcast 
Sales, Toronto; 

Langlois, John D.. Lang-Worth Inc., 
New York; Lee, Bob, CHUM Toronto, 
Ont.; Lynds, Fred, CKCW Moncton, 
N.B.; Lynch, F. J. J.. CKLW_ Windsor, 
Ont.; Lepage, Henri, CHRC Quebec 
City; Lalonde, Phil, CKAC Montreal; 
Leslie, Roy C.. Canadian Bridge Co.., 
Montreal; Lethbridge, Hume A., CJNB 
North Battleford: Liddle, G. and_Lid- 
dle, Jack, CKCR Kitchener, Ont.; Lind- 
sey, W. A., Baker Advertising Agency, 
Toronto: Love, James A., CFCN Cal- 
gary, Alta.; Large, R. F., CFCY Char- 
lottetown, P.E.I.; Loney, D. R., Ron- 
alds Advertising Agency, Toronto; 
Legate, B. E., MacLaren Advertising 
Co. Toronto: Lemire, J. P.. CKCH 
Hull, P.Q.; Langlais, Lt. Col. Paul, 
Radio Programme Prod., Montreal; 
Lown. Bert, Assoc. Program Service, 
New York; Leslie, R. A., Nat. Broadcast 
Sales, Toronto; 

M-R 

MacKay, Stuart, All-Canada Radio 
Facilities; MacDonald, E. F., CJCH 
Halifax, N.S.; MacNeil, Neil, Canadian 
Representative for CARE, Ottawa; 
Matthews, Richard P., Federal Electric 
Man. Co., Montreal; Miller, Alex M., 
Can. Assn. of Advertising Agencies, 
Toronto; Moon, Wm. Harold, BMI Can- 
ada Limited, Toronto; Mitchell, Wm., 
All-Canada Radio Facilities, Toronto; 
Mercer, Donald J., RCA Recorded Pro- 
gram Services, New York: Moran, 
Mary, MacLaren Advertising Co., To- 
ronto; Miller, Geo., CHLO St. Thomas, 
Ont.; Mitchell, W. Clyde, CKCR Kitch- 
ener, Ont.; Mitchell, Jim, CKCR Kitch- 
ener, Ont.; Messner, A. J.. CJOB 
Winnipeg, Man.; Moffat, Lloyd E., CKY 
Winnipeg, Man.; Metcalf, Fred, CJOY 
Guelph, Ont.; Moore, Lloyd, CFRB 
Toronto, Ont.; Miller, E. W., RCA Vic- 
tor Co., Montreal; Midgley, C. E., CBS, 
New York: Malone, Thomas F., Adam 
J. Young Jr., New York; Macaulay, R. 
Cameron, Kingsway Film Equip., To- 
ronto; Mulvihill, Paul, National Broad- 
cast Sales, Toronto; Montagnes, Mr. 
and Mrs. James, BROADCASTING, 
Toronto; Madonna, N. R., Donald 
Cooke Inc., New York; McLeod, J. D. 
Penn, Penn McLeod & Assoc. Ltd., 
Vancouver; McKim, Don, All-Canada 
Radio Facilities’ Ltd., Toronto; Mc- 
Curdy, B. P.,. CJCH Halifax, N.S.; Mc- 
Quarrie, Athol, Bureau of Broadcast 
Measurement, Toronto; McDermott, 
Andy, Horace N. Stovin & Co., To- 
ronto; McGurk, Peter A., Weed & Co., 
New York; McCurdy, G. E., McCurdy 
Radio Industries; McLean, P. G., Can- 
adian Pacific Comm.. Montreal; McGill, 
J. J., Tuckett Tobacco Co. Ltd., Hamil- 
ton; McIntosh, Frank H., Kingsway 
Film Equip., Toronto; McLaughlin, 
Miss Dorothy, Donald Cooke Inc., New 
York; McGuire, R. E., National Pro- 
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Ralph H., CFPA Port Arthur, Ont.; 
Phenner, L. E., Bureau of Broadcast 
Measurement, Toronto; Potts, Lyman, 
CKOC Hamilton, Ont.; Piggott, E. J., 
Ontario Dist. for Presto Recording 
Corp., Toronto; Pichrem, Cliff O., 
CFCH North Bay, Ont.; Provost, Mar- 
cel, French Radio Associates, Montreal; 
Parent, Marguerite, CAB, Ottawa; Par- 
tridge, J. L., Can. Gen. Electric, To- 
ronto; 


Quinney, G. B., CJSH-FM. Hamilton, 
Ont.; Roskin, Lewis R., CJDC Dawson 
Creek, B.C.; Reinhart, Robt. A., CFPL 
London, Ont.; Ritchie, S. C., CKLW 
Windsor, Ont.; Rae, Wm. Jr., CKNW 
New Westminster, B.C.; Rawlinson, E. 
A., CKBI Prince Albert, Sask.; Rich- 
ardson, Herbert, Bank of Canada, Ot- 
tawa; Rogers, A. G. CJRW Summer- 
side, P.E.I.; Rogers, Ellsworth, CFRB 
Toronto, Ont.; Rosenfeld, M., Mac- 
Laren Advertising Co.; Rice, G. R. A.., 
CFRN, Edmonton, Ont.; Rutter, An- 
drew Jr., Quaker Oats Co.:; Rogers, Lt. 
Col. K. S. and Mrs., CFCY Charlotte- 


town, P.E.I.; Rooney, Leonard A.., 
Raytheon Manufacturing Co., New 
York; 

S-Y 


Slayton, Alair, Harold F. Stanfield 
Ltd., Toronto; Stubbs, Leigh, CHUM 
Toronto, Ont.; Sifton, Clifford, All- 
Canada Radio Facilities, Toronto; 
Stovin, W. H., CJBQ Belleville, Ont.:; 
Scully, Basil, CJIC Sault Ste. Marie; 
Sloan, Tom., British Broadcasting 
Corp., Toronto; Slaybaugh, C. C., 
Morse International Inc., New York; 
Slatter, Wallace, CJOY Guelph, Ont.; 
Stovin, Horace, Horace N. Stovin & 
Co., Toronto; Scott, E. L., CPR Com- 
munications Dept., Montreal; Sedgwick, 
Harry, CFRB Toronto, Ont.; Snelgrove, 
Ralph, CKBB Barrie, Ont.; Snelgrove, 
H. J.. CKBB Barrie, Ont.; Speers, Wil- 
liam A., CKRC Winnipeg, Man.; Smart, 
J. G., Canadian General Electric Co., 
Toronto; Slatter, Jack, Radio Represen- 
tative Ltd., Toronto; Scott, Jim, Radio 
Representatives Ltd., Montreal: Schudt, 
Wm., CBS, New York; Smith, Arnold W. 
Federal Electric Mfg. Co.. Montreal; 
Soble, Mr. and Mrs. Ken, CHML Hamil- 
ton; Sherwood, Alex, Standard Radio, 
New York; Stone, Robert, Sesac Inc., 
New York; Scarlett, C. Al, Russell T. 
Kelley Ltd., Toronto; Stanforth, Dr. 
Robert, UNESCO, Lake Success; Slat- 
ter, Wallace, CJOY Guelph: 

Tait, Bob, All-Canada Radio Facili- 
ties Ltd., Toronto; Tierney, S. T., Can- 
adian Bridge Co. Ltd., Toronto; Todd, 
Wm. E., William Wright Co., Montreal; 
Trowhill, Mr. and Mrs. Geo. T., Can. 
National Telegraphs, Toronto; Tapp, 
Jim, National Broadcast Sales, Mont- 
real; Turrall, Jack, CKEY, Toronto; 
Wingrove, W. C., CKTB St. Catharines, 
Ont.; Westmoreland, L. A., CKOC 
Hamilton, Ont.; Wood, H. H., RCA 
Recorded Program Services, New York; 
Whitehouse, Jack, H. N. Stovin & Co., 
Winnipeg; Walker, H. S., RCA Re- 
corded Program Services, Montreal: 
Weed, Joseph J. and Weed, Neal, Weed 
& Co., New York; Whitemore, R. D., 
Dept. of Nat. Health & Welfare, Ot- 
tawa; Ward, W. G., Canadian General 
Electric Co., Toronto; Wright, C. W., 
Wm. Wright, Toronto; White, John R., 
Can. National Telegraphs, Toronto; 
Williams, Hal. B., Dominion Broadcast- 
ing Co., Toronto; Yuill, Mr. and Mrs. 
J. H., CHAT Medicine Hat.; Young, 
Adam J. Jr., Adam J. Young Jr. Inc., 
New York; Young, George CBC, To- 
ronto. 


WSNY TRANSFER 


Would End Long Dispute 


TWO-YEAR old ownership dispute 
among principals in WSNY Sche- 
nectady, N. Y., moved toward final 
settlement last week as an applica- 
tion was filed for FCC approval to 
the acquisition of control by Wins- 
low Leighton, president-treasurer. 
He would purchase minor interests 
held by George R. Nelson and Wil- 
liam G. Avery. 

Simultaneously FCC was asked 
to: Dismiss complaints filed against 
WSNY by Mr. Nelson and on which 
the Commission has_ scheduled 
hearing [BROADCASTING, May 9, 
1949]; renew the station’s license 
on a regular basis, and dismiss the 
application of Mr. Nelson’s Public 
Service Broadcasting Corp. which 
seeks a new station there on 
WSNY’s assignment, 250 w on 1240 
ke. 
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Advertisement 


“Curfew Shall Not 
Ring Tonight’ 


Our ten o’clock curfew lasted for 
over 50 years, but the town council 
finally voted it out. I dropped in at 
the meeting in Town Hall last week 
just in time to hear Smiley Roberts. 

“The curfew is old-fashioned,” says 
Smiley. ‘We ought to be grown-up 
enough by now to behave like grown- 
ups. Seeing to it that our kids get to 
bed is the responsibility of each fam- 
ily.” Then Judge Cunningham adds, 
‘Most of us are in bed when the cur- 
few horn blows anyway. It wakes me 
up just when I’m getting to sleep!”’ 


What the Judge said was good for 
a laugh, but Smiley just about sum- 
med up how folks think in this town. 
We believe that the democratic tradi- 
tion of ‘‘live and let live’’ is the only 
way to live. 

From where I sit, it’s not the Ameri- 
can way to regulate your life by a 
horn—any more than it’s right to criti- 
cize my caring for a temperate glass of 
beer now and then. Think what you 
wish, say what you wish, but don’t 
ask your neighbor to do exactly as 


you do! 


Copyright, 1950, United States Brewers Foundation 
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“VIC” DIEHM says: 


Watch 





Profits 


Triplel! 


when you air your 
Sales Message on 


WAZL 


HAZLETON, PENNA. 


for further Enlightenment 
urite te Vic Diehm 


Robert Meeker Associates 
521 Fifth Avenue, New York City 17, N. Y. 
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ONE mention by Arthur Godfrey 
of a “little, inspirational magazine” 
has resulted in the publisher being 
swamped with mail and the proba- 
bility that the single reference 
will bring from 60,000 to 70,000 
more subscribers. This story of the 
overwhelming mail response that 
the non-sectarian magazine, Guwide- 
posts, received was revealed last 
week by Frank E. Mason, a 
Loudoun County, Va., publisher. 

The story, according to Mr. 
Mason, was told originally by 
Lowell Thomas at a gathering in 
the Pawling, N. Y., home of Ray- 
mond Thornburg, publisher of 
Guideposts and brother-in-law of 
Mr. Thomas. 

About 11:15 a.m. Friday, March 
17, on the CBS Chesterfield Hour, 
Mr. Godfrey told how Guide- 
posts, through personal experience 
stories of such famous persons as 
Eddie Rickenbacker, Gene Tunney, 
Kate Smith, Mary Pickford, Babe 
Ruth, Cardinal Spellman and 
Lowell Thomas had helped thou- 
sands of Americans to the paths 
of happiness through spiritual 
understanding. 

Less than 24 hours after the 
Godfrey broadeast, Mr. Thomas re- 
lated, the Pawling Post Office was 


On All 


VER SINCE he built his first 
EK crystal set at the age of 12, 

Ed Stodel has been in radio. 
In those days he had to call Ham- 
burger’s Department Store, Los 
Angeles, to request their going on 
the air. 

There have been many changes 
since then, of course. The May Co. 
now stands where Hamburger’s 
did; radio goes on the air with or 
without request; and Ed has given 
up crystal set mak- 
ing in favor of being 
owner-president of 
Stodel Adv. Co., Los 


Angeles. 
Heading towards 
its 15th _ birthday, 


Ed’s agency, which 
is responsible for 
many West Coasters 
going around sing- 
ing “Eastern Colum- 
bia, Broadway at 
Ninth,” now carries 
approximately one- 
quarter million dol- 
lars of radio and 
television billing an- 
nually. Most out- 
standing user of ra- 
dio is that depart- 
ment store which has 
replaced Hamburger’s 


in his af- 
fection—Eastern-Columbia. 


The Eastern department store 
was Ed’s first client in 1935, and 
he continued as its agency when 
the firm merged with Columbia, 
with whom it shared a building, in 
1939. The famous E-C radio jingle 
was developed by the agency in 
1944 and has since been carried 


Feature of 





The man whose influence has 
swamped Guideposts’ mail—Arthur 
Godfrey 


swamped with a deluge of mail. 
Assisted by the 18 neighbors he 
had called in to open envelopes 
and enter subscriptions, Mr. Thorn- 
burg had tabulated 11,571 replies to 
the broadcast by nightfall. 

Wednesday’s mail brought in 
23,631 more letters and subscrip- 
tions and by the following Wednes- 
day, nearly 56,905 replies had been 
received with the letters still pour- 
ing in. 


flccoun £5 


into store’s television advertising 
[TELECASTING, March 20]. 
Currently spending approxi- 
mately $1,200 per week on radio 
and about $600 weekly on tele- 
vision in Los Angeles, Eastern- 
Columbia has 20 basic spots weekly 
on the four Los Angeles network 
stations—KECA KFI KNX KHjJ; 
six television spots weekly on 
KTLA (TV) KFI-TV KTTV (TV) 
plus two weekly participations on 
KFI-TV. Through- 
out the year basic 
schedules are _ sup- 
plemented with spe- 


cial radio and TV 
campaigns. 
Other accounts 


serviced by the 
agency include Felix 
Chevrolet Los An- 
geles (dealers) cur- 
rently sponsoring 
hour and_ one-half 
weekly Sunday Mati- 
nee on KFI-TV Los 
Angeles; National 
Silver Co. which 
plans to go into tele- 
vision again in the 
near future; and 
special radio and 
television campaigns 
on the West Coast for Warner 
Bros., for whom Ed handles West 
Coast advertising; and national 
campaigns for Republic Pictures. 
Agency recently established a rec- 
ord for the latter on the San 
Francisco premiere of its “Sands 
of Iwo Jima.” Newsreel of the 


(Continued on page 74) 


WHAT EVERY 


Sponsor 





Agency 


Station 


SHOULD KNOW 


. . there's fingertip information on 
exactly how hundreds of national spot 
and network advertisers used radio 
and television in 1949. 


It’s all in the 


BROADCASTING 


The Newsweekly of Radio and Television 


TELECASTING 


NAB 
CONVENTION 
ISSUE 


APRIL 17th 





By subscribing TODAY, you'll get all 
the stuff that planning board sessions 
and leading time buyers consult all 
through the year—BROADCASTING’s 
copyrighted product analysis of 29 
basic groups, from automotive to ciga- 
rettes to toiletries. 


1350 


BROADCASTING o Jelecasting 
870 NATIONAL PRESS BLDG. 
WASHINGTON 4, D. C. 


By all means send me 52 weekly 
BROADCASTING—and 
don’t forget to include the big 
April 17 NAB CONVENTION ISSUE. 


issues of 


(J | enclose $7.00 [7] Please bill me 
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A Look at BMB 


(Continued from page 28) 


stations give us excellent visualization 
of what the figures mean. This is a 
good strong point in talking to 
non-radio personnel. ; 

¢. This truly monumental job ap- 
pears to have been handled very well 
all along the line. I even think that 
its form, that is, looseleaf and adapt- 
able to filing, is superior to _the 
cumbersome book used the last time. 
It will be admittedly more difficult to 
discuss specific areas, compare sta- 
tions within those areas, but I believe 
that difficulty is not enormous. 


On the bad side: 


The limited scope of approximately 
650 stations subscribing and being 
surveyed is unfortuante, but I am 
glad to hear from BMB that provisions 
have been made so that we can get 
further information if desired on 
non-subscribing stations. Frankly, 
this agency has done whatever it 
could to push the BMB idea with 
local stations and other stations with 
which we do business. I can’t say 
that we’ve been successful. 

In many ways, it is rather dis- 
graceful that the operating part of 
the radio industry has not seen fit 
to give BMB_ necessary support. 
Radio research has, by and large, been 
inadequate. 

BMB provided an excellent oppor- 
tunity for radio to answer these 
charges, and it would seem that the 
operating part (by that I mean the 
stations concerned) did not meet this 
challenge. Naturally, my sentiments 
are colored by the fact that in the 
major market of Baltimore, not one 
station is a subscriber. 

Lewis F. Bonham, Director of 
Advertising and Sales Promotion of 
The Mennen Co. plans to use the 
new BMB station coverage maps 
extensively. He says: “We believe 
that the new BMB station coverage 
maps will enable us to better evalu- 
ate rate cards in a selective spot 
operation like ours.” 

Colgate - Palmolive - Peet Co. is 
represented on the ANA Radio & 
Television Steering Committee and 
subscribes to the ANA policy on 
BMB, according to James C. Doug- 
lass, C-P-P radio coordinator. 
ANA is participating in plans to 
form the new BAM [BROADCASTING, 
March 20]. 


Charles H. Pinkham, research 


UAntity 
Audience 


among the 225.000 
People in the 
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director of Lydia E. Pinkham Med- 
icine Co., Lynn, Mass., has not yet 
completed a study of the BMB 
Study No. 2, he told BROADCASTING, 
but is expected to give his views 
later. A. H. Caperton, advertising 
manager of Dr. Pepper Co., said 
he had not yet had time to make 
a detailed report of the new fig- 
ures. Ben R. Donaldson, director 
of advertising and sales promotion, 
Ford Motor Co., explained the com- 
pany has not examined the figures 
closely since it has not been using 
network radio time recently. 

D. E. Robinson, member of the 
firm of Price, Robinson & Frank, 
Chicago agency, has not yet made 
a study of the figures. John H. 
Kelly, executive vice president of 
Emerson Drug Co., Baltimore, said 
Emerson’s advertising department 
is reviewing the BMB data in rela- 
tion to its advertising and sales 
approach, 

Frank Coulter Jr., manager of 
radio media, Young & Rubicam, 
New York, said the agency is re- 
viewing the figures to ascertain 
their application to clients. Pat- 
rick H. Gorham, advertising man- 
ager of Philip Morris & Co., New 
York, is analyzing the figures but 
has not yet arrived at definite 
conclusions. H. S. Thompson, ad- 
vertising manager of Miles Labs, 
Elkhart, Ind., is in the same posi- 
tion. 

Mr. Albert S. Dempewolff, adver- 
tising manager of Celenese Corp. 
of America, spoke before the 
AAAA meeting last week (see 
separate story) on the second BMB 
study. 


COST STUDY 


NAB Surveys Broadcasters 





DATA is being gathered by the 
NAB for its second annual study 
of radio station operating costs, it 
was announced last week with the 
mailing of questionnaires to sta- 
tion owners and managers. Tabula- 
tions will be made and then an- 
alyzed by Richard P. Doherty, 
NAB’s Employe- Employer Rela- 
tions Dept. director. 

All material collected from ques- 
tionnaires will be sorted according 
to station types and sizes, gross in- 
comes and geographical regions. 
Analysis is expected to offer man- 
agers comparative figures covering 
the entire industry. Replies cover- 
ing total broadcast revenues and 
expenses will be kept confidential, 
NAB said. 


This year’s survey, NAB said, 
was initiated in response to en- 
thusiastic comments from _ broad- 
casters who used the first annual 
survey made last year as a yard- 
stick against which they measured 
their own operating costs. The 1948 
study also was used by Mr. Doherty 
as basis of a cost-control session he 
conducted last fall at each of the 
17 NAB district meetings. 


FIRST Florida peacetime heroism 
medals given four National Guardsmen 
who rescued seven WIRA Ft. Pierce, 
Fla., staff members during hurricane 
last August. 


Telecasting 


SADOWSK! 


These opinions were given to 
BROADCASTING last week by Rep. 
Sadowski, who has chaired the sub- 
committee during this session of 
Congress and who has authored a 
radio bill of his own. 

The Congressman also revealed 
that the so-called FCC “model bill” 
[BROADCASTING, March 6], contain- 
ing substantial departures from 
the Senate-okayed McFarland Bill 
(S 1973) to reorganize FCC pro- 
cedure, will be thrown into the 
House hopper. It will be sponsored 
by either himself or by Rep. Robert 
Crosser (D-Ohio), chairman of the 
House committee, the Michigan 
legislator said. 

Introduction of the bill would be 
a formality, however, as subcom- 
mittee staff members already are 
preparing summary charts showing 
point by point how Sen. Ernest W. 
McFarland (D-Ariz.) and the FCC 


differ in their approach to the 
agency’s functions. 
Staff members meanwhile con- 


firmed the report that the McFar- 
land Bill and the FCC “model bill” 
probably will be given priority by 
subcommittee members when hear- 
ings get underway [CLOSED CIR- 
cuIT, March 27]. Rep. Sadowski, 
however, believes his bill to set up 
an overall frequency allocations 
board (HR 6949) still may be con- 
sidered. Other spokesmen close to 


Sees Subcommittee Life 
By First of May 


REP. GEORGE SADOWSKI (D-Mich.) has no intention of permitting 
his House Interstate and Foreign Commerce radio subcommittee to 
founder this Congressional session and expects the group to reactivate 
itself about the end of April or beginning of May. 


* 

the Congressional group agreed 
with the possibility, providing the 
time schedule permits. The press- 
ing time matter also would apply 
to the new Sheppard Bill (HR 
7310) which would require the li- 
censing of networks. 

Rep. Sadowski, who only now is 
beginning to shake off the effects 
of a serious illness which has kept 
him away from his Washington 
desk for several weeks, told BRoApD- 
CASTING that he plans to resume 
leadership of the subcommittee pro- 
viding Chairman Crosser, of the 
full committee, is in agreement. 
Rep. Crosser apparently wants the 
group to proceed as soon as pos- 
sible with the pending radio legis- 
lation, consideration of which has 
been in abeyance for a good meas- 
ure of this year. 

Rep. Crosser told BROADCASTING 
last Wednesday that he has his 
sights on an early revival of the 
subcommittee and that his concern 
for Rep. Sadowski’s health has 
been the main reason for the delay 
in setting a date for the hearings. 

As yet, Rep. Sadowski said, he 
hasn’t had time to scrutinize the 
possible effects of President Tru- 
man’s new Communications Policy 
Board whose function coincides 
with the proposed board his bill 
would establish. 












WOC-A 


WOC-T 








Basic NBC Affiliate 


FREE & PETERS, Inc. 


Exclusive National Representatives 


5,000 W. 
1420 Ke. 


WOC delivers this rich market to NBC Network, national spot 
and local advertisers . . . with 70 to 100% BMB penetration in the 
two-county Quad City area. . 


Channel 5 
22.9 Kw. Video + 12.5 Kw. Audio 


On the Quad Cities’ first TV station NBC Network (non-inter- 
connected), local and film programs reach over 8,000 Quad Cities’ 
sets .. . hundreds more in a 75 air-mile radius. 


Col. B. J. Palmer, President 
Ernest Sanders, General Manager 


DAVENPORT, IOWA 


FIRST in 
the QUAD CITIES 


In Davenport, Rock Island, Moline and East Moline 
is the richest concentration of diversified industry be- 
tween Chicago, Minneapolis, St. Louis and Omaha. The Quad 
Cities are the trading center for a prosperous two-state agricultural 
area. Retail sales, total buying and per capita income rate higher 
than the national average, according to Sales Management. 
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. 10 to 100% in adjacent counties. 
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premiere was filmed from 8-8:30 
p.m. and an hour and one half 
later it was beamed on KPIX (TV) 
San Francisco. 

Edward Charles Stodel was born 
in 1909 in Los Angeles. There he 
received his early schooling. In 
1927 he launched simultaneously in- 
to a formal education at UCLA 
and an informal one at Los Angeles 
Herald-Express as a cub reporter. 
Two years later the applied edu- 
cation had won out over the 
theoretical one as the cub advanced 
to the higher glories of assistant 
motion picture editor, feature 
writer and interviewer. 

When the newspaper became 
affiliated with KMTP (now KLAC) 
in 1928, Ed became the Voice of 
the Herald-Express doing a 
nightly newscast direct from the 
editorial rooms. He remained with 
the paper until 1931 during which 
time he wrote and acted on various 
shows. 


(Continued 


Continues Free Lancing 

Ed’s next step upon leaving the 
paper was to join the Hollywood 
office of Zitz Theatrical Weekly 
where he remained two years. Dur- 
ing this time he continued free- 
lance radio writing and producing. 
Upon leaving there he continued 
his freelance work in addition to 
writing stories for national maga- 
zines in his spare time. At one 
time during this period he served 
an eight-month term with KFI as 
writer-producer. 

On June 1, 1935, with the $75 
he had saved during this time he 
opened an advertising agency. His 
staff consisted of one associate 
who was to act as salesman, and 
one secretary. The former asso- 
ciation was short-lived when Ed 
found his would-be salesman deep 
in a copy of How To Sell Advertis- 
ing. 

Ed launched his first account, the 
Eastern Department Store into its 
first regular broadcast, a quarter- 
hour magazine format show, /n- 
side Stories of Hollywood in that 
year. And since that first broad- 
cast, which resulted in selling of 
11 sewing machines amounting to 
approximately $500 in sales within 


the next day and one half, the 
store has been sold on radio. 

In 1948 his agency suspended 
operations for three years while 
its owner-president served as com- 
bat correspondent with the U. S. 
Marine Corps. Ed chalked up a 
few honors there, too, by doing an 
eyewitness account of the first 


tank battle ever recorded over 
three major networks, ABC CBS 
NBC; and doing the first official 
broadeast on the first American- 
liberated island, Guam. 
Discharged in 1945 on_ the 
East Coast, Ed _ spent several 


months in New York learning more 
about a new love that had come 
into his life—television. The fol- 
lowing year he became temporarily 


affiliated with  Hillman-Shane 
Agency in Los Angeles, and a 
short while later hung out the 


Stodel shutter there again. 

Still enthusiastic about radio, 
Ed feels that television is inevit- 
able. It is his contention, however, 
that daytime radio will continue 
to be the best buy for a long time. 

The Stodels—she is the former 
Charlotte Levine—have two chil- 
dren, Jacqueline, 5, and Jeffrey 
Craig, 2. They make their home 
in Los Angeles. 

Ed is presently State Athletic 
Chairman of the American Legion, 
past commander of the Los Angeles 
post of the Legion, and president 
of the Marine Corps News Assn., 
Los Angeles. 

In the realm of hobbies he lists 
fishing, boating and history read- 
ing. He hasn’t ridden on an animal 
of any sort since his last trip on 
a water buffalo one New Year’s 
Eve in Guam. 








CBC Bars Bingo 


RADIO BINGO has been ruled off 
the Canadian air, effective May 1, 
by announcement of the Canadian 
Broadcasting Corp.’s board of gov- 
ernors at Ottawa. Hearings on the 
subject were held at both Toronto 
and Ottawa in February and 
March, with stations and service 
clubs showing how money was spent 
for charitable purposes, religious 
organizations and moving picture 
interests opposing bingo games on 
the air. 








ARE MADISON 
ADVERTISERS 
SWITCHING TO WISC? 





Madison merchants, who are on the scene, can best evaluate a station’s worth 


in producing SALES. 


And that’s what WISC delivers . . . 


sales . . . NOT 


stories. Get the facts on the job WISC does locally—and draw your own 


WISC 


conclusions! 


Madison, Wisc. 


ABC 


1000 watts 


Member Arrowhead Network 


Represented nationally by: RA-TEL Regionally by: BULMER-JOHNSON, Inc. Mpls. 
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WCAU PROMOTE 


PROMOTIONS in the top command at WCAU-AM-FM-TV Phila 
were announced last week. Donald W. 
WCAU stations, was named a member of the board of directors o 





Thornburgh, Vanda, 
Pryor Elevated 
delphia 


of the 
f WCAU 


Thornburgh, president 


Inc., and two departmental heads were made vice presidents at the 
=<" — TT. 


board’s annual meeting on March 


27 
Charles Vanda, director of tele- 
vision, was named vice president 
in charge of tele- 
vision, and Rob- 
ert N. Pryor, di- 
rector of promo- 
tion and _ public- 
ity, was promoted 
to vice president 
in charge of that 
operation. 
All members of 
the board were 
Mr. Thornburgh "& -elected and of- 
ficers will con- 
tinue in their respective capacities, 
the station said. Mr. Thornburgh 
assumed the presidency of WCAU 
on Aug. 1, 1949. He formerly was 


WMOR REALIGNS 
Kisau Heads New Board 


BOARD of directors of WMOR 
(FM) Chicago resigned in a body 
last Monday at a stockholders meet- 
ing and was succeed by a new slate 
after several months of internal 
policy conflict. Donald F. Kisau, 
executive vice president of the 
Chicago Restaurant Assn., succeeds 
Bernard I. Miller as president. Mr. 
Miller also was station manager. 
No successor to that post had been 
named late last week. 

Re-elected board members include 
Dario L. Toffenetti, Chicago and New 
York restaurant owner who resigned 
as board chairman two months ago; 
Ralph J. Wood Jr., former WMOR 
station manager, and Morris Alex- 
ander. New directors are Albert Vod- 
icka, Edward Olin, Mr. Kisau and 
Meyer Field, the last of whom is not 
a stockholder. No board chairman was 
elected. 

It is understood the new manage- 
ment is seriously considering in- 
stallation and programming to FM 
receivers and speakers in Chicago- 
area manufacturing concerns, res- 
taurants and shops. WMOR ex- 
pects to retain its in-store broad- 
casting service during the day. 

Mr. Miller and Chief Announcer 
Jack Pitman have organized B. I. 
Miller Co., radio-TV package firm. 
They have several properties. 


gies — 











FTC Testifies 


SENATE Appropriations subcom- 
mittee that is holding hearings on 
the 1950-51 omnibus budget bill last 
week heard testimony by Federal 
Trade Commission officials. Acting 
Chairman Lowell B. Mason and 
Comr. James M. Mead testified 
along with FTC assistants. The 
FCC is scheduled to testify on its 
budget requests in mid-April, sub- 
committee spokesmen said. The 
House is scheduled to debate this 
week the budget recommendations 
of its appropriations group [BRoAD- 
CASTING, March 27]. 
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Mr. Vanda 


Mr. Pryor 


vice president of CBS in charge of 
its Western Division. Mr. Vanda, 
former executive producer for that 
same division, became TV director 
last January. He had joined the 
station’s staff in September 1949, 

Mr. Pryor has been public rela. 
tions and promotion director at 
WCAU since November 1944. He 
has been identified with developing 
prize-winning programs, Career 
Forum, the “Crusade for Better 
Drinking Water,” It’s Up to You, 
the U. of Pennsylvania Forum and 
other public service programs, the 
station said. 


NEBRASKA U. MEET 


Workshop Has Annual Session 


FOURTEEN of Nebraska’s 21 sta- 
tions attended the sixth annual U. 
of Nebraska Radio Workshop 
which was held last month (March 
17-18) on the campus, according 
to William C. Dempsey, the uni- 
versity’s director of radio. 

The two-day conference included 
panel discussions and a luncheon 
meeting at which Carl F. Borg: 
mann, dean of faculties, presented 
the broadcasters with a plaque for 
their public service in cooperating 
with the university. Stations repre 
sented by panel speakers included 
KODY North Platte, KFAB and 
WOW-AM-TV, both Omaha; 
KGFW Kearney, KOLN, KLMS 
and KFOR all Lincoln; KWBE 
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(Contin ied from page 16) 
time,” Secretary Sawyer said, urg- 
ing business to “regain some of that 
lost influence—so that business, as 
well as agriculture and labor, be- 
comes @ Major concern of govern- 
ment and the public at large.” 

Business must tell the American 
people what it has achieved, he said, 
and with adv ertising is in the best 
position to ° ‘do the most effective 
work. I believe in more, not less, 
effective advertising.” In turn ad- 

t vertising must have the help of 
educators, he insisted, and employes 
must be sold on the benefits they re- 
ceive from business. 

Mr. Peabody, as chairman of the 
Commerce Dept. committee, recalled 
that the great majority of eco- 
nomists now accept advertising as 
a valuable, if not essential, part of 
the distribution process. He said 
the industry stands higher in public 
esteem as well as in the minds of re- 
sponsible government officials than 
was the case prior to the war and 
postwar activities of the Adver- 
tising Council. 

The nation must be kept strong if 
the capitalistic system is to survive 
and if Russia is to be contained, he 
said, with advertising taking lead- 
ership in bringing about a healthy 
and expanding economy. 

“Advertising played a major part 
in putting the people solidly behind 
total war,” he said, and now must 
serve the country in three ways— 
selling more goods than ever be- 
fore, developing public support for 
the nation’s new foreign policy and 
showing Americans (and other 
peoples, as well) the contribution 
of business to their well-being and 
security. 

Mr. Peabody reminded that Sec- 
retary Sawyer “is not a politician 
in business but a businessman in 
polities, a combination all too rare 
in recent years.” 
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AT&T Names Bagnall 


VERNON BAGNALL, 
to Harry H. Carter, general com- 
mercial manager of the Long 
Lines Dept. of AT&T, will succeed 
to Mr. Carter’s post May 1 upon 


assistant 


the latter’s retirement. 


ts the ae 
in TOPEKA 


REPRESENTED BY 


| WEED & COMPANY 


BROADCASTING e 


XUM 





Oyen Mike 


(Letters are welcomed. The editors reserve the 
right to use only the most pertinent portions.) 


Lewis Hits Networks 


EDITOR, BROADCASTING: 

Can you take it, Mr. Mike??? 

Five years ago when we first 
opened the doors of the National 
Laugh Enterprises, we would have 
feared reprisals if we opened our 
mouths to shout criticisms of the 
networks. ... 


. . . But we have been still too 
long. Where else but in their laps 
does the blame belong—1. for not 
developing writers; 2. for not de- 
veloping entertainers; 3. for not de- 
veloping comedians and comedy 
writers. ... 

. It takes time to make co- 
medians, and comedy writers. We 
have opened a FREE SCHOOL for 
comedians, we have developed 
a text-book for comedy writers 
(Radio Comedy: HOW to Write It 
by Henley), we have comedy fo- 
rums, discussions at Gagwriter 
luncheons; and we publish a maga- 
zine, Comedy World, to show them 
through our TALENT SHOW- 
CASE how wonderful our writers 
are. 

BUT DO THEY DO ANY- 
THING??? NO, NO, NO, NO, NO! 
. Every week they rise to speak 

at banquets saying they seek new 
writers of comedy, new comedians 
—every week they soothe them- 
selves into this false security that 
they are trying their best. TELE- 
VISION HAS MADE THE PUB- 


LIC AWARE OF HOW BADLY 
UNPREPARED NETWORKS 


ARE TO ENTERTAIN—Maybe 
they should give the “Right To 
Entertain” back to the movies. 
George Lewis 
National Laugh Enterprises 
New York 
[EDITOR’s NOTE: This, we assume, is 
no laughing matter. Or is it?] 


* * 


BAB’s Award Role 


EDITOR, BROADCASTING: 

. Your story [All Ears Are 
to Sears,’ BROADCASTING, March 
27] ... made several references to 
the awards won by this Sears store 
[Burlington, Vt.] in the NRDGA 
advertising competition. The con- 
test to which you refer is actually 
the NRDGA-BAB Annual Radio 
Competition. It was initiated by 
NAB three years ago and it is ac- 
tually organized and conducted 
each year by this department of 
the association. We prepare the 
rules and regulations, solicit the 
entries, appoint the judges, do the 
actual physical screening of every 
entry, and submit the final contest- 
ants—about 20 in number—to the 
board of judges. We are, of course, 
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present at the judging and have 
had no little influence on the re- 
sults. 

Finally, the awards are made at 
the NRDGA Convention each year 
by a member of our staff. In 1949 
and 1950 I had the pleasure of per- 
forming this task. 

Begun in 1946, this competition 
has attracted an increased number 
of contestants each year and we 
have had the satisfaction of adjust- 
ing the requirements until awards 
are now granted on the basis of 
performance in terms of results in- 
stead of merely being assigned to 
the sponsors of those programs 
which sound best on transcriptions. 
Thus, BAB has the distinction of 
cooperating in one of the few ad- 
vertising competitions which is ac- 
tually based on return for the ad- 
vertising dollar 
B. Mitchell 


Maurice 
Director 
Broadcast 
reau 
New York 


Advertising Bu- 
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WEAT SALE 
Brewster Buys for $60,000 


SALE of WEAT Lake Worth, Fla., 
was announced last week, subject 
to FCC approval. Warren H. 
Brewster, prominent New England 
broadeaster and_ stockholder in 
WLNH Laconia, N. H., will pur- 
chase the station for $60,000. 
Present owner is R. W. Rounsa- 
ville. Mr. Rounsaville has broad- 
cast interests in Georgia and Ten- 
nessee, 

Mr. Brewster will move to Flor- 
ida and devote his entire time to 
the station if the transfer is ap- 
proved. Blackburn-Hamilton Co. 
handled the transaction. WEAT, 
an NBC affiliate, is assigned 250 
w fulltime on 1490 ke. 


Michelson Sells 


CHARLES R. MICHELSON Ince., 
New York, last week announced 
sale of three transcribed quarter- 
hour programs for spring sponsor- 
ship over eight stations by Black- 
stone Washing Machine Corp. and 
local dealers. The programs, 
Blackstone, Magic Detective, The 
Phil Brito Show and Smilin’ Ed 
McConnell, will be heard over KFJI 
Klamath Falls, Ore.; WFOM Mari- 
etta, Ga.; KGYN Guymon, Okla.; 
WIHL Hammond, La.; WTBC 
Tuscaloosa, Ala.; KTTS Spring- 
field, Mo.; WRNO Orangeburg, 
S. C., and WGRA Cairo, Ga. 
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Richards 


(Continued from page 18) 


broadeast anything that was un- 
true. 

After identifying 243 news 
scripts he broadeast at KMPC, 
William Kenneally, now news edi- 
tor of KF MV Hollywood, admitted 
he could not pick out one in which 
there was false or deceiving infor- 
mation, where any big news event 
was omitted or where any racial 
prejudice was shown. 

Mr. Kenneally agreed that a 
story about Mrs. Roosevelt in one 
of the scripts “possibly” was com- 
mendatory and that another gave 
“pretty fair and impartial treat- 
ment” to the Israeli side in a story 
about ‘the Palestine situation. 

When Mr. Kenneally was called 
for re-direct examination by FCC 
Counsel Ford, the newscaster iden- 
tified a script about a Presidential 
address. After a comparatively 
brief mention of the speech, three 
pages of the newscript were devot- 
ed to critical comment by Repub- 
lican Congressmen, and a “rebut- 
tal” speech by Sen. Taft (R.-Ohio) 
was quoted in length. 


Saw Nothing ‘False’ 


This, Mr. Kenneally said, was 
an example of how he followed 
“general instructions” relative to 
content of KMPC newscasts. 

Under cross-examination, Mr. 
Kenneally admitted there was noth- 
ing “false or deceptive” in the 
script. He said, however, that he 
didn’t think the script “fair or ob- 
jective” inasmuch as it contained 
no favorable comment on_ the 
President’s speech. It was, in his 
opinion, a “biased presentation.” 
KMPC had carried a_ broadcast 
of the President’s speech and had 
rebroadcast it several times during 
the day, he conceded under ques- 
tioning by Mr. Fulton. 

Other examples of adherence to 
“general instructions” as cited by 
Mr. Kenneally were: Emphasis on 
Gen. Douglas MacArthur’s birth- 
day; inclusion of a “station plug” 


concerning a speech by Harold 
Stassen which KMPC was to 
broadeast an hour later; “head- 


’ 


line” mention of charges of grain 
speculation by top officials in the 


and 


Democratic administration; 
mention of the arrest of Charles 
Chaplin’s son for intoxication be- 
cause he had been told that ‘“‘Chap- 
lin is not liked by Richards and to 
govern myself accordingly.” 

Staff meetings at which Mr. 
Richards expounded his personal 
views were described by Chester 
(Tiny) G. Renier, former program 
director of KMPC, now manager 
of the Pasadena Institute of Radio. 

“IT do not doubt but that the 
news broadcasters got the impres- 
sion that Richards’ words were to 


be regarded as instructions,” Mr. 
Renier said. 
“Mr. Richards frequently said 


that he would ‘like to see his views 
given prominence in the news.’ ” 

When Examiner Johnson asked 
if FCC rules were pointed out to 
Mr. Richards at these speech-mak- 
ing meetings, the witness replied: 

“Yes, but I’m afraid he didn’t 
give the rules much consideration. 
He respected the rules, but he al- 
ways said it was his station and 
he was going to run it the way he 
wanted to.” 

Mr. Renier testified that he re- 
signed at one time because con- 
tinued telephone calls from Mr. 
Richards were “getting beyond my 
endurance.”’ General Manager Rob- 
ert O. Reynolds promised he would 
attempt to cut them down, Mr. 
Renier said. 

Mr. Richards gave anti-Demo- 
cratic, anti-administration and 
anti-Jewish lectures at staff meet- 
ings, according to Mr. Renier, and 
constantly coupled Jews with Com- 
munists. 

Hiring Difficult 

Mr. Renier testified that Mr. 
Richards told him he had difficulty 
hiring people who would carry out 
his instructions. Later in his tes- 
timony Mr. Renier declared “a 
good news man wouldn’t follow 
them out.” 

Mr. Renier testified that as pro- 
gram director of KMPC, he fre- 
quently interviewed prospects for 
positions. He said he had never 
been instructed what racial type 
not to hire, but that “I had long 
since gained from Mr. Richards’ 
views that a person of Jewish faith 
would be looked upon with dis- 
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WWL MILESTONE 
Drama Show Marks 8th Year 





DRAMATIC show, Road to Yes- 
terday, Tuesday at 8:30 p.m. over 
WWL New Orleans, celebrated its 
eighth year on the Loyola U. sta- 
tion March 21. 

Produced by Mel Washburn since 
its inception, the show dramatizes 
lives of men and women who have 
figured prominently in the history 





Staff Organist Ray McNamara (1), 

whose improvised mood music back- 

grounds WWL’s Road to Yester- 

day, goes over the script with Mr. 

Washburn (center) and Don Lewis, 

who does the narration for the 
show. 


% * co 


of New Orleans and the South. In 
writing, directing and producing 
the show, Mr. Washburn is given 
a free hand by the sponsor, Ameri- 
can Brewing Co. (Regal beer). 

Citing the program’s durability, 
WWL officials point out that it has 
consistently competed with top 
network shows’ throughout’ the 
eight years. The last fall and win- 
ter Hooper report gave the show a 
rating of 15.6, officials said. The 
sponsor has just renewed its con- 
tract for another year, it was re- 
ported. 


favor. When I hired anyone, the 
front office would always ask, ‘Are 
you sure that’s his real name?’” 

At one time, Mr. Renier testified, 
Mr. Richards saw someone of Jew- 
ish appearance in the halls of 
KMPC and “demanded to know 
what a Jew was doing in his sta- 
tion and ordered that I should 
throw him out.” 

“Naturally I did not,” Mr. Renier 
said. 

Censored Stories 

Under cross-examination, Mr. 
Renier testified he had some diffi- 
culty with William Pennell, “an 
outside newscaster” on the station, 
“over the inclusion of stories in a 
newscast that had not come over 
the wires.” He testified that he 
censored these stories from news- 
casts when they dealt with labor 
topics or when they expressed Mr. 
Pennell’s personal opinions. 

Robert P. Anderson, now pro- 
duction supervisor of Don Lee Tele- 
vision, testified that during a two- 
week period while Norman Nesbitt 
was on vacation, he took over on 
the Broadway Department Store 
newscasts on KMPC and was in- 
structed by Robert Horn, then in 
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the KMPC news department, abou 
station policy. 
He said instructions which he 


received but didn’t follow included: 
No mention of Robert W. Kenny. 
then candidate for Democratic gu. 
bernatorial nomination; no unfa. 
vorable mention of Ku Klux Klan 
and reference to Henry Wallace as 
“the pig sticker.” 

Mr. Renier, to questions froy 
defense counsel, said Mr. Richards 
was irked about “twisting the 
facts” in a newscast. “I will not 
have any more of this,” he saij 
Mr. Richard told him when he was 
“called on the carpet.” 


: ar ! 
Under re-direct examination, Mr, 


Renier identified a KMPC program 
report for 1947 which listed broad. 
casts made in honor of various 
prominent personalities on their 
birthdays. Among those were Gen, 
Douglas MacArthur, Thomas §£ 
Dewey, Paul Whiteman, Girl Scouts 
and Mr. Richards himself. There 
were others, Mr. Renier said, be. 
cause “Mr. Richards always wanted 
to celebrate birthdays of prominent 
Americans.” 

“Was there a birthday program 
for President Truman?” FCC chief 
counsel asked. Mr. Renier replied: 
“T can’t remember that there was.” 

Urged Own Judgment 

Mr. Reiner testified he instructed 
newly-hired newscasters and an- 
nouncers to put on well-balanced, 
well-rounded newscasts, but briefed 
them on differences between those 
instructions and Mr. Richards’ 
views. He also told newscasters 
and announcers to use their own 
good judgment in presenting news, 
when nobody was at the station in 
authority to check on items or edi- 
torials that Mr. Richards might 
order used. 

Charles Teas, commercial man- 
ager of KOB Albuquerque and one 
time newscaster of KMPC, testified 
Tuesday that besides being told re 
peatedly what stories to include in 
newscasts he sometimes was 
coached over the telephone on voice 
inflections by Mr. Richards. 

He testified that, under Mr. 
Richards’ instructions, he _ read 
newspaper editorials on newscasts 
without labeling them as such. He 
said he also used news items from 
the daily newspapers. When he 
protested to other station exect- 
tives about Mr. Richards’ orders, 
he said, they sometimes told him 
to “forget it” except when the sta 
tion owner was particularly in 
sistent. 

“General feeling was either. to 
carry out Richards’ orders or bt 
fired. After all, he was the boss,’ 
Mr. Teas said. 

Cross-examined by Mr. Fulton, 
Mr. Teas could not recal having re 
ceived any complaints from spor 
sors of newscasts he handled. He 
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also said -” couldn’t remember 
proadcasting anything that was 
“false or ‘seciatien gs 

Although Mr. Richards expound- 
ed his personal views at length dur- 
ing station staff meetings, Mr. 
Teas said, he did not regard such 
expressions necessarily as “instruc- 
tions.” 

Just before he was discharged 
from KMPC, he said, he “kid- 
dingly’ remarked to other news- 
casters that, because of the sta- 
tion’s news policy, he “expected 
Communists to throw a bomb 
through the window.” 

Walter S. Arnold and Jack Slat- 
terly, former KMPC newscasters, 
testified they were ordered by Mr. 
Richards to use anti-administra- 
tio newspaper items and editorials 
on news broadcasts. Mr. Arnold 
testified, however, that editorials he 
broadcast were labeled as such. 


Vance Graham, former KMPC 
news editor and later newscaster, 
testified in support of earlier 
charges that Mr. Richards gave 
definite instructions to emphasize 
unfavorable news concerning the 
Roosevelt family, Henry Wallace, 
and the administration and to in- 
sert editorial opinion as well as 
news items from newspapers in 
newscasts. 


Picked Out Stories 


“Mr. Richards told me to pick out 
certain stories to use in broad- 
casts,” he testified. “I generally 
tried to carry out instructions.” 

He said Mr. Richards suggested 
a “technique” of linking items to- 
gether to get certain implications. 
He admitted taking clippings from 


newspapers for this purpose on 
newscasts. 

Mr. Graham, now a freelance 
dise m.c., testified that he believed 


Mr. Richards was “very sincere in 
his convictions” that there was a 
Communist threat to this country. 
He said Mr. Richards, in his opin- 
ion, was “very anxious to make 
people aware of the Communist 
threat.” 

“Newscasters at the station 
whom Richards considered were too 
much to the left soon found them- 
selves in the dog house,’”’ Mr. Gra- 
ham said. 

He said that when Henry Wal- 
lace was employed by a pin manu- 
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facturing company he reported the 


event as follows under 
ards’ instructions: 
“Henry Wallace became the pin- 
head executive of a pin factory.” 
Like earlier witnesses, Mr. Gra- 
ham said the KMPC owner sug- 
gested that intoxication be implied 
in newscasts concerning a traffic 


Mr. Rich- 


accident involving Mrs. Eleanor 
Roosevelt. Examiner Johnson in- 
terrupted: 


“Did he [Mr. Richards] cite any 
basis, any news story or article to 
justify this implication or were 
you just supposed to make it up 
out of your heads?” 

“We were just supposed to make 
it up,” the witness replied. 

Under cross-examination 


AIDS RICHARDS 
Bridges Hits FCC Hearing 


SENATORIAL defense was given 
G. A. Richards, owner, KMPC Los 
Angeles, WGAR Cleveland and 
WJR Detroit, in the upper chamber 
of Congress last Thursday by Sen. 
H. Styles Bridges (R-N.H.). The 
FCC currently is hearing charges 
of alleged news slanting against 
Mr. Richards. 

Sen. Bridges, sharply criticizing 
FCC for holding the Los Angeles 


Mr. 





hearing, formally requested the 
Senate Interstate and Foreign 
Commerce Committee to investi- 


gate whether the agency is usurp- 
ing its powers. 

FCC, the Senator said, would 
abuse its authority if “in granting 
or withholding a license to operate 
a radio station” it “were motivated 
by partisan considerations.” 

In reviewing the allegation that 
James Roosevelt, candidate for gov- 
ernor of California, supported the 
complaint against Mr. Richards, 
he said: “It would be outrageously 
un-American if any radio station 
were denied an extensoin of its 
license merely because the manage- 
ment of that station did not sub- 
scribe to the political opinions of 
the present Administration.” 

While the charge lodged against 
Mr. Richards is_ serious, Sen. 
Bridges observed “that much of 
the distortion in news reports that 
go out over the radio has been in 
favor of the Administration.” He 
asked the Senate Interstate com- 
mittee also to explore whether Mr. 
Richards “is being singled out while 
other station operators are given 
complete freedom to support the 
party line of the Administration 


in violation of the Communications 
Act.” 


Sen. Bridges continued: “The 
power to regulate can be distorted 
easily to become the power to cen- 
sor.” He added, “the Commission 
must be supported in any attempt 
to carry out the communications 
regulations which bar the use of 
radio news broadcasts as a propa- 
ganda medium.” But, he conclud- 
ed, the Commission must not “be- 
come an instrument of thought con- 
trol seeking to put out of the com- 
munications business any individ- 
ual because of his personal views 
and expressions.” 
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Graham said he did not follow the 
purported instructions in this case 
but that he tried to carry out Mr. 
Richards’ orders most of the time. 

Mr. Graham said he was fired 
from KMPC for not cooperating 
with instructions handed down by 
Mr. Richards. 

He said he was a founder and 
first vice president of the Radio 
News Club of Hollywood, which 
filed the original complaints against 
Mr. Richards with FCC. But he 
said he did not take part in lodging 
the charges. 

“Be-bop” music drew attention 
during Wednesday testimony by 
Harry Patterson, commercial man- 
ager of KF VD Los Angeles and 
one-time announcer-newscaster of 
KMPC. He said Mr. Richards once 
ordered him not to play be-bop. 

“Mr. Richards said be-bop had 
a Communistic influence because of 


its nerve-wracking quality,” he 
testified. 

Defense counsel interrupted: “Is 
be-bop music an issue here, and 


do we have to play be-bop in order 
to have our license renewed?” 

“Mr. Ford said he developed the 
testimony because Mr. Richards 
considered be-bop Communistic, 
“and the issue is that Mr. Richards 
considered anything Communistic 
with which he disagreed.” 

Examiner Johnson sustained Mr. 
Fulton’s motion to strike the testi- 
mony after the witness gave a 
negative answer to his question: 
“You didn’t play be-bop on news- 
casts, did you?” 

Under’ cross-examination Mr. 
Patterson identified two letters he 


The stars of 
today and 
tomorrow 

are 


wrote to KMPC expressing “high- 
est regard” for the station and its 
management and telling Mr. Rich- 
ards that “your pep talks have done 
all of us a lot of good.” 

One of the letters, Mr. Patterson 
said, was written at the suggestion 
of Clair Stout, a Washington at- 
torney for KMPC, after complaints 
had been filed against the station. 

David Anderson, who worked at 
KMPC for 13 weeks in 1947, said 
he “did pretty much as I liked” be- 
cause his newscast was sponsored, 
but that the atmosphere in the 
KMPC newsroom was the “most 
morally depressing” he had en- 
countered in 10 years of radio work. 

Roberts Relayed Orders 
He said “orders” came through 


Clete Roberts, one of FCC’s star 
witnesses, who was then KMPC 
public affairs director, and “others 


over whom Richards had more di- 
rect control.” 

Mr. Fulton subsequently drew an 
admission from Mr. Anderson that 
he was discharged because his spon- 
sor was not satisfied with his work. 

Archibald W. Hall, mortgage in- 
vestment broker and former news 
editor of KMPC, testified he “left 
the station” a day or two after Mr. 
Richards had with profanity called 
him a “Roosevelt lover.” Mr. Rich- 
ards’ ire was originally aroused, 
he said, because he altered remarks 
which the station owner had or- 
dered used before and after a broad- 
cast by President Roosevelt. 

Cross-examined by Mr. Fulton, he 
said he considered working under 
Mr. Richards to be good experience 
and a privilege. 
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Atlanta Merger 
(Continued from page 20) 
000 shares are to be issued to the 
28 Journal Co. stockholders and the 
remainder will be retained as 
treasury stock for preferred con- 
version. 

All of the preferred convertible 
stock will be issued to the some 
240 stockholders in the Constitu- 
tion Pub. Co., the latter receiving 
1.8 shares preferred in the new 
firm for each share common they 
now hold. The preferred stock is 
convertible at any time desired by 
its holder and may be redeemed by 
the company on due notice after 
the first two years. No preferred 
ean be resold until the whole 
issue has been redeemed. 

Must Liquidate Debts 

The $4,000,000 common issue in 
the new firm will capitalize the 
$2,184,000 in debts to affiliates of 
the Journal, $312,500 call value of 
preferred and $1,503,500 surplus 
of the Journal. The Journal Co. 
is required prior to the merger to 
liquidate its debts to affiliates with 


common stock and to redeem or 
replace all preferred stock with 
common. 


The Evening News Pub. Co., Dayton, 
31.8% owner of WHIO there, holds 
18.07% preferred in the Journal Co., 
89% of the Miami Daily News Inc. and 
48% of Springfield Newspapers Inc., 
Springfield, Ohio. All are Cox interests. 
The Miami Daily News Inc., 100% 
owner of WIOD, holds 10.25% preferred 
in the Journal Co. Springfield News- 
papers holds 30.47% in the Journal Co., 
37% of WHIO and 11% of Miami Daily 
News Inc. 
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Here is the principal ownership 
of the new merger firm and its offi- 
cers. Common stockholders are now 
identified with ownership or opera- 
tion of the Journal Co. while the 
convertible - preferred holders are 
identified with the Constitution 
Pub. Co. 


Principal stockholders of the pro- 
posed Atlanta Newspapers Inc. are: 
Miami Daily News Ine., 41,243.3 sh 
common; Springfield Newspapers Inc., 
53,802.5 sh common; Evening News 
Pub. Co., 22,828.7 sh common; James 
M. Cox Sr., board chairman of Journal 
Co., chairman of the board, 7,848 sh 
common; James M. Cox Jr., director, 
as trustee for Margaretta Blair Cox 
of Dayton (47,086 sh common), Anne 
Cox Johnson of Atlanta (52,972 sh com- 
mon), Barbara Cox Kennedy of Hono- 
lulu (52,972 sh common); Clark Howell, 
president of Constitution Pub. Co., 
vice chairman of the board, 76,392 sh 
preferred; George C. Biggers, president 
of Journal Co., president, 7,848 sh com- 
mon. 


D. J. Mahoney, vice president of 
Journal Co. and president of WIOD, 
vice president, 23,543 sh common 


(trustee for Michael and Dan Mahoney 
Jr. of Miami); Horace Powell, business 
manager and director Journal Co., 
vice president, 3,924 sh common; H. B. 
Wilcox, secretary-treasurer of Journal 
Co., secretary-treasurer, 1,177 sh com- 
mon; John Paschall, Journal editor 
emeritus and director, director, 785 
sh common: Wright Bryan, Journal 
editor and director, editor and director, 
1,962 sh common. 

J. Leonard Reinsch, managing di- 
rector of Cox radio properties, radio 
director and director: R. K. Landis, 
trustee for James M. Cox Jr., 58,858 sh 
common; John Q. Allen, Buford, Ga., 
5,400 sh preferred; Fulton National 
Bank and Henry W. Grady, trustees, 
6,012 sh preferred; Mrs. Margaret Carr 


Howell, 10,512 sh _ preferred: Mrs. 
Eleanor H. Robinson, 23,868 sh pre- 
ferred. 


James M. Cox Sr. also is presi- 
dent and personally holds 40.96% 


interest in the Evening News Pub. 
Co. and 52% of Springfield News- 
papers. In addition he is president 
of the Miami Daily News and 
board chairman of WIOD. James 


Jr. is vice chairman of the Journal 


Co. and president of WHIO in 
which he personally holds 31.06% 
interest. He also is WIOD vice 
president. The WHIO operation 
includes WHIO-TV and WHIO- 
FM. WIOD is television appli- 
cant in Miami. 
Food Industry Plans 

Fort Industry Co., which has 
extensive AM-FM-TV holdings, 
told the Commission it was inter- 
ested in acquiring the WCON 
plant and its 550 ke facilities since 
WAGA’s 590 ke assignment is 
subject to high limitation from 
Cuban stations. WAGA has been 
objecting to the alleged Cuban in- 
terference for some time. WAGA 
based its $237,500 offer for WCON 
on reported $339,649 original cost 
for WCON, which began opera- 
tions in 1947. 

Fort Industry is owned 71.6% by 
George B. Storer, president; 
10.87% by J. Harold Ryan, senior 
vice president and treasurer, and 
13.75% by Frances Storer Ryan. 
In addition to WAGA, it operates 
WSPD-AM-FM-TV Toledo, 
WWVA-AM-FM Wheeling, 


WMMN Fairmont, W. Va., 
WLOK -AM-FM Lima, Ohio, 
WGBS-AM-FM Miami and 


WJBK-AM-FM-TV Detroit. 





EXPLAIN JU. S. 


Jackson Urges Ad Drive 


A PLAN for the American people 
to explain their way of life to the 
nations of Western Europe through 
local paid advertising was ad- 
vanced last Tuesday by Charles W. 
Jackson, government liaison with 
the advertising industry. At a 
meeting of the Advertising Club 
of Washington, Mr. Jackson ad- 
vocated the mustering of our forces 
behind an advertising program, 
using radio and all other channels 
of information, to help correct the 
misconceptions of America which 
exist in the minds of many Euro- 
peans. 

The project, which he feels 
should be paid for by the people of 
the U. S. through contributions, 
would be an all-out effort by “the 
people” to sell the cause of peace 
and freedom. Pointing up the vital 
role such a program could play, 
Mr. Jackson said: 

“Advertising can give a true and 
dramatic picture of America and our 
aims. It will not be limited as is news 
and entertainment. . Advertising 
. .. Can make a direct attack. It will 
be frankly and honestly an effort to 
promote understanding. It can be done 
dramatically again and again and 
again.” 

He said such a project could be 
directed by one of the existing 
foundations or a new one estab- 
lished to coordinate all efforts “just 
as they are in a successful selling 
campaign.” 


SOUND proofed open-door phone 
booth used as broadcast studio in of- 
fices of Sharon Herald, Sharon, Pa., 
by WPIC that city. 
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WHOL CASE 


FCC Argues in Court 


FCC TOLD the U. S. Court of Ap. 
peals for the District of Columbia 
last week that it is following the 
court’s mandate in the Easton- 


Allentown (Pa.) case. 


The contention was made in an 
opposition to two rival applicants’ 
petitions for writs of mandamus 
claiming the Commission was fail- 
ing to comply with the court’s opin- 
ion and asking that it be compelled 
to decide the case without resorting 
to the further hearing which FCC 
already has called [BROADCAsTING, 
March 20, 27]. 

Both Allentown Broadcasting Co, 
(WHOL Allentown), winner of the 
FCC decision which the court re- 
manded, and Easton Publishing 
Co., winner of the appeal, have 
contended that the court meant for 
FCC to decide the case on the basis 
of the present record. 

FCC replied that there have been 
substantial changes in the stock 
ownership of each company since 
the FCC hearing in 1947, and that 
a further hearing is necessary to 
determine the qualifications of the 
new owners in each case. Further, 
FCC claimed, the original hearing 
record does not contain “sufficient 
evidence on the program service of 
other stations presently serving the 
area.” 

Cites Communications Act 

Additionally, FCC argued, the 
legislative history of the Communi- 
cations Act and appropriate court 
decisions “make clear” that FCC, 
while required to follow the court’s 
decisions, is otherwise free to fol- 
low whatever reasonable proce- 
dure it decides upon in order to 
make grants in the public interest. 

FCC cited the Supreme Court’s 
decision in the “Pottsville case” as 
holding that the lower court “may 
not, by mandamus or other process, 
require the Commission to carry 
out the judgment of the court on 
the basis of the original record be- 
fore the Commission, where the 
Commission determines that due to 
changed circumstances the public 
interest will not be served by adopt- 
ing any such procedure.” 

The case involves competing ap- 
plications for 1230 ke with 250 w. 
WHOL is being operated by Allen- 
town Broadcasting Co. under FCC’s 
original decision, set aside by FCC 
pending further hearing with pro- 
vision WHOL may continue on the 
air in the meantime. 
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RAY REEVE. MISSING 


Search On for TN Staffer 





Court THE FBI, local and state police £ 

f Ap. — have joined in a search for Ray ZO uction 

bie : Reeve, missing sports director of 
ig the &@ the Tobacco Network, according 
Sashend b to spokesmen of 

’ that network, 

. whieh serves 50 
in an ions in the 
licants’ statiol Ge ILL HALL appointed program di- at WIS Columbia, S. C. KAY COLLINS, 
dé Carolinas, sol rector of WORD and WDXY formerly with KOA Denver, KFWB 
oe gia and Virginia. (FM) Spartanburg, S. C. He Los Angeles, KCFL Chicago, WMRC 
ss ” i Possibility of foul formerly was with WDUK Durham, and WFBC both Greenville, S. C., joins 
S opin- lay or amnesia C. He succeeds AL WILLIS, named WIS continuity staff. 
npelled 4 >. i by TN ii f ial d 

P1led feared Dy director of news, special events an ty “\ a . 

° is i » anc +: Cz - 

sorting f officials, W ho stat- promotion. RALEIGH POWELL, for- ae dae eget 7. jong - 
h FCC ed that Mr. Reeve — with —— hsaagr aim, 6. * - producer. 

ASTING 7 wapmest seen ON = Br, Reeve mations. “BELL, BURKE, craduate of school of 

March 16 at Fay- IRVING ZEIDMAN, dise jockey and Jouraniion ak Walt Gene Kenn City, 

ing Co. etteville, N. C., during a business singer for KNOE Monroe, La., named joins KOIL Omaha, Neb. i 
r of the trip through the South Atlantic em cscs gr He will continue BILL ELLIS, new to radio, joins WCSC 

. Gh es with his 2sent s 7S. — REY, GUIS . 
urt re- area. At the time he was travel- : ni ae an Charleston, S. C., as copywriter. 

dlishi ing in his 1946 tudor sedan. FRANK (Bud) PALMER promoted q aes : ; 

hing — ling iar ar wos wits LeROY BANNERMAN, formerly d 
l, have The Tobacco Network requests from WGN-TV Chicago facilities staff ae ae SOkrerey Ee 
’ “Ae ; to director’s post. He is directing Art rector of continuity for WKYW 
ant fo that any information on Mr. Reeve wocmwrs 2 ae 4 sarge 5 ye 
r Jarrett Show, Chicago Cooks With Bar- Louisville, and writer-producer for 
mies S type aig —— ‘L bara Borbley, Stop the Record and WNAO Raleigh, N. C., joins WUOA 
wire to the network at WRA Ss a ‘ (FM) U. of Alabama. Tuscaloca: 
, < é Sportsmen’s Corner. a ° c Alabama, uscaioosa, 
ve been _ Raleigh, N. C., telephone 6411. Mr. : ih F i f non-commercial outlet as _ script 
e stock Reeve is described as 5’ 10” in ee BATES ae a naens editor. 

: ye . 210 pounds, and bald. our times weekly on Guy sates Post nae i a m 
iy since — st ah shetedl .* pol sg program on KFAC Los Angeles, starts JEAN A THERTON and MARY O’CON- 
nd that — had Jus . Bee er eee program four times weekly on KFOX NOR join KLAC-TV Hollywood pro- 
sary to cence from a serious operation last Long Beach, Calif. duction staff 
; of the year. J. R. MYERS, television controller for WORTH JOHNSON, graduate of 
‘urther, NBC, appointed assistant to the di- — = journalism _ cane 
hearing i x! rector of television operations of net- owa City, Joins staff of °C 
ufficient Philco s 1949 Report work. He has been with NBC since Muscatine, Iowa. 
rvice of | pAILCO Corp. reports total sales mend = acl sigue - controller MARVIN SMITH, formerly staff an- 

successor is named. er ¢£ IKBS rste ay, N. Y 
ving the of $214,884,000 last year, a decline e Am e¢ nouncer at WKBS Oyster Bay, 7 

of some $60,540,000 as compared HARLAN THOMPSON, producer of named chief announcer and director of 
. : CBS-TV Ed Wynn Show, named pro- educational programming for station. 


Act to 1948, according to the latest 


ied, the release to stockholders. In earn- duction supervisor for CBS Hollywood 
ymmuni- —jngs, the firm reports declaration ae. 
te court | of $3.17 per share of common stock LANSING LINDQUIST, independent 
at FCC, outstanding in 1949 as compared Producer in Washington and New York 
> court’s to $6.32 per share in 1948. Also and lecturer in radio and television at 
> to fol- |announced was a forecast that American U., W ashington, named to 
‘ - A me moderate university’s District View- 
proce- — Phileo will ROOM have capacity for point show, aired 8:30 p. m. Tuesday 
yrder to the production of 25,000 TV re- jy WMAL-TV Washington and 
interest. ceivers a week. The firm noted WMAR-TV Baltimore, effective tomor- 
Court’s a substantial decline in radio and row (April 4). 
case” as radio-phonograph volume in the SEARLE LEVY, 18-year-old high 
rt “may early months of last year which gchool senior, joins WTXL West 
process, Was counteracted by a marked im- Springfield, Mass., as dise jockey and 
-o carry provement in the fall. newscaster. 


court on 


SPECS MUNZELL, formerly with 
cord be- | WBBM Chicago is again feeding Music WCSC and WTMA Charleston, S. C., 
vere the — for You, variety Show, to CBS Sunday, WLAP Lexington, Ky., and WLOS 
rt due to — 1-1:30 p.m. (CST). Ashevile, N. C., joins announcing staff 
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ROBERT TRONER, formerly chief an- 
nouncer at WHTN Huntington, W. Va., 
joins station as staff announcer. NA- 
TALIE VIRGINIA MURPHY, formerly 
music director at WVNJ Newark, N. 
J., named director of special program- 
ming for WKBS. ALLAN MARTIN, 
formerly chief announcer at WKBS, 
promoted to traffic and continuity di- 
rector. 


NED SKAFF, formerly 
Bluefield, W. Va., joins 
staff of WCHS Charleston, 


NELSON M. GRIGGS appointed chief 
announcer for WASH (FM) Washing- 
ton and Continental FM Network. 


MAVOR MOORE appointed to televi- 
sion production staff of Canadian 
Broadcasting Corp., Toronto, effective 
Sept. 1. He is currently in New York 
with United Nations radio division. 
He has been with CBC on and off since 
1941 in various production capacities. 


DAVE GARROWAY, NBC AM-TV 
star, expands his morning radio. sched- 
ule with half-hour, five-a-week variety 
show starting today (April 3), 9:30 to 
10 a.m. CST, from Chicago. Talent 
will include stars of the network’s 
Next, Dave Garroway show. CHARLIE 
ANDREWS, co-scripter with Mr. Gar- 
roway on his radio and TV shows, 
joins talent lineup. PARKER GIBBS 
is director. 

TOM HABIB, graduate of school of 
journalism at U. of Iowa, Iowa City, 
joins staff of KROS Clinton, Iowa. 
DICK KEPLINGER, Seattle freelance 
announcer and commentator, awarded 
statuette by Cub Scouts for aiding 
them in their 1949 Clamorama. 

WES HARRIS, producer-writer at 
WGAY Silver Spring, Md., and Sherry 
Sherwood, television vocalist, have an- 
nounced their marriage. 


DON HIX starts half-hour weekly 
television version of The Old Skipper, 


with WKOY 
announcing 
W. Va. 








radio program formerly on 
stations, on KECA-TV 
Monarch Television Corp 
is sponsor. 


Eastern 
Hollywood. 
. Los Angeles, 


WILLIAM STRAUSS, 
York announcer, is the 


WQXR New 
father of a boy. 


STAN CHAMBERS, 
Hollywood, is the 


of KTLA (TV) 
father of a boy. 





PARK I$ ELECTED 


Heads Indiana State Assn. 


DANIEL C. PARK, commercial 
manager of WIRE Indianapolis, is 
the new presi- 

. - dent of the Indi- 
ana State Broad- 
easters’ Assn. 
Other officers are 
Martin Leich, 
é WGBF Evans- 
& ville, AM vice 
president; Ted 
7 Vernasco, WF ML 
rai (FM) Washing- 
Mr. Park to n, FM v ice 
president; George 

Higgins, WISH Indianapolis, sec- 
retary-treasurer; Carl Candagrift, 
WOWO Ft. Wayne, assistant sec- 
retary, and E. R. Herkner, WIMS 
Michigan City, assistant treasurer. 








Board members include Harry 
Bitner Jr., WFBM Indianapolis; 
O. E. Richardson, WASK Lafay- 


ette; Donald Burton, WLBC Mun- 
cie; G. F. Albright, WCBV Rich- 
mond and Mr. Higgins. 
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Technical a. 


ARRY MILHOLLAND, chief of 
Hi teietranseription engineering de- 

partment at WABD (TV) New 
York, named technical operations engi- 
neer. He replaces HENRY FRASER 
who is on leave of absence. Mr. Mil- 
holland will also continue as Teletran- 
scription chief, and ERIC HURD will 
assume fulltime duties as assistant 
technical operations engineer. MIL- 
LARD DICKERSON named supervising 
engineer for WABD. 


HARRY DENNIS, formerly withWJW 
Cleveland, joins engineering staff of 
WERE that city. He will specialize in 
baseball broadcasts of both home and 
away games. 


ORION ARNOLD, of WBKB (TV) 
Chicago transmitting staff, is the 
father of a boy, Craig Arnold, born 
March 15. ELMER C. UPTON Jr., 
engineer, is the father of a _ boy, 
Jeffrey Charles, born March 17. WADE 
PARMELEE, WBKB cameraman, is 
father of a boy, Michael Wade, born 
March 16. 


RCA, Camden, N. J., announces im- 
proved stabilizing amplifier, Type TA- 
5C, designed to correct faults which 
may be introduced in video signals 
during transmission from camera to 
input of transmitter. 


SYLVANIA ELECTRIC Prod. New 
York, TV picture tube division, an- 
nounces new 19-inch metal picture tube, 
19AP4, which provides image measur- 
ing 11% x 15% inches. 


‘Quad Cities ) 


E. Moline, Ill. 


rd 


Rock Island, Moline, 
Davenport, Ia. 


OVER 230,000 
POPULATION 


Largest population 
market in Illinois and 
lewa, outside Chicago. 
Family inceme tops 
$5,650 per year. 

Farm machinery manu- 
facturing center of the 
pation. 
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-WTMJ DROPS F 


Pioneer Outlet Quits, 
WSAU-FM Also Out 


FIRST FM station west of the Alleghenies—WTMJ-FM Milwaukee— 


emitted its last signal yesterday (Sunday) after a 10-year career. 


Ex- 


piring with it was the Milwaukee Journal’s sister station, WSAU-FM 


Wausau, Wis. 

Walter J. Damm, vice president 
of the Journal Co., operating the 
stations, officially notified the FCC 
of their demise in a letter mailed 
last week. He cited lack of suf- 
ficient receiving sets as the princi- 
pal cause, explaining that FM has 
not lived up to its “bright promise 
of 10 years ago.” 


Thus far this year 25 FM au- 
thorizations have been deleted, with 
a total of 210 deleted in 1949. 
Some 700 FM stations remain on 
the air. 

Mr. Damm has been one of FM’s 
most enthusiastic boosters. He was 
president of FM Broadcasters Inc. 
when that association was formed 
in the early ’40s and was a di- 
rector of the successor FM Assn. 
which last autumn was merged into 
NAB. 


The’ stations have been “per- 
manently shut down,” Mr. Damm 
stated in his notice to the FCC. 


In closing the stations, Mr. 
Damm _ explained that neither 
WTMJ-FM nor WSAU-FM had 
sold time. Failure of the public to 
buy the anticipated number of 
FM receivers convinced the owners 
that continued operation would not 
be “a worthwhile undertaking.” 


WTMJ-FM was founded origin- 
ally in the 50 me band with 50 kw 
power, moving to its present assign- 
ment, 93.2 me, after the war when 
the FCC discontinued the low fre- 
quencies. 


Mr. Damm’s Statement 


Text of Mr. Damm’s statement to 
the FCC follows: 

This is to inform you that the 
Journal Co. has decided to discontinue 
the operation of its two FM broad- 
easting stations, WTMJ-FM in Mil- 
waukee, and WSAU-FM in Wausau, 
Wis. 

As your records will show, this 
company became interested in FM 
soon after the new form of broad- 
casting was developed and our Mil- 
waukee station (then W9XAO) was 
the first FM station west of the 
Alleghenies when it went on the air 
in February 1940. We had high hopes 
for FM as evidenced by our heavy 
investment in two 50 kw transmit- 
ting plants, the first on the old low 
band and the second on the present 
high band, which investment was 
made to bring FM service to the 
southeastern part of Wisconsin. In 
1948 we added a 10 kw plant at 
Wausau to serve the northcentral 
part of the state. 

Much to our regret FM has not 
lived up to the bright promise of 
10 years ago. The radio listeners in 
Wisconsin have not seen fit to invest 
in a sufficient number of FM receivers 
to make the continued operation of 
WTMJ-FM and WSAU-FM a worth- 
while undertaking. 

The Journal Co. does not sell time 
on WTMJ-FM or WSAU-FM. Since 
it derives no financial revenue from 
either station the only justification 
for underwriting the cost of continued 
FM service would be a body of lis- 


7 

teners far larger than the very 
limited one which our research has 
shown to be in existence at the 
present time and which shows no 
signs of material growth. 

Our decision to drop FM, however, 
does not change in any way the 
Journal Co. announced policy to bring 
the latest developments in radio and 
television to the people of Wisconsin, 
if such developments can be and will 
be of service to a substantial number. 

WTMJ-FM and WSAU-FM will shut 
down at the close of programming 
on April 2, 1950, and our operating 
licenses for these two stations will 
then be returned to you for cancella- 
tion. 


FLETCHER NAMED 


Heads 3 Alaska Outlets 


JIM FLETCHER, former man- 
ager of Alaska Broadcasting Co.’s 
KFRB Fairbanks, has been ap- 
pointed manager of KFQD An- 
chorage and also regional manager 
of the firm’s KIBH Seward, KFRB 
and KFQD, it was announced last 
week. 

Prior to his Fairbanks assign- 
ment, Mr. Flethcher had managed 
KTKN Ketchikan. The company 
also announced that Jack McCahill, 
assistant manager at KFRB, has 
been promoted to station manager, 
and Ken Laughlin, former man- 
ager of KFQD, has been promoted 
to territorial sales manager with 
headquarters at KTKN. Mr. 
Laughlin also was named manager 
of KTKN. 


Hal Shumate 


HAL SHUMATE, KGBS Harlin- 
gen, Tex., newsman and announcer, 
was killed March 19 when his 
plane crashed near the Harlingen 
airport. Mr. Shumate, who was a 
veteran flyer, had been in radio in 
Texas for more than 12 years and 
had been employed at KRGV Wes- 
laco, KTSA San Antonio, WACO 
Waco, and for the past three years 
at KGBS. 






PART of one of the 320-ft. towen 
of WPPA-AM-FM Pottsville, Pag, 
which collapsed during a recent ig 
and wind storm, lies near the AN 
transmitter building. The building 
was missed by the falling structure 
Using another tower, WPPA wa 
back on the air within 45 minute; 
station officials reported. 


SUES DR. DAVIES 


Ludlow Awarded $4,00( 


RETURN of $4,000 out of he 
$5,000 investment in a radio station 
that has failed to materialize wa 
granted Mrs. Alice Ludlow, of Long 
Beach, Calif., fortnight ago, follow. 
ing suit filed March 9 against Dr 
Clem Davies, radio evangelist, ip 
Superior Court, Los Angeles. 

Still pending is an additional 
suit filed against Dr. Davies by 
Henry Hildreth, also of Long 
Beach, who invested $500 in the 
proposed station, loans for which 
were asked by Dr. Davies from his 
pulpit three years ago. At that 
time, the plaintiffs said, Dr. Davies 
promised their money would b 
returned upon request. He late 
denied this statement, it was re/ 
ported. Dr. Davies claimed that 
construction of the station in Los 
Angeles still awaits FCC author 
ization. 


Kean Expands 


SECOND expansion in staff ani 
quarters this year has been ap 
nounced by Walter F. Kean, Con 
sulting Radio Engineers, Riverside 
Ill. Change became effective Apri 
1, with the firm adding George M 
Boyd, graduate communication 
engineer, U. of Illinois, to its staf 
and moving to new and large 
quarters at 1 Riverside Road it 
Riverside. Former address was II! 
Northgate Road, that city. 
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on promotional possi- 


| EW angie on 
a: N bilities of flying saucers hit upon 


by Lowe!l Smith, time salesman 
for KFXM San Bernardino, Calif. Mr. 
Smith has sold half-hour interview 
with pilot of any flying saucer to come 
down in @ two-county area of station’s 
coverage. Show, if and when it is 
aired, will take top-priority over any 
program on air, with Newsmen Jim 
O'Leary and Dave Hubbard set to para- 
chute tape recorder and portable radio 
into position to “contact and interview 
the occupant or occupants of any fly- 
ing saucer” within area. Wilson & 
Fields, San Bernardino furniture and 
appliance firm will sponsor show. 


TV Invitation 


SMALL brown and white card invites 
public to see The Mohawk Showroom 
on WWJ-TV Detroit. Card features 
picture of small television screen and 
tiny inset picture of Roberta Quinlan, 
star of show. 


Erin Go Bragh! 


BROGUES were thick at KDKA Pitts- 
burgh St. Patrick’s Day when station 
offered its listeners shamrocks flown 
in by TWA from Shannon, Ireland. 
Crowds jammed studios to receive 
tokens from, appropriately, Announcer 
Paul Shannon. 


Folder of Significance 


BLACK, red and white folder from 
WMAR-TV Baltimore has small paper 
from The Katz Agency Inc., that city, 
attached. Paper reads, “Something 
significant has happened in Baltimore. 
A Television first!” Folder explains 
that “WMAR-TV has .. . the biggest 
nighttime audience of any station— 
AM, FM or TV.” Graph shows Hoop- 
eratings of Baltimore stations illustrat- 
ing statement. Back of folder declares, 
“Baltimore is lst in TV share of total 
broadcast audience.” 


Letter Commends 


REPRINT of letter from C. R. An- 
thony, president of C. R. Anthony Co., 
Oklahoma City, is top of promotion 
piece from WKY that city. Text of 
letter compares growth of station and 
company and assures station’s manage- 
ment that firm is more than pleased 
with station after nine years of spon- 
sorship on it. Station points to its “30 
years of service to Oklahoma...” 


Promotion Via Secretaries 


UNIQUE promotion from KITE San 
‘Antonio, Tex., is directed to secretaries 
jof men in trade. On envelope enclos- 


‘ing promotion written in shorthand is: 
“There is a present for you inside.” 


Card inside gives two reasons for sec- 
metaries being important to KITE: (1) 
Secretaries are women, and KITE is 
‘especially interested in women as 
3 


Promotion 


spenders of 85% of every retail dol- 
lar, and (2) secretaries are respon- 
sible for KITE promotion pieces reach- 
ing their bosses. Attached to card is 
set of individual lip sticks, made up 
into package resembling book matches. 
Mirror and caption reading, “Love and 
kisses from the radio station you like 
best . . . KITE” complete promotion. 


Jumping Releases 
ATTENTION-getting press. releases 
concerning Super Circus, ABC-TV 
network show which opened recently 
on KGO-TV San Francisco, were sent 
to trade by station. Promotion is built 
around Jack-in-the-box into which has 
been inserted ABC-TV press release 
concerning Super Circus. Wallace 
Hutchinson, KGO-TV promotion de- 
partment, originated idea. 


Sales ‘Rajah’ 


LARGE bulletin from WCCO Minne- 
apolis lauds its Stewart MacPherson, 
calling him “The Rajah of Radio,” and 
its “sales-potent potentate.” Pictured 
on back of text is drawing of Mr. 
MacPherson, seated atop elephant, aid- 
ing salesman to reach elephant’s back. 
Text itself gives sales and radio history 
of Mr. MacPherson. 


Provocative Card 


POSTCARD mailed to prospective audi- 
ence of What Do You Think show on 
WGBF Evansville, Ind., announces new 
time of program. Remainder of card 
reads, “Some of our best friends are 
adults ... adult thinkers, that is. As 
a member of this group, you are in- 
vited to listen to Evansville’s Radio 
Forum for a stimulating half-hour.” 


Thorough Promotion 


EVERY taxpayer in Hartford, Conn., 
received promotion piece from WTIC 
that city. Copy of script of speech 
by City Manager Carleton F. Sharpe 
given over WTIC several days previous 
to mailing of tax bills was enclosed in 
envelope in which taxpayers were sent 
bills. 
Tip From WSBT 


TWO-page bulletin from WSBT 
South Bend, Ind., affirms that city 
has “a very close neighbor.” Attractive 
girl, drawn on cover, represents 
South Bend. Inside of folder shows 























the family. 


FAMILY 


WIBW has been a farm station for 
almost a quarter-century. We sell 
Kansas and adjoining states because 
we've served them well. We’re one of 
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same girl and young man, represent- 
ing Mishawaka, Ind., holding hands. 


Text says, “Mishawaka lives just 
across the street ... (and we’re very 
friendly!)” Explanation that cities 


are separated by only a street and 
river follows, with tabulation of both 
cities’ expenditures according to food, 
drugs and other product groups. 
“Think of South Bend and Mishawaka 
together—more ways than one!” con- 
cludes folder. 


Transit Egg Hatches 


ONE-DAY-old Easter chicks were 
shipped to sponsors and Washington 
advertising agencies by Washington 
Transit Radio Inc. and WWDC-FM 
that city. Tiny capsules, labeled 
“Nest Egg,” were enclosed in each 
carton. Inside capsules were scrolls 
of paper bearing message: 


“I’m much too young to ‘cackle’ or 
‘crow,’ 

But to ‘hatch’ more business I really 
know 


That the ‘Roosters’ and ‘Slick Chicks’ 
patronize 

The business firms that advertise on 
Transit Radio.” 


Blotter Mailing 


ATTRACTIVE blotter mailed to 400 
frozen food dealers in Pittsburgh area 
as part of promotional activities of 
WCAE Pittsburgh. Blotter announces 
that Blue Goose Fresh Frozen Foods 
are advertised on Florence Sando’s 
woman’s program over WCAE each 
Monday, Thursday and Friday at 12:30 
p.m. 
Advance Promotion 


FUTURISTIC twist given to latest 
promotion piece by Blackburn-Hamil- 
ton Co. Proof of ad appearing in this 
issue of BROADCASTING sent to trade by 
firm, labeled “Advance Proof.” 


20 to 20 


awards of $20 each went 
listeners of WSFA Mont- 


MEXICO STATIONS 


Changes According to NARBA 


CHANGES in facilities of several 
Mexican broadcast stations have 
been reported according to the 
provisions of the North American 
Regional Broadcasting Agreement, 
now being renegotiated, FCC has 
announced. 


Proposed new station on 580 ke with 
1 kw-day, 250 w-night at Chihuahua 
has been dropped and new grant for 
500 w-day 250 w-night on that channel 
was announced at Ciudad Camarge. 
Estimated commencement date is Aug. 
1. XEPO San Luis Potosi, 100 w on 
1400 ke, about May 16 is to switch to 
250 w on 1260 kc. XEFE Nuevo Laredo 
July 1 is to boost power from 1 kw to 
5 kw-day, 1 kw-night on 960 ke. Call 
letters were assigned new stations as 
follows: XEUX Tuxpan, and XEMT 
Matamoros, each 250 w on 1340 kc; 
KEXZ Zacatecas, 250 w on 1450 kc; 
XEYC Ciudad Juarez, 1 kw on 1460 kc. 


TWENTY 
to lucky 





SPEECH by Cedric Foster, Yankee 
Network commentator was reprinted in 
Congressional Record recently by 
Rep. Philip J. Philbin (D-Mass.). Oc- 
casion of talk was centennial banquet 
held March 14 in Clinton, Mass., mark- 
ing that city’s 100th anniversary. 


gomery, Ala., March 31. Station was 
celebrating its 20th anniversary and 
utilized telephone quiz with cash 
awards to call attention to its birth- 
day. Questions about station’s history 
were asked. Local well wishers pur- 
chased all available time with which 


to congratulate station on its com- 
munity service. 

“Everybody Does It!” 
COVER of latest promotion from 


KSL Salt Lake City shows legs of two 
men, one dressed as farmer and other 
as business man. Inside of folder 
completes pictures, depicting men lean- 
ing against trees, listening to portable 


radios. Caption reads, “Everybody’s 
doing it. . .. It’s the custom of the 
country (and the city, too).” Text 


includes KSL’s share of audience and 
other data from BMB study. 


Starting at 40 


SESAC Ine. on cover of its latest pro- 
motion piece promises “Profits Start 
at 40.” Text of 12 page booklet ex- 
plains that subscriptions to its tran- 
scribed library start at $40 per month, 
and gives types and advantages of 
subscribing to service. 


Promotion Personnel 


JULIUS GLASS rejoins WGAR Cleve- 
land as promotion manager after ab- 
sence of eight years. He returns from 
WHBC Canton, Ohio, where he served 
in similar capacity since 1945. He re- 
places TED BOYNTON who moves to 


WGAR sales department. 
ROBERT S. KELLER Inc., appointed 
sales promotion representative for 


WSSB Durham, N. C. 


DONALD GETZ, sales promotion man- 
ager at WGN-AM-TV Chicago, is the 
father of a boy, Lawrence. 


Mr. Joe Field 

Compton Advertising Agency 
New York City 

Dear Joe: 

Ever’body here in WCHS terrytory is 
sure happy over that new coal contract! 
It means thet 
th’ folks livin’ 
within th’ 
range uv 
WCHS’s 5000 
watts on 580 
will be havin’ 
lots more mon- 
ey ter spend, 
an’ down here 
in this country 
they really 
spends it! 
Why, Joe, th’ 
miners in this 
area alone will 
have $17,000,- 
000 more a 
year ter buy 
th’ thin’s they 
needs! Jest 
think uv it! 
That ud buy 
340 million 
personal bars 
uv Ivory Soap! 
An’ th’ miners 
ain’t th’ only 
ones in these 
here parts 
what’s got 
money ter 
spend—nosiree, 
not by a jug 
full! They’s 
lots uv indus- 
tries in WCHS 
terrytory, an’ 
Joe, it looks ter me 





they’s goin’ strong! 
thet it ud be mighty good business fer 
fellers in your occupation ter keep these 


thin’s in mind! Mind you, they’s goin’ 
ter be a boom in Charleston, West Vir- 
ginny, an’ th’ ones in on th’ ground floor 
ts agonna be mighty lucky! Ain't yer 
glad I tole yuh? 

Yrs. 


WCHS 
Charleston, W. Va. 


Algy 
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OB ELSTON appointed sports di- 
B rector or KIOA Des Moines, 

Iowa, replacing DON O’BRIEN, 
resigned to become executive secre- 
tary of Western League. Mr. Elston 
previously was with KVFD Ft. Dodge 
and KXEL Waterloo, 
director and play-by-play 


as sportscaster 
as sports 
announcer. 
BERNARD LONDON, formerly with 
CBS where he produced and directed 
telecasts of Brooklyn Dodgers games 
and Columbia U. football games, joins 
production staff of WXEL (TV) 
Cleveland, Ohio. He will produce and 
direct all telecasts of Cleveland In- 
dian games for station. 

CARL UHLARIK, formerly with Unit- 
ed Press, appointed director of news 
at KFAB Omaha, Neb. He has been 
with station since November 1948 and 
succeeds E. S. (Bud) NEBLE, resigned. 


FRED WOLF, sportscaster for WX YZ- 
TV Detroit, awarded set of golf clubs 
following his selection as “sports an- 
nouncer contributing the most to in- 
dustrial recreation,’ by Briggs Mfg. 
Co. 

RONALD (Pete) PETERSON ap- 
pointed to farm service department 
of WNAX Yankton, S. D. He has 
been with station for eight years as 


NON’ The Only 
SALESMAN in 


Lansing, Mich. 


who covers the 


Entire Area 


Ask your 
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about the new 


WILS 
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staff announcer, and now will write 


and produce farm shows. 


JACK DOOLEY, graduate of school 
of journalism at U. of Iowa, Iowa City, 


named night news editor at WGAR 
Cleveland. 
JOSEPH F. DINNEEN, staff writer 


and columnist for Boston Globe, joins 
WBMS Boston as news commentator. 
His show is aired six days weekly 
from 11-11:10 a.m. 

REX LORING, news commentator for 
CKOY Ottawa, resigns. Future plans 
have not been announced. 


5. DAKOTA MEET 


Area Problems Discussed 


COMMON problems affecting all 
South Dakota stations and ways 
of making still better the radio 
service offered South Dakota listen- 
ers were slated for discussion at 
the annual meeting of the South 
Dakota Broadcasters Assn. in 
Mitchell last Saturday and Sunday 
(March 31 and April 1). 

Gov. George T. Mickelson was 
among those scheduled to attend. 
The program was arranged by a 
committee composed of James E. 
Sweet, KIHO Sioux Falls, chair- 
man; Tom Young, KWAT Water- 
town, and Irving R. Merrill, of 
KUSD Vermillion, who is also 
secretary-treasurer of the associa- 
tion. In addition to Mr. Merrill, 
officers of the association are 
Robert R. Tincher, WNAX Yank- 
ton, president, and Robert J. Dean, 
KOTA Rapid City, vice president. 


MURDER TRIAL 
WLBC, WMUN Air Testimony 








TAPE-RECORDED portions of a 
murder trial were aired in special 
broadcasts over WLBC Muncie, 
Ind., and its FM affiliate, WMUN. 
In a nine-day period, the station 
reported, 12 hours and 47 minutes 
of program time were devoted to a 
triple-slaying local murder case. 

Entitled Highlights of the Dal- 
ton-Gratzer Trial, the program also 
was augmented by use of portions 
of the argument and testimony as 
part of the stations’ regular news 
coverage. Time devoted to the spe- 
cial coverage was during the late 
evening hours, most of it after 
10:15 p.m., it was reported. 

The proceedings were recorded 
with a Brush portable tape recorder 
and a Collins four-channel ampli- 
fier after News Director Fred M. 
Hinshaw had asked for and re- 
ceived permission from Circuit 
Judge Joseph H. Davis. The 250 w 
CBS outlet received only one com- 
plaint about the broadcasts, and 
hundreds of commendations, Mr. 
Hinshaw said. 


Wy 
. 








MUELLER CITED 


Named By Headliners 


MERRILL MUELLER, of the NBC 
London staff, has been selected as 
winner of an award in the 16th 
annual presenta- 
tions by the Na- 
tional Headliners’ 
Club, which hon- 
ors outstanding 
examples of radio 
and newspaper 
reporting. 

Mr. Mueller 
was selected by 
the club “for con- 
sistently out- 
standing foreign 
news broadcasts 
from London during 1949, includ- 
ing seven world news stories.” 

Only one award was made in the 
radio field for 1949, according to 
Tom Paprocki, Associated Press 
Features, chairman of the 1950 
judging committee. The number of 
entries in the domestic radio news 
or TV newsreel field was not con- 





Mr. Mueller 


sidered adequate to justify an 
award. 
The National Headliners’ Club 


announced 16 awards in the field 
of news reporting and feature writ- 
ing, news photography and news 
reels. The club expects to expand 
its radio and television classifica- 
tions next year, according to Mall 
Dodson, executive secretary. The 
annual news judging contest is 
conducted under the auspices of 
Atlantic City municipal authorities. 


Members of the 1950 judging com- 
mittee were Chairman Paprocki; James 
Crayhon, Standard Oil Co.; Frank H. 


Ryan, Camden (N. J.) Courier-Post; 
James Farrell, Atlantic City Press- 
Union; William Montague, Tele-News 


Pictures; Frank M. Smith, Washington 
Times-Herald; J. Frank _ Beatty, 
BROADCASTING-TELECASTING. 





Francis Trout 


FRANCIS (Dink) TROUT, 51- 
year-old radio actor, died March 
26 following surgery. Requiem 
Mass was celebrated March 30 in 
Blessed Sacrament Church, Holly- 
wood. Burial was in Calvary Ceme- 
tery. Mr. Trout, best known for 
his characterization of Mr. Ander- 
son on NBC’s Dennis Day Show, is 
survived by his mother. 
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BROADCASTING ® 


for a better-than-ever BUY 
IN OHIO'S THIRD MARKET 


5,000 w AM 50,000 w EM. 
WEMJ 


BASIC ABC FOR YOUNGSTOWN 
ASK HEADLEY REED 


WGLN-WWSC JOIN’ 
WGLN Ceases Cperatiy, 
MERGER of WGLN Glens Fak 


N. Y., into WWSC there has bey 
consummated following approyy 
of FCC in late February [Brog 


CASTING, March 6]. WWSC, MR 
outlet, took over the ABC affiliatig 
also when WGLN ceased 


° 3 oper. 
tions and will carry both network 
until April 14 when Mutual wi 
be dropped, it was announced, 


Under the merger, Martin Kari 


and Alexander P. Robertson goj 
50% interest in Great Northeng 
Radio Inc., WWSC licensee, ; 


Glens Falls Post Co., parent fir, 
owning WGLN and publisher , 
Post-Star and Times there. Loyj 
P. Brown, head of the newspaper 
has been elected president of Grey 
Northern with Mr. Karig name 
vice president and WWSC manage 
and Mr. Robertson treasurer, A) 
thur P. Irving was named secr 
tary. 

Everett - McKinney has bee 
named to represent WWSC natiop 
ally, it was announced. Carl Ma 
tison, WWSC manager before th 
merger, has been appointed assist 


ant manager, while Alfred 4 
Brown continues as commercis 
manager. WWSC has set June 


as date for its switch from presen 
250 w on 1450 ke to newly autho 
ized 1 kw day, 500 w night on 14! 
ke, directional. WGLN had bee 
assigned 100 w on 1230 ke. 


HOGAN ELECTED | 


Is Universal Board Chairma 


ARTHUR B. HOGAN, who r 
cently acquired 140,000 shares 
Universal Records Inc., Hollywoo 
stock from Wesley I. Dum 
[BROADCASTING, March 13], ha 
been elected chairman of the boar 
of that corporation. 

Will H. Voeller, executive vi 
president who has been with com 
pany since January 1946, has bee 
elevated to the presidency. 3 
takes over the post vacated throug 
resignation of Mr. Dumm. Fin 
currently is formulating plans t 
install elaborate facilities for tel 
vision production. 
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HOW in which sponsor’s product is 

closely integrated into format is 

Old South Q viz, half-hour audience 
participation rogram presented Sat- 
urday on WRNL Richmond, Va. Con- 
testants for each broadcast are chosen 
during half-hour preliminary “warm- 
up” show. Questions, based entirely 
on the South, are answered by con- 
testants in pairs—one doing job before 
microphone, other seated on stage as 
“armchair expert. Prizes are silver- 
ware, with grand prize consisting of 
52-piece set weekly. Questions are sub- 
mitted by listeners for similar re- 
wards. Show is sponsored by Reliable 
Home Equipment Co., Richmond, on 
behalf of Wm. A. Rogers “Old South” 
silverware. 


Monastery Fire 


SPECIAL half-hour news show on 
WPJB (FM) Providence, R. I., was 
used for airing tape record of station’s 
coverage of $2 million blaze that de- 
stroyed Abbey of Our Lady of the 
Valley, Cumberland, R. I. WPJB 
proadeast from its mobile unit for 
more than hour and half past its usual 
11:05 p.m. deadline in order to secure 
complete coverage. Interviews with 
firemen, Red Cross workers and Abbot 
of monastery were recorded. 


Tragic Story Aired 


BROOKLYN middleweight boxer, 
Georgie Small, aired story of his box- 
ing bout in which Laverne Roach was 
fatally injured, over WTVR (TV) 
Richmond, Va. Telecast was first pub- 
lic recounting of fight by Mr. Small, 
and was told to Jack Lewis, station’s 
sportscaster. 


Swimming Meet 


NATIONAL Junior College Swimming 
Championships in Fullerton Jr. College 
pool at Fullerton, Calif., were aired 
by KVOE Santa Ana recently. Pro- 
gram was handled by Sportscaster Bill 
Burrud, with color supplied by John 
Blashill. Presentations of awards to 
winners following each event also were 
carried. 


Science Series 

NEW series of science programs, 
Johns Hopkins Science Review, starts 
on WTTG (TV) Washington under 
auspices of Johns Hopkins U., Balti- 
more. Series of 10 shows are presented 
Friday, 9:30 p.m., and deal with such 
topics as exploring in the arctic, re- 
search in heart diseases, modern 
plastics, geological studies, use of 
X-ray and aids for deaf. Prominent 
scientific investigators participate in 
programs which originate in studios 
tof WAAM (TV) Baltimore. 


Religious Programming 


BEGINNING today (April 3), WWDC- 
AM-FM Washington is presenting 


Nows with a 
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series of religious programs leading 
into observance of Good Friday and 
Easter. Four of programs scheduled 
will be presented under auspices of 
Committee on Good Friday Observ- 
ance. Short addresses in keeping with 
solemn time will be given by Willian 
H. Collins, former Assistant U. S. 
Attorney; Judge Edward A. Tamm; 
Walter Bastian, Washington attorney, 
and Col. Thomas F. Carlin, former 
master of Knights of Columbus. Por- 
tion of services at Fourth Presby- 
terian Church will be aired by WWDC 
on Good Friday. 


‘Beat Your Wife’ 
WEEKLY quiz show with prizes add- 
ing up to $5,000 jackpot, aired over 
KMOX St. Louis. Staged Tuesday, 
9-9:30 p.m. from local Loew’s 
Theatre, show is sponsored co- 
operatively by Westinghouse Electric 
Co. and approximately 150 local 
dealers. Titled Beat Your Wife, show’s 
format is round of questions with 
husbands competing against their 
wives. Winning couples try together 
for jackpot with guess at mystery 
couple, described by poetical clues. 
Program is emceed by Wed Howard 
of KMOX and Beulah Schachet, St. 
Louis Globe-Democrat feature colum- 
nist. 


Follow to ‘Crusade’ 


SERIES of five-minute news programs 
titled Today in Europe, scheduled for 
presentation Sunday, 7:55 p.m. on 
WFIL-TV Philadelphia. Series pre- 
sents in digest form review of high- 
light news of past week on Continent 
and immediately follows showing of 
Crusade In Europe episode at 7:30. 
Show originates in WFIL studios and 
features Neil Harvey as narrator, ob- 
jectively reporting political, economic 
and social developments in post-war 
era. Maps, motion picture films and 
other graphic aids are employed. 


Independent Feeds World 


ALL-NAVY Basketball Tournament, 
March 17-18, was fed by WNOR Nor- 
folk, Va., around world. Two game 
tournament was fed to RCA New York, 
which in turn beamed it to KPOA 
Honolulu. AFRS New York and Los 
Angeles, rebroadcast games for all 
countries serviced by them. Station 
also carried games locally. Feed for 
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world broadcast was handled by Paul 
Schafer, assistant manager and chief 
engineer of WNOR. Eric Page and 
Jack Harris acted as play-by-play an- 
nouncers and Phil Stewart fed the 
games locally. 

Sunrise Services 
THIRTIETH consecutive Easter Sun- 
rise Services from Hollywood Bowl, 
April 9, will be telecast by KTTV (TV) 
Los Angeles. Station holds exclusive 
telecasting rights to service and will 
air telecasts beginning at 4:30 a.m. 
through 6 a.m. Video recorded version 
of event will be offered by station for 
national sale. Vincent Pelletier will 
handle commentary with Bob Breckner 
directing. 


Small Station Coverage 


LISTENERS’ interest in big-league 
baseball being highlighted by WPPA 
Pottsville,.Pa. Ed Romance, sports 
director for station, was sent on two- 
week trip to spring training camps 
of major league teams in Florida. In- 
terviews with top players and officials 
of teams were recorded by Mr. Ro- 
mance, a8 well as complete summary 
of training camp conditions. One of 
40 recordings gleaned from trip is aired 
nightly on Kaiers Sports Show, from 
now until official opening of baseball 
season. 


Especially for Men 


NEW series of programs, titled Sun- 
day Men’s Magazine, and slanted to- 
ward male listeners, presented by 
WSTC-AM-FM Stamford, Conn. Aired 
Sunday, 11-11:30 a.m., show presents 
features of interest to men at time 
convenient for their listening. News, 
sports, science features, odd items in 
news, book reviews and column of gen- 
eral happenings headline show, which 
is written by Leonard Weinles. 


Today’s Game 


FIFTEEN-minutes of sports high- 
lights will be aired daily, starting 
April 18, on WNBQ (TV) Chicago. 


Called Today’s Ball Game, show will 
present high spots of all daytime home 
games of Chicago Cubs and White Sox 
for 1950 season. Daily games will be 
filmed in their entirety by Douglas 
Productions and edited to fit time of 


telecast. Running commentary will be 
supplied by Tom Duggan, who will 
conduct live interview program for 


open dates and rain-outs. 


Battle of Sexes 


MINIATURE battle of the sexes con- 
ducted weekly by WAEB Allentown, 
Pa., on Last Word From Betty Muir, 
quiz show. Aired Wednesday, 11-11:30 
a.m., show consists of male expert be- 
ing quizzed on aspects of his specialty 
by group of women. First program 
featured Donald V. Hoch, mayor of 
Allentown, being questioned by Helen 
Schmidt, dialogue writer for comic 
cartoons; Eleanor Gernerd, former edi- 
tor and publisher of Lehigh Valley 
Revue, and Jean Doern Lieberman, 
producer of juvenile programs, Betty 
Muir is moderator. 


Toast To Connie Mack 


GRAND OLD MAN of baseball, Connie 
Mack, 82-year-old manager of Phila- 
delphia Athletics, will be honored by 
CBS’ Toast of the Town on April 16 


when TV program originates in Phila- 
delphia at WCAU-TV that city. Tele- 
cast of program, which features Ed 
Sullivan, is first away from New York 
since show began in June 1948. Connie 
Mack Golden Jubilee Committee, Phila- 


delphia Chamber of Commerce and 
Lincoln-Mercury Dealers, show spon- 
sor, arranged for special Toast visit. 
High-Interest Debate 
DEBATE on socialized medicine will 
be carried by WKBW Buffalo, N. Y., 


April 4 from 8:30-10:30 p.m., as part 
of station’s public service. Immediate 
topic of discussion will be national 
health bill now before and 
will be argued by Hugh Thompson, re- 
gional director of CIO and president 
of Greater Buffalo CIO Industrial 
Union Council, and Dr. Elmer Hess, 
vice chairman of medical program of 
American Medical Society. Invited 
audience of 1,000 persons will witness 
show to be held in Hotel Statler ball- 
room, Buffalo. Moderator of broadcast 


Congress 


will be Harry Seebert, WKBW col- 
umnist. Roving microphones placed 
throughout auditorium will pick up 


questions from audience. 
America’s Churches 
PROGRAM of interest 
all faiths currently being presented 
over WADC Akron, Ohio. Entitled 
The House of the Lord, weekly story 
features one of America’s famous 
churches. Shows begin with verbal 
picture of church featured that week, 
story of its triumphs, its people, its 
music and favorite hymns. Brief ser- 
monette is specially written for each 
show by pastor of church. Series 
took two years in preparation with 
cooperation being received from pastors 
all over the country. F. W. Albrecht 
Co., owner of Acme Service Stores and 
Super Markets, sponsors show. 
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‘Help Wanted 


‘Ma nage rial 





Can you sell? Texas ABC station wants 
you. Send full sales resume. Box 676E, 
BROADCASTING. 

Opportunity for participation in owner- 
ship of central New England 1 kw day- 
timer enjoying excellent listenership 
offered to commercial man of proven 
stature who is available immediately to 
invest and become commercial man- 
ager. Box 680E, BROADCASTING. 


Salesmen 
Salesman for 5 kw network station in 
western Michigan city of 110,000. Real 


opportunity. Give full details and fi- 
nancial requirements. Box  508E, 
BROADCASTING. 


South Georgia station wants salesman. 
Must be willing to work. 250 watt full- 
time independent. Must be able to 
produce. Box 579E, BROADCASTING. 


Salesman wanted with experience for 
one thousand watt independent station 
in eastern Pennsylvania. Excellent 
market; salary and commission; must 
have car. Box 697E, BROADCASTING. 


Salesman-commercial manager, WOKZ 
AM-FM, Alton, Illinois. 50,000 city; 
120,000 county. Only station. Adequate 
draw and commission. Write complete 
details including required draw to 
WEAW, Evanston, Illinois. 


Salesman or sales manager for per- 
manent position. Better than average 
man can easily earn up to $150 weekly 
on commission and drawing account. 
Southerner preferred. Give full quali- 
fications and history to P. K. Ewing, 
Jr., WMIS, Natchez, Miss. 


WSKB, McComb, Mississippi 5000 watts. 
Open for two top salesmen—write, 
wire, phone—confidential. 








Salesman wanted by old established 
CBS regional station. High caliber 
man who will enjoy working and living 
in a thriving midwestern city of 50,000. 
Compensation commensurate with abil- 
ity. Wire Walter Rothschild and an 
interview will be arranged. WTAD, 
Quincy, Illinois. 

Experienced salesman, $50.00 salary 
plus commission. Must be hard worker 
with car. Send complete resume to 
George Shurden, Commercial Manager, 
WTND, Orangeburg, S. C. 








Announcers 





Announcer, experienced, must have 
RCA board experience for network 
station in west Florida. Send full de- 
tails Box 515E, BROADCASTING. 
Wanted—Deep south NBC affiliate 
needs capable staff man with at least 
two years experience. Excellent oppor- 
tunity for the right man. Station lo- 
cated in expanding market over 100,000 
population. Studios air-conditioned. If 
interested, send audition platter, pic- 
ture, references, and minimum starting 
salary expected. Box 551E, BROAD- 
CASTING. 

Experienced sports announcer to handle 
football, special events and news. First 
Phone license desirable, but not es- 





sential. Southern network station in 
city of 18,000. Box 593E, BROAD- 
CASTING. 





Capable announcer with sportscasting 
experience, particularly recreations. 
Ten thousand watt ABC affiliate. Also 
may be interested in capable salesman, 
Box 664E, BROADCASTING. 


Wanted: Chief announcer. Must be 
showman, have strong personality and 
ability to mix with people. Permanent 


job. Give qualifications and salary ex- 





pected in first letter. Box  693E, 
BROADCASTING. - 
Girl hillbilly disc jockey. Thorough 


knowledge folk music. Also act as lib- 
rarian. Small beginning salary with 
opportunity for talent. Station located 


in SE city of 100,000. Send all details 
including photo and disc to Box 695E, 
BROADCASTING. 





eo CLASSIFIED ADVERTISEMENTS 


PAYABLE IN ADVANCE—Checks and money orders only. 
Wanted 10c per word—$1 minimum. Help Wanted 20c per word—$2 
All other classifications 25¢ per word—$4 minimum. 
charge for blind box number. One inch ads, acceptable, $12.00 per in- 
sertion. Deadline two weeks preceding issue date. Send box replies to 
Broadcasting Magazine, 870 National Press Bldg., Washington 4, D. C. 


BROADCASTING is not responsible for the return of application material 
(transcriptions, photographs, scripts, etc.) forwarded to box numbers. 









Situation 


No 


‘Help Wanted (Cont’d) 





Experienced morning man wanted for 
station in small town in mid-Atlantic 
states. Must be experienced at the 
board. Full details first letter, no disc. 
Box 698E, BROADCASTING. 


Situations Wanted (Con’t) 


$7428 monthly personally written new 
local business in eight months. Made 
a station profitable as manager-sales 
manager. Details? Box 666E, BROAD- 
CASTING. 


General manager with 15 years experi- 
ence in management and sales manage- 
ment, desires change because of station 
sale. Sales ability a guarantee of top 
volume for your station. Can reduce 
operating cost to minimum. What’s 
your proposition? Box 667E, BROAD- 
CASTING. 

Manager. Currently commercial man- 
ager with highly successful record. Rec- 
ommendations from actual adver- 
tisers. National promotional recogni- 
tion. Experienced organizer. Will be 
at NAB Convention. Advise where to 
contact. Box 692E, BROADCASTING. 











Salesmen 





Wanted: Combination man. Send quali- 
fications, photograph, disc and salary 
— Radio Station KCFH, Cuero, 
exas. 


Staffing new station northern Maine. 
Need men with good voice and ticket. 
Send disc, photo, complete information 
soonest. None but combo men need 
apply. Ted Coffin, WAGM, Presque 
Isle, Maine. 

Announcer, some experience. Imme- 
diate opening. Illinois applicants only 
will be considered. WLPO, La Salle. 
Wanted—Versatile announcer with at 
least 2 years commercial experience 
and knowledge of programming. Wire 
or telephone for personal interview. 
WMIX, Mt. Vernon, Illinois. 











; Technical 


Opportunity available for combination 
engineer-announcer for money-making 
250 watt station in wealthy rural mar- 
ket in south. Good pay and living 
conditions. Must be able to call sports. 
Box 671E BROADCASTING. 

Immediate opening experienced engi- 
neer-announcer, send picture, quailifi- 
cations, salary expected with first ap- 
plication. WMJM, Cordele, Ga. 











Production-Programming, others 





Can you write good copy? If you are a 
female and you're absolutely sure you 
know how to write copy; if you’re 
personable and attractive, willing to 
work, then please send full particulars, 
photo and disc first letter to Larry 
Filkins, Program Director, KSCB, Lib- 
eral, Kansas. 





Situations ; Wanted 





Managerial 


Sales success, employed up-state, N. Y., 
desires eastern relocation. Box 683E, 
BROADCASTING. 


Sales-sales management—over 12 years 
experience. Top billing New York net- 
work station and large midwest re- 
gional. 43 years, married. Now in 
New York. Interested in best oppor- 
tunity any location. Box 687E, BROAD- 
CASTING. 


Announcers 





Top sportscaster, excellent play-by- 
play, listener appeal, employed, avail- 
able immediately, references. Box 388E, 
BROADCASTING. 





Announcer, versatile, news specialty. 
Three years commercial experience. 
Seeks permanent location. Box 502E, 
BROADCASTING. 





Announcer-copywriter, husband-wife 
team. Proven record of client satis- 


faction. Immediate reply to good, 
permanent-tyve _ offer. Box 503E, 
BROADCASTING. 





Announcer. Commercials, news, acting, 
narration. Announcing experience small 
station, acting large stations. College 
graduate. single, prefer midwest. Box 
597E, BROADCASTING. 


Announcer, five years’ general ex- 
perience. Married. dependable. Age 22. 











. ° er _ 
Situations Wanted ((on’t) ' Si 
Announcer—Two years Derienwil ca. 
single, 28, commercial, ne Te Radio. 
man with console experience mt fF Experi 
649E, BROADCASTING. 7 ik p states. 
. Sa 
News—special events-color speciane EXPe! 
Thoroughly experienced, s —— B. 24 
man. Available scon, com: \ete with exper 
best of references. Box 650E, BROA imme 
CASTING. Gris 
Announcer, two years experien i 
vet. Married. Presently mployal j Annet 
Specialty, disc jockey, news and spe dle wt 
cial events. Expertly trained on logy and W 
news gathering and editing. Also time 6357 W 
salesman. Hard worker. Tops in per. Youngs 
sonality. Prefer middlewest. Box 6552. show \ 
BROADCASTING. nce, | 
— ———— ___ ondary 
Announcer-writer. Two years of gg, contin 


lege radio speech and writing 


Wil ceptab! 
anywhere. Summer work ied Street 


nly. Boy @ Stree 








658E, BROADCASTING. Top at 
Topnotch sportscaster presently em. page 
ployed. Ready to specialize in sports 1222-A 
Personal interview if desired. Write HArris 
Box 661E, BROADCASTING. —— 

oe eee ——— | We wa 
I am seeking a position in a radio sta experic 
tion in one of the western states. Iam voice, ! 


a graduate of a recognized professiong with f 
school of broadcasting. Need that ali proof 
important first job. Will send disc ang 163 Spr 
photo if interested. Box 665E, BROAD. ——— 
CASTING. 








Annoul 

aoe "eee - : xperi 
News director and news announcer. } — 
years experience. Has held high posi of new 
tion with radio news organization. Box fconon 
675E, BROADCASTING. cure f 





—————— ———. t 
Honest, reliable, loyal. I can offer these rey’ 
plus six years experience in all phases 
of radio including: sports, consok 
operation, programming, newsman, 
special events, emcee, production, dige 
jockey, accent on hillbilly shows and 
Play-by-play football and _ baseball 
Also have one year of newspaper writ. 
ing. Currently employed but station C&™S®: 
lacks stability. Age 24. Your offer positio1 
must be permanent and must have con. | e 
genial staff. Box 678E, BROADCasT. =2sif 





Recent 
employ 
experie 





phases. 
ING. ‘CASTI 
Baseball announcer, capable, experi. 
enced, available to Pan on or agency — 
for baseball season only on free lance A tudios 
basis. Already under contract for foot- ~ ilab 
ball season on _ regional network, 606E I 


Proven satisfaction to national and lo- 








College community sought by success- 
ful small market manager, 35, married, 
university degree, 12 years broadcast- 
ing. Box 572E, BROADCASTING. 





Southern stations attention: Manager 
and chief engineer would like job in 
250 or 1000 watt station with chance to 
buy stock through earnings. Can pro- 
duce. Not clock watchers, want se- 
curity. Box 580E, BROADCASTING. 





Manager with twenty years experience 
all phases of AM-FM operation desires 
change. Thorough knowledge in man- 
agement to produce highest gross sales 
with lowest overhead. Expert on sales, 
programming, both local and national. 
Experience includes management of 1 
kw fulltime station. Have contacts with 
top network executives and national 
advertising agencies. Married. Will 
go anywhere. Available for interview 
at NAB Convention. Box 586E, BROAD- 
CASTING. 





Young’ successful manager’ desires 
change. Built two stations. Always 
made profit. Civic minded. Will give 
you a station you will be proud to own. 





Announce. Sell. Work. No _ drink. 
Married. Box 587E, BROADCASTING. 
Manager, part-owner disposing of fi- 


nancial interest in successful station, 
now free to seek new connection. Age 


40; fifteen years station management 
experience. Know radio game thor- 
oughly. Am _ attending NAB Con- 


vention, will meet you there for inter- 
view at your convenience. Box 646E, 
BROADCASTING. 


Manager now employed desires change 
for good reason. Experienced in sales, 
promotion, programming, engineering 
and economical operation plus an out- 
standing record in public relations and 
a leader in civic affairs. Will appreciate 
and consider all inquiries. Box 656E, 
BROADCASTING. 

















Prefer couthwest. $75. Box 603E, a 
BROADCASTING. eas Box 679E, BROADCAST- Engine 
Announcer, graduate oldest broadcast- Combination man. First phone license sidered 
ing school in country. CBS instructors Eight years announcing. experience, 
taught all phases of broadcasting. Engireer since 1942. Good voice. Can First p 
Produced, sang. emceed amateur shows” ad-lib. Box 682E, BROADCASTING. | Perienc 
in Chicago nite clubs. Two years col- oe mas —— peers present 
lege. Former staff 5,000 watt NBC Anmmnouncer-salesman. MHandle sports CASTT 
affiliate. Consider all offers. Box 607E, ¢WS, sales. Experienced both an 77 
BROADCASTING. nouncing and gales. Young, aggressivg ae 
mieets = ependable. ive details. Prefer met- 7 
. a q st ‘ 
ball — play-by-play, basketball, ropolitan or west. Consider others j¢4% | 
football. staff. toe married. Have Box 685E, BROADCASTING. 
copyrighted 15 minute sport feature. , ; ‘ pho 
Available immediately. Box 6140, ee eae ee eae caa of nadie motes, 
BROADCASTING. techniques at Radio City. “Disc availe 2M, 
Combination man. news. DJ. write able. Box 686E, BROADCASTING. Kip 


copy. 23, single. Will travel. Disc. photo 
on request. Box 618E, BROADCAST- 
ING. 

Ex-network staff -announcer-newscast- 
er. Fight years experience, including 
play-by-play. At present associate di- 
rector at New York TV station. Must 
leave this area for family’s health. 
Desire position as announcer or di- 
rector AM or TV. or both. Highly 
capable and can offer excellent refer- 
ences. Will consider any locality. Avail- 
able May 15th. Box 622E, BROAD- 
CASTING. 








Eastern stations—Experienced versa- 
tile announcer. Operate console. Low 
starting salary. Box 640E, BROAD- 
CASTING. 


Baseball is what I thrive on plus 
money. Sports and chief announcer, 
employed, three and a half years ex- 
perience, one hundred play-by-play 
games behind me, want hundreds 
more, anywhere. Box 642E, BROAD- 
CASTING. 

Experienced announcer-engineer de- 
sires full or part time position at or 
near college. Young, married, RCA 
grad. presently employed. Box 643E, 
BROADCASTING. 

Combo man currently employed looking 
for advancement. Married. References. 
Box 644E, BROADCASTING. 














Announcer—One year experience, col- 
lege, ideas, news, dj, can write. Prefer 
midwest or east. Consider all offers. 
Disc on request. Box 645E, BROAD- 
CASTING. 










Recent graduate of radio school, look- 
ing for start. Opportunity to gain ex- 
perience primary. Salary secondary. %&j 
Heavy on all sports. Who will take 





chance? Box 688E, BROADCASTING. phone | 
Announcer, 2!2 years experience al- “ill be 
nouncing, narrating and run _ board. ROAT 
College graduate. 27, vet, married, ———~~ 
ambitious, reliable. Desire permanent Employ; 
staff or summer. Relocate for good "ing pos 
spot progressive station. Disc or it (Carolin 
person. Interview if possible. Box 9BROAI 
689E, BROADCASTING. “Experi 





Looking for a top sportscaster? Look m I 


no further—than this ad. You want ex 
perience—I offer 5 years of big tim Geum 5 
sportscasting. Yes, you can have Wis ‘rE a 
consin’s top sportscaster broadcasting =ngine 
your baseball, football, basketball Jalso ch 
games. Big Ten experience, top-rated, tion, P 
college degree, steady, conscientious. te fi 
Available now for baseball season. <Availal 
Record, photo, recommendations. Box 50x 6 
691E, BROADCASTING. = 
— Yui! 
Lemon announcer looking for po reer 








station. Voice like wild goose. 


years lapsus linguae. 25. Single. Oper ny 
ator. Box 694E, BROADCASTING. _7omtr 





Baseball club nixed TV; sportscastel Jence 2 
stranded. Triple-A experience. 8 yeals BNE, E 
AM; 1, TV. Best sponsor, statiOl Qenging 
sports references. What do_you Off Gnitter 
for an all-sports man? Box 699B gio <3 
BROADCASTING. 


Chief announcer just married looking 
for steady job in a sports community. 
All staff announcing, heavy on sports, 
special events, news. Disc, photo, 
erences available. Box 70iE, BROAD 
CASTING. 











n't) |) ~ Situations Wanted (Con’t) 





Situations Wanted (Con’t) 


Situations Wanted (Con’t) 
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recon § Experienced. 
©. Bor states. Box 


aduate desires position. 
Preferably New England 
703E, BROADCASTING. 





ll-round announcer-dj; 











—. jenced 
eCialist expe in Journalism; selling-writing 
> fami) rience: operate panels; available 
te wi exPY diately. For disc write, call Bob 
BROAD. Grove, N. Queen, Martinsburg, 

w. Va. oe . 

‘ence, 3 | Announcer with experience. Can han- 
mployeg dle all types of shows. Heavy on sports 
and spe nd disc shows. Contact Irv Kravitz, 
on loca | 2357 Waldron Street, Pittsburgh, Pa. 
‘Also time young announcer wants a chance to 
S In per ite what he can do. Limited experi- 
Box 655E © § ce, but willing to learn. Salary sec- 
oedary. can write commercials and 
~—  omtinuity. Summer replacement ac- 
S Of coh, Conte. Chester Manulik, 159A 23 
., Wilal S04 ookiyn 32.Ne¥. 
7 Top announcers; top newscasters; top 
—___% writers; available now. Write, phone 
ntly em or wire Pathfinder School of Radio. 
in Sports 122A Oak St., Kansas City, Mo. 
qd. Write HArrison 0473. 

We want a baby! Announcer, 412 years 
radio sta experience, 2 years college, good, deep 
tes. Iam voice, 5000 watt quality, looking for job 
-ofessional with future for us and our son. For 
d that all proof contact Mr. & Mrs. Don Prittie, 


i dise ani 163 Spring St., Amherst, Ohio. 
. BROAD. ” 5 





Announcer-disc jockey, young, single. 
Experienced network and independent 
operation. Can handle full assignments 
of news, commercials, interviews, etc. 
Economy cut, no job. Imperative se- 
cure position right away. Disc on 
request. Dick Thomas, 200 Cambridge 
Ave., Garfield, New Jersey. 





ouncer, } 
high posi- 
ition. Box 





offer these 
all phases © 
. Console 
newsman, = —_—_— 
ction, dis’ pocent RCA graduate, family man. now 
shows and aeeed TV servicing. No broadcast 
baseball, experience. Ist class and amateur li- 
aper writ: cense, seeks operator or combination 
nt Station “position. Box 533E, BROADCASTING. 
have con Spngineer degree 10 years exverience all 
)A DCAST.- —o licensed. Box 554E, BROAD- 
*CASTING. 


= lll z 

C, €XDperl- “engineer, 14 years experience, AM-FM, 

or agency onstruction, installation, maintenance, 

free lance “studios, transmitter. 10 kw directional, 

*t for foot. Available immediately. References. Box 
network, “¢9g—, BROADCASTING. 


1al and lo- =a : é oo 

) ADCAST: Engineer—First class phone license, 
amateur. Inexperienced. Any offer con- 

sidered. Box 612E, BROADCASTING. 





Technical 











ne license 
>x perience, 
voice. Can 
ASTING. 








First phone license, married, car, ex- 
perienced. Want to settle in northeast. 
presently employed. Box 619E, BROAD- 





ile sports, CASTING. 

pe ‘Experienced transmitter and control 

Srefer met- board engineer. Seeking position in 

jer others 1¢ast, single, have car. Box 629E, 
“BROADCASTING. 








“Ast phone, experienced transmitters, re- 
motes, maintenance, 5 kw directional 
kw FM. Young, married, car. 
ast coast. Available immediately. Box 
47E, BROADCASTING. 


Tansmitter engineer or station tech- 
ician. B. S. Degree Bradley Univer- 
ity and technical school; was chief 
adio technician in Navy; have first 
hone license; prefer midwest, but will 
0 anywhere in U. S. Full particulars 
ill be furnished in letter. Box 652E, 
ROADCASTING. 


announcing 
es of radio 
Disc avail- 
STING. 


hool, look- 
to gain ex- 
secondary. 
» will take 
YCASTING. | 


rience al- 
run board. 






























t, married, 
permanent JEmployed chief 250, desiring engineer- 
> for good ang position with larger station. Prefer 
Disc or in @Carolina’s. Married, car. Box 653E, 
sible. Box BROADCASTING. 

- xperience is a dear school, but fools 
ster? Look learn no other—and_ brother 


‘ve had it. Engineer-announcer, photo 
7 X- . , ’ 
+3 ha tia se and references on request. Box 


have Wis ©2=. BROADCASTING. 


roadcasting “Engineer—Experienced in construction, 
basketball piso chief engineer-announcer last posi- 
, top-rated, “on. Prefer straight engineer position 
nscientious. With future. Good references last job. 
all season. Available one week. North or south. 
jtions. Box Box 659E, BROADCASTING. 
Se harienced engineer, first phone, can 
———— Shui - g : 
Pa peachy ‘ sales in spare time, car, married, 


ef 4 
100s8e. 0 — Box 670E, BROADCAST 


ngle. Oper" ; — a 
ASTING. =XPerienced 1st phone man, experi- 
————~ enced in AM-FM, also mobile experi- 



















sportscastél ence 2 years; please state salary. Box 
ce. 8 yea BIE, BROADCASTING. 
“% an offal agineer—26 months experience trans- 
on litter, remotes. Graduate leading ra- 
a School. Army radar experience. 
___—Wiill travel. Box 684E, BROADCAST- 
‘ied looki : 
community @Engineer, experienced 5 kw AM, 3 kw 
a transmitters control board, re- 
photo, AD- otes. Good background. Single, car, 
E, BRO ING travel. Box 690E, BROADCAST- 


i 


3 


Engineer, 342 years AM-FM, experi- 
enced on remotes, transmitter and con- 
sole operation. No announcing. Single, 
have car. NY, New England, Pa. pre- 
ferred. Box 702E, BROADCASTING. 





Engineer—One year broadcast. 10 years 
radio and ham background. Prefer 
warm climate. Lloyd Conway, 1221 N. 
Vermont Ave., Los Angeles, California. 





Experienced engineer: first phone, col- 
lege graduate, presently employed. Will 
do combo work, travel anywhere. Have 
car. Richard Delanoy, 207 First Ave., 
Beckley, W. Va. 

Engineer: First phone, 10 months ex- 
perience 250w-AM, 1000w FM. Have 
done some announcing. 13 months res- 
idence school, 1 year college level 
correspondence courses, still enrolled. 
Vet, 23, married. Desire permanent 
position. Will travel. Appreciate any 
offer. Charles Donaldson, 114 Dewey, 
Washington, Indiana. 





Engineer, list phone, 2 years radio 
communications. No broadcast experi- 
ence; will relocate. Robert Farrell, 28 
Schaeffer St., Brooklyn 7, New York. 





Graduate of prominent radio and tele- 
vision school with first class phone li- 
cense desires position in broadcast 
station. 24, married and immediately 
available. Richard E. Gardner, 2459 
Reel Street, Harrisburg, Pa. 


Permanent position as radio operator 
wanted, will travel, first class phone, 
RCA graduate at present working. John 
N. _— 444 Wyona St., Brooklyn, 
N. Y. 





Production-Programming, others 


Looking for the opportunity. Copy, 
continuity, some announcing. Anxious 
for a future, but wife has to eat. Col- 
lege graduate, young, personable, 
eager. Will travel. Box 561E, BROAD- 
CASTING. 


Program director-announcer. Experi- 
enced in all phases broadcasting. Young 
family man presently employed. Desire 
change because of financial conditions. 
Box 623E, BROADCASTING. 


Teamwork—3 personable young men, 
ideal for new or expanding «station. 
Experienced for three years N.Y.C.-FM 
in: production-direction-writing of 
dramatic, musical, sports, special 
events, comedy. Staff announcers plus 
personalized disc shows and news. 
Sales. Educated too. AB Degrees. Idea 
men who can follow through. Box 
641E, BROADCASTING. 


High caliber organist desires position 
with station, experienced all phases of 
radio & TV. Available after June. 
Union. Tape and photo on request. 
Box 669E, BROADCASTING. 


Continuity director, women’s broad- 
caster of note, stage, night club direc- 
tor, ex drama teacher and copy chief 
of bang-up commercials, available im- 
mediately. South or east locations pre- 
ferred. (Age 28 years.) Box 677E, 
BROADCASTING. 


Experienced continuity director with 
5 kw network affiliate desires change 
to more metropolitan market. Copy, 
top quality. Present position includes 
duties of assistant program director, 
production man, station idea man plus 
copy. Minimum salary. $350 per month. 
Anv offers? Box 681E, BROADCAST- 
ING. 


Program director experienced network, 
independents, setting up new station. 
Programs versatile, can meet and beat 
competition. Knowledge all phases 
station operation. Have written copy, 
sold, announced all types shows. Ex- 
cellent announcing voice, technique. 
Conscientious, capable, can increase 
station prestige, revenue. Currently em- 
ployed metropolitan area. Disc, details, 
Box 696E, BROADCASTING. 























Television 


Tech nical 





Director film operations. 16 years cam- 
era experience, all 16 & 35mm, sound, 
silent, newsreel, production, edit-cut 
all film, color, B&W, neg, pos, rev. Can 
set up, direct newsreel operation, com- 
mercials, etc. Have managed theatres, 
many years projection experience; 
know agency operation, promotion, 
publicity, radio repair experience. Past 
4 years in TV. Available May 1. Box 
468E, BROADCASTING «¢ TELECAST- 
ING. 


Ist phone, telegraph, amateur, radar, 
professional photographer graduate S. 
M.P., 27 years, married, car. Box 651E, 
BROADCASTING e TELECASTING. 








Production-Programming, others 





Top idea man, sales promotion, pro- 
gramming, merchandising, now em- 
ployed, seeks TV connection, Los An- 
geles radio station, advertising agency. 
E. Horis, 651 Dunsmuir, Los Angeles. 


= For Sale 





Stations 


For sale—1000 watt daytime station. 
Can go fulltime. East central section 
United States. Box 657E, BROAD- 
CASTING. 


250 watt central California coast city, 
only local station, $50,000 cash. Ideal 
living spot. Trade center approximate- 
ly 62,000 urban population. Box 700E, 
BROADCASTING. 





clusive market, city 12,000, serving 
three-county area of 70,000, grossing 
above 4000 monthly, $50,000, some 
terms. James T. Jackson, Broker, Box 
106, Pauls Valley, Oklahoma. 





A profitable 250 watt Mutual station. 
Excellent market. Grossing $6000 per 
month. In northcentral section, mo- 
nopoly position. Stock control or all can 
be purchased. Reasonable terms. Har- 
vey Malott Co., Scarritt Bldg., Kansas 
City, Mo. Victor 4339. 


For immediate sale. Complete broad- 
casting AM 250 watt station with com- 
plete Blaw-Knox radio tower, 179 feet, 
self supporting. This complete equip- 
ment can be shipped immediately and 
can be sold on terms. $5000.00 total 
price. J. J. Phillips & Sons, 124 E. 
Lachapelle St., San Antonio, Texas. 


Equipment, ete. 


$11,000 FM WE 506B-2 complete, spares, 
10 kw transmitter. New, never un- 
crated. Box 475E, BROADCASTING. 


For sale—411 ft. Truscon self-support- 
ing tower, type D-30, insulated at base, 
supporting General Electric 4-bay 
circular FM antenna with mast, type 
BY-4-B with 21,” coaxial transmission 
line from FM antenna to tower base. 
Tower erected in center of 10 acre 
tract in Wheaton, Maryland, near 
Washington, D. C. Box 648E, BROAD- 
CASTING. 


Federal type 101-B field intensity meter 
complete with instruction book and 
headphones. In excellent condition. 
Box 662E, BROADCASTING. 


Exchange portable constant two-speed 
turntable and amplifier for equivalent 
in station time at list less salesman’s 
a. Box 668E, BROADCAST-’ 





250 watt composite transmitter. FCC 
licensed. Excellent condition. Recent- 
ly overhauled. $1000 F.O.B. Los An- 
geles. Box 673E, BROADCASTING. 


New Presto 1-D recording head, $120.00 
cash or trade for your used microphone 
or audio equipment. Box 674E, 
BROADCASTING. 

For sale. One RA-250 Raytheon 250 
watt transmitter, slightly used and in 
good condition. Any reasonable offer 
will be considered. Available around 
May 1. Write, wire or phone Ted 
Froming, Chief Engineer, KAFY, 
Bakersfield, California. 








RCA distortion and noise meter, type 
69-C. Used very little. Priced at $150.00 
for quick sale. Current factory price 
is $400.00. WBOC, Radio Park, Salis- 
bury, Md. 





For sale 2 Turner dynamic mikes— 
model 999; 1 Collins 26w Limiter; 1 
Locke 91349-H Cantilever tower base 
insulator. Write WIRK, W. Palm Beach, 
Florida. 





Lehigh 179 foot self-supporting tower, 
$1500 FOB Warren, Pennsylvania, 
WNAE. 





For sale: New uniform cross-section 
guyed type towers with all necessary 
equipment. We will deliver and erect 
anywhere in United States or South 
America. Eight 200 ft. towers, seven 
250 ft. towers, six 300 ft. towers, five 
325 ft. towers. Write, wire or phone 
(Ph 3348). Consolidated Tower and 
Construction Co., Petersburg, Virginia. 


Have several used guyed Wincharger 
towers. Will sell erected. Tower Con- 
struction Co., Commerce Bldg., Sioux 
City, Iowa. Phone 5-6761. 





Wanted to Buy 
Equipment, etc. 


One used 1000 watt AM transmitter. 
Send details, price. Box 590E, BROAD- 
CASTING. 


Wanted: Used studio control equip- 
ment high fidelity only. Mikes, turn- 
tables, control console, etc. Must be 
in good condition and _ reasonably 
priced. Box 617E, BROADCASTING. 


Wanted—Approximately 400 feet used 


15g” coax transmission line. State con- 
dition, price, etc. WJBY, Gadsden, 
Alabama 


Am interested in buying any part one 
kw station equipment. Please write. 
Cary Graham, Gadsden, Ala. 

Wanted: One used self supported radio 
tower 200 to 400 feet, designed to sup- 
port G.E. 4-bay, FM antenna, or like 
tower complete with similar antenna of 
other manufacture. Purchasing De- 
partment, Indiana University, Bloom- 
ington, Indiana. 


Miscellaneous 





We offer, frequency measuring service, 
commercial guartz crystals, new, re- 
grinding or repairs. Frequency monitor 
service. “14 years experience.” Eidson 
Electronic Co., Box 31, Temple, Texas. 
Phone 3901. 


Help Wanted 


Salesmen 








SOOO SCCCSOSCSESOCOOSSESCEOESE 
@ TRAVELING SALES REPRESENTATIVE @ 
@ FOR LEADING TRANSCRIPTION COMPANY ® 
: Liberal commissions. Territories open: South, e 
e Southwest, New England, Dakotas, Colorado, e 
Montana, Wyoming, Maryland, Virginia, Dela-@ 
ware, Nebraska, Missouri, Kansas. Send phote» 
and references. Big opportunity for right mane 
@ with auto. s 


e BOX 471E, BROADCASTING e 
SSOOSSOSSCOHOOOSSCSOSESOSSEES 





For Sale 


Stations 








NETWORK STATION 
FOR SALE 


Top network station in midsouth 


major, fast-growing market, excellent 
earnings, non-resident owner desires to 
devote time to other diversified prop- 
erties, priced right, no brokers, write 
our attorney in confidence to 


BOX 704E, BROADCASTING 








Miscellaneous 


Partner Wanted 


for established 
Working 
perience 
Must have 
understand 


radio script business. 


partner with and ex- 


desired. 


capital 


promotion 
programming, 


experience and 
small stations. 


BOX 660E, BROADCASTING 





Employment Service 





O-P-E-N-I-N-G-S NOW! 
for 


TOPNOTCH—Commercial Mer.-Salesmen. 
Program Dir.—Copy Dir.—Producers 
Chief Engr. (Const. & Maint.) 

Chief Engr. (Program & Anncing Exp.) 


“‘PERSONALITY DeeJays’’ (Comedy, Straight 
& Novelty—Male & Female). 
RRR-RADIO-TV EMPLOYMENT BUREAU 
Industry’s oldest Exclusive Employment 
S-P-E-C-I-A-L-I-S-T-S! 
P.O. Box 413, Phila. 5, Pa. 





(Continued on next page) 


















Situations Wanted 


Production-Programming, others 


OONUOUUUUENNOAOUOUUOUUUUUOUEUUOEGOOOOUOOOUUUONEEEGOOHQUUUUOOOEE) 
ATTENTION! 
STATION OWNERS 
STATION MANAGERS 


If you demand good radio 
that produces results for spon- 
sors and upholds the dignity 
and prestige of the radio indus- 
try. I would appreciate an op- 
portunity to correspond with 
you. 

If you need a man who knows 
radio, not just a “body”, but a 
sincere, hard working, sober, 
honest, intelligent, dependable 
well rounded radio man—expe- 
rienced in all phases of radio 
broadcasting with emphasis on 
production—then here’s your 
man. 

*More than nine years expe- 
rience from 250 watt combi- 
nation work through time 
salesman, newscaster, writer, 
announcer to present position 
of production director and chief 
of special events for the Armed 
Forces Radio Service in Tokyo 
(A 50 kw key network station 
which also operates three 5 kw 
short-wave transmitters). 

*A veteran of World War II. 
Traveled in both Europe and 
the Orient. Young. Single. Not 
a floater. Interested in perma- 
nent, profitable employment 
with a station that is interested 
in setting the pace for competi- 
tion in your area. 

Your correspondence will be 
treated confidentially and an- 
swered promptly, honestly and 
sincerely. Please... NO 
RINGER STATIONS! The 
undersigned tentatively plans to 
return to the United States in 
October of this year. 

James W. MANSFIELD 
Armed Forces Radio Service 
APO 500, % Postmaster 
San Francisco, California 














Philco Dealers Meet 


LARGEST dealer-distributor sales 
convention in Philco’s history is 
announced by the firm as scheduled 
for mid-June at Atlantic City, N. J. 
In revealing plans, Raymond B. 
George, sales promotion manager, 
said some 5,000 dealers will study 
the company’s advertising and pro- 
motion for the fall Selling season. 


flllicd Arts 


HARLES R. MICHELSON Inc., 

New York, announces availabil- 

ity of special group of five 
Speedy-Q double-faced baseball sound 
effects records. Discs were recorded 
during actual games at major league 
parks. 


MARKET-OPINION RESEARCH Co. 
formed from former market research 
division of Commercial Services Inc., 
Detroit. RICHARD W. OUDER- 
SLUYS, former president of Commer- 
cial Services, is general manager of 
new organization which specializes 
exclusively in marketing research 
and analysis, opinion polling and ad- 
vertising research. Commercial Serv- 
ices continues under direction of 


LAWRENCE E. BLACK. 


HELEN S. WALLACE, director of 
sales and service for Muzak Corp., New 
York, resigns. She will continue her 
association with firm on consulting 


RMA SET DRIVE 


Promotes Three-Way Units 


CAMPAIGN to stimulate sale of 
“complete home_ entertainment 
units” is being drawn up by a 
Radio Mfrs. Assn. committee ap- 
pointed by A. D. Plamondon Jr., 
Indiana Steel Products Co., chair- 
man of the RMA Parts Division. 
The committee will meet April 11 
at the Stevens Hotel, Chicago, to 
work out details of the industry- 
wide drive. 

Set manufacturers, record com- 
panies, dealers and distributors will 
join in promoting interest in radio- 
TV-phono combinations. Chairman 
of the RMA committee is J. A. 
Berman, Shure Brothers, Chicago. 
Other members are: 


Cc. O. Caulton, RCA Victor Division; 
W. J. Doyle, Astatic Corp.; A. R.. Kahn, 
Electro-Voice Inc.; H. G. Kobick, Web- 
ster Electric Co.; Kenneth McAllister, 
Columbia Records. Three guest mem- 
bers will be W. S. Hartford, Webster- 
Chicago Corp.; J. C. McDonald, Mil- 
waukee Stamping Co., and E. M. Rush, 
V-M Corp. 





FECT 


WASHINGTON, D. C. 
James W. Blackburn 
Washington Bldg. 


Sterling 4341-2 





— a — — — 


NEE PAGE 7 


CONTACT THE NEAREST OFFICE OF THE EXCLUSIVE REPRESENTATIVES 


BLACKBURN-HAMILTON COMPANY, INC. 


MEDIA BROKERS 


CHICAGO 
Harold R. Murphy 
333 N. Mich. Ave. 


Randolph 6-4550 


SAN FRANCISCO 
Ray V. Hamilton 
235 Montgomery St. 


Exbrook 2-5672 





Page 86 © April 3, 1950 





a 





basis. EDWARD ROGERS temporar- 
ily will coordinate her sales activities 
with staff associates. 

Cc. J. HASSARD, with Bendix Radio 
and Television, Baltimore, for past five 
months, appointed general merchandise 
manager of firm. 


CRAMER-KRASSELT 


Radio-TV Activity Is Up 


INCREASE in April radio-TV 
activity by eight of its clients has 
been announced by The Cramer- 
Krasselt Co., Milwaukee advertis- 
ing agency. Firm also announced 
addition of four members to its 
radio-TV department. New staff 
members are Peg Bogler, Norma 
Nessler, Gloria Brooks and John 
Pritchard. 

Local firms increasing or start- 
ing new radio-TV schedules are: 

Weinbrenner Shoe Co., testing TV 
with three one-minute films weekly 
on WTMJ-TV Milwaukee and may add 
other markets; Wisconsin Plumbing & 
Heating Supply purchased C-K pack- 
aged show, It’s a Man’s World, Sat- 
urday, 4-4:30 pm. on WTMJ-TV; 
Schuster’s (department store) adding 
frequency of its Feminine Viewpoint, 
now to be seen four times weekly on 
WTMJ-TV; Chevrolet Dealers and the 
Upper 3rd Street Advancement Assn. 
placing up to 10 announcements per 
day per AM station in current cam- 
paign; The Milwaukee Co. (investment 
security house) purchasing 10-10:15 
p-m. news on WTMJ and five-a-week 
participation in Mrs. McIver show on 
WMAW Milwaukee; American Linen 
Supply also buying similar time on 
WMAW’s show; and the First Federal 
Saving & Loan purchasing the 12-12:30 
p.m. Sunday period on WTMJ’s two- 
part, hour-long program called The 
First Federal Hour. 


AM AUDIENCE 
WCOP Refutes 


IS TELEVISION “stealing” th, 
AM radio audience? WCO! Bostoy 
in a release to the trad ; 


he Past 
fortnight, comes up w a big 
round “No” after surveying th 
situation in the Hub cit 
According to Craig Lawreng 
WCOP general manager, “ an @, 
roneous impression of radio’s night 
time state of health” has beg 
created, “especially as it applies 4 
our own area.” He sets forth thre 


arguments against the recen} 
Hooper survey of TV listening q 
compared to radio’s share: (1) The 
figures were for the New York arg 
where TV ownership is higher thay 
in Boston, (2) telephone homes onl} 
were involved, and (3) figures wer 
“share of audience” rather thap 
ratings. 


Mr. Lawrence cited a comparigoy 
of the Pulse Report of January. 
February 1950 with the same tw 
months in 1948. In 1948, before Ty 
arrived in Boston, the report 
showed a 27.4 rating for average 
quarter-hour radio sets in use Mon. 
Fri., 6 p.m.-12 midnight. Two year 
later, he pointed out, Pulse re 
ported a 27.3 rating. Also noted 
by Mr. Lawrence is a +.8 change 
in listenership over that two year 
period by WCOP. These figures 
according to Mr. Lawrence, refut 
“generalizations about TV _ ani 
radio—or by over-all share of audi. 
ence figures for stations.” 





Steere Takes Over WFEC 


HOWARD D. STEERE, forme 
owner of an advertising agency in 
Detroit, has taken over control of 
WFEC Miami, Fla., it was an 
nounced last week. According t 
the announcement, no changes wil 
be made in the outlet’s personnd 
and J. Lyle Williams Jr. will be 
retained as general manager. On 
Feb. 9 the FCC granted Mr. Steere 
assignment of license from the 
Florida East Coast Broadcasting 
Co. [BROADCASTING, Feb. 13] 
WFEC is assigned 250 w daytime 
on 1220 ke. 
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FOR NEWSPAPER AND RADIO STATION 
BUYERS AND SELLERS 


PHILADELPHIA, PA., OFFICE 


MICHIGAN 4-8900 
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ANA 


(Continued from page 15) 


that TV cost-per-viewer is going 
down, but the cost will always be 
higher than radio. They asked for 
details on extension of TV net- 
works and estimates on the number 
of sets. One conservative estimate 
placed the number of TV sets at 7,- 
600,400 as of Jan. 1, 1951, and 11,- 
500,000 in 1952, but other estimates 
run much higher. 

Even in 1951 when about 20% 
of homes will have TV, radio will 
still be sold for less than it was in 
1940, one broadcaster commented. 

The advertisers asked pointed 
questions about TV picture quality, 
especially kinescope, and showed an 
interest in TV as a medium for 
small-budget advertisers. Tendency 
toward small-budget participation 
TY is developing, it was noted, with 
advertisers having a chance to 
share costs by various means. 

The actual cost of bringing the 
advertiser’s message to the listener 
was scanned critically both at the 
ANA’s radio-television panel and 
in talks by advertisers themselves. 


Network Costs Up 


Geerge Duram, Lever Bros. 
media director, said network radio 
time costs had gone up about a 
third since 1940, paralleling the in- 
crease in number of radio homes. 
Increase in number of AM outlets, 
160%, has had a “most marked in- 
fluence, on daytime listening,” he 
insisted, and cited increased net- 
work time costs as a result of rate 
increases, new station requirements 
and elimination of discounts. “The 
delivered homes-per-dollar is down 
noticeably,” he claimed, and talent 
costs are up 100% to 200% in 10 
years. 

“So, while potential increase in 
radio listeners is 33%, actual cost 
of the network radio listener to the 
advertiser is up noticeably, even 
without taking into account in- 
creases in network competition,” 

As to spot radio, Mr. Duram 


oadcasting Claimed an increase of “at least 


“eb. 13). 


40%.” Moreover, he said TV is 


w daytime Making “large inroads in present 


LTANT 





ecastimg 


i ROADCASTING © Telecasting 


media thinking and the effective 
number of television advertisers in 
two years is up from 200 to 2,300. 
Its influence not only on certain 
Jocal markets but as a national 
medium is already felt.” 

Mr. Duram claimed that TV-AM 
homes do little listening to AM 
when the television set is turned on 
and described “the 102 TV stations 
Berving 4,500,000 radio homes” as 
# “disastrous nightime influence.” 

Magazine circulation is up 50% 
but cost-per-thousand is the same 
though the advert’ser must spend 


Why buy 2 or more... 
do 1 big sales job 
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50% more than in 1940, he said. 
Newspaper circulation is up 27% 
and advertising rates up 37% in 
the decade, he said. 

During the radio-television panel, 
it was shown on behalf of networks 
that one network’s circulation had 
increased from 25,500,000 in 1940 
to 37,536,000 in 1950, or 53%. At 
the same time cost per 1,000 radio 
homes had dropped from 42.9 cents 
per 1,000 to 32.6 cents per 1,000 in 
the 10 years, a 24% drop. 


TV Costs More 


This fact was pointed out as ad- 
vertiser questioners wanted to 
know why radio rates hadn’t been 
cut as TV increased its following. 
As to TV itself, costs have gone 
down 74% in two years on a per- 
1,000-viewer basis, or from $5.85 
to $1.51, figuring on the basis of an 
interconnected network. 


One calculation showed that TV 
costs between four and five times 
as much as radio on a per-1,000 
basis. 

After the panel, Mr. Nielsen of- 
fered figures showing that total 
radio listening in the home on a 
national basis actually has gone up 
1.06% as compared to the average 
for the three previous years. With 
addition of “secondary” radio re- 
ceivers, better programming and 
other factors, he said, a 2.1% de- 
cline in average listening per home 
has actually been more than offset 
nationally. Radio homes have in- 
creased 8.5% in number, he added. 


In homes that have TV, Mr. 
Nielsen asserted, combined radio- 
television use has gone up from 4 
hours 8 minutes to 6 hours 39 
minutes a day, or an overall 61% 
increase broken down into 20% 
daytime and 122% nighttime. Radio 
listening has dropped from 4 hours 
8 minutes to 2 hours 36 minutes in 
TV homes, he said, amounting to 
36% (13% in daytime, 73% at 
night). 

He said this breakdown was 
based on 5 million TV homes and 
41 million radio homes, a projec- 
tion of perhaps three or four 
months from today. 

Mr. Nielsen said the number of 
television homes must increase to 
11,400,000 before radio listening 
drops below the average level of 
the last three years. He predicted 
network radio will become less 
urban and more rural as TV ex- 
pands. 

Mr. Halverstadt said that when 
individual markets are considered, 
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WAVE Sells Homes 


USE of 13 spot announce- 
ments on two weekend peri- 
ods over WAVE Louisville, 
inviting people to inspect a 
“National Thrift Home,” 
drew over 1,000 visitors, ac- 
cording to Francisco & Con- 
ner Construction Co. of Jef- 
fersonville, Ky. The builders 
also reported that the an- 
nouncements, made last 
month, resulted in the sale 
of several homes and receipt 
of future prospects. “We 
were very pleased with the 
results of our advertising 
and plan to use WAVE again 
as soon as we can get more 
homes under construction,” 
the firm wrote in a letter to 
WAVE. 





TV set ownership has a serious 
impact on radio listening. It costs 
more to reach big markets by using 
radio and television combined, he 
said. Network spokesmen conceded 
the possibility that some adjust- 
ment in network rates was neces- 
sary as TV progresses. 

An ANA survey in which only a 
few of some 2,000 advertisers re- 
sponded showed that 17 advertisers 
draw 100% of their TV expendi- 
tures from other media; 28 draw 
50% to 100% from other media, and 
6 advertisers took no funds from 
other media to finance use of TV. 
Radio, newspapers and magazines 
were closely bunched in the impact 
of TV on their budgets. Mr. Chap- 
in noted that TV competes no more 
with other media than they have 
competed with each other for the 
last 50 years. 

A substantial part of the $500 
million dollars spent annually in 
the preparation of advertisements 
could be saved by repeated use, 
whether audible, televisual or 
printed, in the opinion of Robert 
Gray, advertising manager of Esso 
Standard Oil Co. He reviewed 
Esso’s experience in the repeated 
use of advertisements and called for 
further research on the subject. 

“We repeat radio and television 
commercials,” he said, “but we 
don’t have much evidence in these 


AWS 


fields as to the effectiveness of the 
second or third repetition. We 
know that the average commercial 
reaches 4% to 5% of total radio 
families. The second time it goes 
on the air it is only heard by a few 
of those who heard it previously. 


“The bulk of the audience is new. 
Therefore, even after five repeti- 
tions, most of the audience hearing 
a commercial is hearing it for the 
first time. 

“We all know that repetition is 
the very essence of advertising al- 
though the theory is applied gen- 
erally to advertising themes or 
ideas rather than to specific ads. 
Almost everybody has said, ‘Repe- 
tition is reputation.’ Certainly 
theme repetition has paid off for 
Lucky Strike with LS/MFT and 
the leaf idea, 

“It has done a good job for 
Coca Cola with ‘refreshment’ and 
it’s used consistently by their com- 
petitor Pepsi-Cola with the sing- 
ing jingle, ‘Pepsi Cola hits the 
spot.’ 

“Most every good advertiser, in 
other words, believes in ‘consis- 
tency.’ Isn’t repetition of specific 
ads merely an extension of the 
theory of consistency of theme? 


Repitition Sound 

“Doesn’t it boil down to this? The 
combined opinion of ad experts is 
that repetition of a good idea is 
sound. There is some evidence to 
prove this. There is no evidence 
to indicate that it’s bad. I think 
we should be willing to pay the bill 
to find out more about it. I’m con- 
fident we will wind up by saving a 
substantial part of that bill for a 
half-billion dollars.” 

Discussing advertising from the 
sales manager’s viewpoint, Ben 
Wells, Seven-Up Co. vice president 
in charge of sales, showed a series 
of exhibits covering point-of-pur- 
chase and sales follow-up tech- 
niques designed to make advertis- 
ing “lead into sales.” He cited 15- 
second radio announcements and 
associated merchandising aids. 

Philip Liebmann, president of 
Liebmann' Breweries, discussing 
what is expected of advertising to- 
day, declared advertising builds up 
security—security of the sales- 
man’s job as well as the job of 

(Continued on page 88) 
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(Continued from page 87) 
every employe of the company by 
maintaining a constant level of 
production and employment. 

Stockholders, too, receive secu- 
rity from advertising he said. “In 
addition,” he continued, “advertis- 
ing makes possible the preserva- 
tion of a free press, a free radio 
and television; it pays almost the 
entire cost of our wonderful or- 
gans of information. Advertising 
plays a real role-in the creation of 
a true economic democracy in the 
fields of public communication.” 

Mr. Liebmann called advertising 
not only the voice, but “the free 
speech of business. It doesn’t 
stand by itself, but it is a vital and 
integral part of the merchandising 
evolution of which we are a part.” 


U. S. Sellers’ ‘Paradise’ 


The nation is still in “a sellers’ 
paradise,” according to James J. 
Nance, president of Hotpoint Inc. 
With 1948-49 personal income 
around $218 billion, of which $100 
billion may be diverted to pur- 
chases of the customer’s choice, he 
forecast an income level much 
higher than the pre-war level with 
a drop in discretionary income. 

Mr. Nance told BROADCASTING 
his company will spend $8 million 
in 1950 for advertising and sales 
promotion. It uses co-op radio and 
TV in many areas, on a 50-50 
basis, as well as special events. 

Dealer-distribution reaction to 
Hotpoint’s Thanksgiving, Christ- 
mas and other onetime network 
programs has been enthusiastic, he 
said. The company will sponsor 
Dinner at 8 on CBS _ network 
Easter Sunday, April 9, with Rosa- 
lind Russell and a cast of name 
talent. The onetime efforts are 
heavily merchandised, he _ said. 
Tracing of sales benefits is difficult 
because dealers have been on allo- 
cation and will continue to be short 
of demand into the third quarter. 

Hotpoint is interested in other 
special programs later in the year, 
Mr. Nance continued, and is con- 
sidering short TV spots for place- 
ment by dealers and distributors. 
Joint participation of dealer groups 
in co-op spots is in the works, he 
said. TV spots are produced at 
the Hotpoint Kitchens in several 
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cities. The total Hotpoint co-op 
budget runs $3 million, with about 
10% in radio and TV. Hotpoint 
places these co-ops direct. Its 
other advertising is handled by 
Maxon Inc., Chicago. 


Mr. Nance says the company is 
able to reach the masses through 
its special events. The company 
also participates in local electric 
association campaigns. 

E. F. Kalkhof, American Oil Co., 
Baltimore, told BROADCASTING the 
company again will sponsor Wash- 
ington Redskins professional foot- 
ball games on an AM hookup of a 
dozen stations. Since league rules 
bar live telecasts, the company will 
sponsor films of the games Tuesday 
or Wednesday evenings in Wash- 
ington. 

Guy Berghoff, director of public 
relations, Pittsburgh Plate Glass 
Co., told how the city is using ad- 
vertising media as a means of eco- 
nomic education, 

He told of a morning broadcast 
series sponsored: by the Pennsyl- 
vania Railroad, with the company 
telling employes what it is doing to 
help them. Employes are inter- 
viewed via recordings and they 





prove to others that the railroad is 
a good place to work. Improve- 
ment in service and tax problems 
are discussed. 

Aluminum Co. of America, West- 
inghouse Electric Co. and other 
companies are taking part in the 
joint program. 


TV Reaction 


Faustin J. Solon, Owens-Illinois 
Glass Co., chairman of the joint 
ANA-AAAA Committee on Eco- 
nomic Education, reviewed prog- 
ress in the effort to promote ad- 
vantages of the American economic 
system and told of plans for con- 
tinuation of the campaign. 

Bruce K. MacLaury, director of 
public relations and advertising, 
Bigelow-Sanford Carpet Co., told 
how the company faced the un- 
happy task of calming salesmen 
and dealers when it dropped its 
television program as an economy 
measure. The discontinuance was 
ordered by top company officials, 
he said, after a year-and-a-half on 
the air as one of the top 10 pro- 
grams “and which our salesmen 
and dealers thought was the best 
blankety-blank thing we had ever 
done.” 
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Abrams, George, Block Drug Co.; 
Adams, Bob, Towle Mfg. Co.; Alden, 
John, Norwich Pharmacal Co.; Apple- 
gate, Russ, duPont; Archer, Henry, 
Atlas Supply Co.; Aue, Les, Drackett 
Co.; Anderson, Lorraine, General Mills; 
Bacon, Dean, Coopers Inc.; Bagley, 
Linton, Folger Coffee Co.; Batenburg, 


Mike, Pittsburgh Plate Glass Co.; 
Beard, Dave, Reynolds Metals Co.; 
Becker, John, Simtex. Mills; Bedford, 


Ed, Oneida Ltd.; Belknap, Paul, Atlas 
Supply Co.; Bennett, L. M., LaSalle 
Extension U.; Berghoff, Guy, Pitts- 
burgh Plate Glass Co.; Berno, Paul, 
Tappan Stove Co.; Bertland, Bernard, 
Wm. Skinner & Sons; Beyer, George, 
Cannon Mills; Birch, Chester, Andrew 
Jergens Co.; Bishop, Ellis, Royal Type- 
writer Co.; Bjorkholm, Jim, Reynolds 
Metals Co.; Boggs, Bob, Union Carbide 
& Carbon Corp.; Boone, W. D., Dow 
Chemical Co.; Bowlzer, Dell. New Idea; 
Browder, Les, Dan River Mills; Brown. 
Al, Best Foods: Brown, Bob, Bristol 
Myers: Bryant, Don, Hudnut Sales Co.; 
Budd. R. M., Campbell Soup Co. 
Caniff, Bob, Servel; Carlier, Richard, 
Bigelow Sanford Carpet Co.; Car- 
michael, Bill, Arvey Corp.; Carroll, Al. 
Merck & Co.; Chapin, Howard, General 
Foods; Ching, Cyrus, U. S. Rubber Co.; 


Clark, Douglas. Seagram Distillers; 
Collins, Bill, Dravo Corp.; Collins, 
Porter, Kelly Springfield Tire Co.: 


Coons, Harold, Keystone Steel & Wire 
Co.; Corcoran, Leo, Hoover Co.; Cow- 
ard, Chuck, Nash Kelvinator; Crites, 
Lowry, General Mills; Deines, Harry, 
Westinghouse; Dempewolff, A. S., Cela- 
nese Corp. of America; Deweese, J. E., 
Folger Coffee Co.; Dittmer, Dick, Pitts- 
burgh Plate Glass; Divver, Margaret. 
John Hancock Mutual Life: Dodd, E. 
D., Owens Illinois Glass Co.; Dodge, 
Benton, Gulf Oil Corp.; Donaldson. 
Ben, and Donaldson, Wilbur, Ford 
Motor Co.; Doney. Hugh, Quaker Oats 
Co.: Doty. Al, Hiram Walker Inc.; 
Drake, Dick, Felt & Tarrant Mfg. Co.; 
Drew. Wally. Bristol Myers; Duram. 
George. Lever Bros.; Duvall, Jack, A. 
O. Smith. 

Ebbesen, Ace. Wm. Jameson & Co.; 
Eldredge, Gordon, Ford Motor Co.; 
Elgin, J. .. McGraw Electric Co.; 
Ellis. Gordon, Pet Milk; Ennis. Frank, 
America Fore’ Insurance; Frskine. 
Ralph, Pennsalt; Everett, Del, Ford 
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and regular staff duties. Expe- 
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Motor Co.; Ewen, William, Bo : 
Fauster, Carl, Libbey Sua ae 
John, Liebmann Breweries: Fisher. 
Fred, Gooderham & Worts; Frank, 
George, Erie Railroad; Fullerton, Bud. 
Borden Co.; Fleming, James, Bruns- 
wick-Balke-Collender; Gardner, Allan, 
Monsanto Chemical Co.; Gerbic, Ed. 
Johnson & Johnson; Gerhart, Frank, 
American Type Founders; Getlin, Joe, 
Ralston Purina Co.; Godell, Paul, Arvey 
Corp.; Goetz, Albert, Pepsi Cola Co.: 
Gorski, Henry, Ballantine; Graham, 
Arnold, Liebmann Breweries: Gray, 
+ al agg ty Oil Co.; Gregory, 

reg, A. O. Smith; Guttenberg, ; 
Calvert Distillers. —— 

Halverstadt, Al, Procter & Gamble: 
Hamel, Ken, Owens Illinois Glass Co.: 
Hammer, Ray, Tappan Stove Co.; Har- 
rington, Ralph, General Tire & Rubber 
Co.; Hart, Bill, duPont; Hart, Gifford, 
Pharmaco; Harvey, Doris, Pet Milk; 
Haupt, Fritz, Stromberg - Carlson; 
Hause, Don, Armour & Co.; Hawkins, 
Frank, Libbey-Owens-Ford Glass Co.: 
Healy, Tim, Hiram Walker & Sons; 
Hibbard, C. J., Pet Milk; Hogan, Ed, 
International Silver; Hoge, Peyton, 
Brown Forman Distillers; Hooker, Mil- 
lard. Dow Chemical Co.; Hough. John, 
Goodyear Tire & Rubber Co.; Hough- 
ton, Walter, Calvert Distillers: Hous- 
man. Al, National Carbon Co.: Howard, 
Gordon. Elgin National Watch; Hub- 
bard, Thomas, Cannon Mills; Hurlburt, 
Bud, Rockwell Mfg. Co.; Iula, Frank, 
American Oil Co.; Jewett, Pat. Amer- 
ican Can Co.; Johnson, E. F., Pennzoil 
Co.; Kalkhof. Kay, American Oil Co.: 
Kambach, M. R.. Aluminum Co. of 
America; Keller, Larry, Kroehler Mfg. 
Co.; Kelly. Phil, National Distillers: 
Kesner, Bob, Coca-Cola: King, Whit. 
American Can Co.; Koff, Murray, Sea- 
gram Distillers. 


Landis, Dean, Maytag Co.; Leader, 
Ed, Bankers Life Co.; Lear, Bob, 
American Radiator; Liebmann, Phil, 
Liebmann Breweries; Lightner, Tom, 


Fostoria Glass Co.; Lloyd Bob, Inter- 
national Nickel Co.; Lockwood, Wally, 
Taylor Instrument Cos.; Lowell, R. S., 
. S.. Plywood Corp.; Lowy. Walter, 
Formfit Co.; Lugbauer, Carl, Heywood- 
Wakefield Co.; Lyons, Owen, Marathon 
Corp.: MacDonough, Bill, Coolerator 
Co.; MacLaury, Bruce, Bigelow San- 
ford; Mahoney, Daniel, Seagram Dis- 
tillers; Manson, Stan, Stromberg-Carl- 
son; Margules, Sy, Calvert Distillers; 
Marple, Howard. Monsanto Chemical 
Co.; Marriott, Bob. Climalene Co-:; 
Marshall, Frank, G. F. Heublein; 
Marsteller. Bill, Rockwell Mfg. Co.: 
Maurer, Ward, Wildroot Co.; Meyer, 
Larry, International Cellucotton Prod- 
ucts Co.; Miller, Gilbert, duPont; 
Miller, Jule, Pet Milk; Mines, Morris, 
Celanese Corp. of America; Moorhead, 
Rod, Brown Forman Distillers; Moos- 
brugger, Charley, Minnesota Mining & 
Mfg. Co.; Morris, F. G., Plough Sales 
Corp.; Mosley, George, Seagram Dis- 









tillers; Mossman, Bob, Jone 


lin Steel; Moyer, Les, Ge; al wet 
tric; Mullowney, Jack, Minnesota VaL : 
ley Canning Co.; Murphy ‘handle 
Minneapolis-Honeywell. % 7 
Nance, James, Hotpoint: N 
James, B. F. Goodrich C Niet 
hauser, Bob, Harris-Seybold Co. Nic, 
sen, Clarence, Mid-Contin t Petn 
leum; Ninabuck, Bill, I ternationg 
Harvester; Nunn, Wesley, Standard On 
(Ind.); Odell, Dolph, Genera Motors 
Oliva, George, National Biscuit Co 
Ollinger, C. G., National Carbon Co 
Olson, Gene, International Cellucottg, 


Products Corp.; Osterheld, Herb Bor 
den Cheese Co.; Patton, Ward, Minne 
sota Valley Canning Co.; Peabody Sty 
Borden Co.; Percy, George, Bauer 
Black; Piggott, Bob, Grove Lab 
Plunkett, Jim, Pittsburgh Plate Glas 
Co.; Potter, Pete, Eastman Kodak Co 
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Pettit, L. E., General Electric; I. “ 
enboss, Irv, Johnson & Johnson: Gaal T 
Andrew, General Foods. ’ tional 
Reed, Freddie, Atlantis Sales 
Reese, R. W., Frankfort Distiin motte 
Rheins, Ed, Bigelow Sanford: Richey ¢@S®! 
John, Simmons Co.; Robertson, Ralph servic 
Colgate-Palmolive-Peet; Rogers, Dale 
Mid-Continent Petroleum; Ruprecht ° .4 
Carl, Underwood Corp.; Ruth, Chet such: 
Republic Steel Corp.; Sandberg, John te 
Pepsodent Div.; Sawyer, Bill, Johnso, tas “8 
& Johnson; Schaeffer, Walton, Nation munit 
Tube Co.; Schmitz, Val, Blatz Brewing ould 
Co.; Schultz, Lyle, Nash-Kelvinator 7 
Shallberg, Gus, Borg-Warner Corp, opera 
Sharp, Jay, Aluminum Co. of Americg ing.” 
Shaw, Cecil, American Blower Corp 6. 
Shope, Leslie, Equitable Life Assurang Wh 
Society; Shull, Henry, Pharmacraft ional 
Skinner, Bert, J. I. Case Co.; Smith signa 
Frank, Philip Carey Mfg. Co.: Smith obser’ 
Norman, Sunshine Biscuits; Snyder ight 
Nelson, Owens-Illinois Glass; Spindler mig 
Howard. American Re-diator; Stake radio 
Fred. Brown Co.; Staudt, George as ad 
Harnischfeger Corp.; Stebbins, Fred ‘i 
Corning Glass; Steers, George, Cluett tions. 
Peabody: Stinson, Bill, Cherry-Burrel 
Corp.; Stolp, Myron, A. B. Dick Co One 
Stone, Sam, Quaker Oats Co.; Sucher new $s 
Fdward. Owens -Corning Fiberglas | 
Corp.: Swadener, Frances, A. B. Dick norma 
Co.; Swaffield, Paul, Hood Rubber Co, tions. 
Swenehart. John, Atlas Powder Co. veaki 
Talbot. Hale, Pure Oil Co.; Thompson — 
Herb, Miles Labs.; Thompson, Sam norma 
Borden Co.; Thomson, Chet, Calver aware 
Distillers; Thul, Joe, Seven-Up; Tib« ~. 
hott. Dave, New England Mutual Life signal 
Toland, J. M., Hiram Walker: Tucker t 
Frank, B. F. Goodrich Co.; Vailender 5*0R8 
G. M., Rose Derry Co. specia 
Wachtel. W. W., Calvert Distillers’ 
Waddell, Bob, Hamilton Watch Co 
Waddington, Les, Miles Labs.; Wallace 
Jane. Celanese Corp. of America As 
Ward. Taylor, Kimberly Clark; War- uired 
ren, Ham, National Carbon Co.; Wat- q 
son, Stuart, Standard Oil (Ind.); Well: © progré 
Ben, Seven-Up; Westgate. Westy, At- 
lantis Sales Corp.: Wheeler, Bob. Inter. Mr. 
national Nickel Co.; Willis, Paul, Car rience 
nation Co.; Winslow, Ralph, Kopper 
Co.: Wood. Fred, International Nickel “add t 
Co.; Young, Tom, U. S. Rubber Co. 
Ziegler, Russ, Cluett, Peabody & Co. ¢ast si 
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_ Allen, Paul, Americ2n Sugar Refin- 
ing Co.; Anderson, C. E., Club Alumi-  spectr 
num Products; Cleaves, H. M., Dia ; 
mond Crystal; Detweiler. Elliott, Devoe 28 
& Reynolds Co.; Egan, John, Hamiltor > broadc 
Beach _Co.; Haas, Balfour, Melrose & >. 
Co.; Hulburd. Fred, Victor Adding” tions, 
Machine Co.; Lindholm, A. W., Drexel H 
Furniture Co.; Merriam, A. B., Bemis e 
Bro. Bag Co.; Stillwell, H. L., Scripto: > nizes 
Trupp, Bernie, Crown Central Petro- 
leum; Bush, Leonard, Compton Adv. -proble’ 
Frey, George, NBC; Graham, Phil (a) ” 
Washington Post; Gunning, Robert, @ 
Robt. Gunning Assoc.; Harper, Marion =! ope! 
McCann-Erickson; Hypps, Frank, A ‘ception 
Asch Inc.; Lehman, Al, Advertising™)),, 
Research Foundation; Nielsen, A. C.)°** 
A. C. Nielsen Co.; O’Brien, John, Ruth) (b) | 
rauff & Ryan; Peterson, Eldredge that a 
Printers Ink; Pilat, Bill. Russell Aller ‘suit mi 
Co.; Stanton, Frank, CBS; Trammell 
Niles, NBC: Wahlstrom. Fred, Distr-) (¢) I 
bution Council; Wells, Ken, Freedom casting 
Foundation; Galilee, John, Assn. % ¢ieg ay 
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‘BISIGNAL’ FM 


al we 
‘Ota Val. © 
a 
Vewmay DEVELOPM ONT of a new method 
o.: ae of communications called “Bisig- 
t Petro. nal” — involving the transmission 
te of two FM signals on the same 
Motors ‘equency—Was reported yesterday 
uit Co frequ ‘ hy r i's) 
bon cy (Sunday) by Raymond M. Wil- 
llucotte motte, Washington consulting ra- 
i Minne dio engineer. 
By, Se \ Mr. Wilmotte said he is petition- 
Labs ing FCC for changes in its rules 
ate Glas to permit Bisignal operations. 
5 Quack. “The ability to transmit an addi- 
n; Quale g tional communication,” Mr. Wil- 
es Corp: motte said, “would permit broad- 
Distillers ogsters to provide a number of 
i, Rath services to be paid for by a rental 
rs, Dale or a subscription arrangement, 
ee such as programs fitted to minority 
rg, John tastes or special needs, and com- 
’ Natal munication to mobile units. It 
- Brewin would also provide ‘beep’ type of 
eo operation without danger of pirat- 
America, jng.” 
er Corp, oF . : : 
Assurance: While he did not expand on Bi- 
rmacraft > signal’s potential uses, informed 
D.: Smith observers felt the second signal 
| Snyder, might be employed for transit 
— radio or for such other operations 
_ George as addressed service communica- 
—y Pee tions. 
Wi a One of the two signals in the 
.; Suche. new system would be the same one 
ee normally transmitted by FM sta- 
ibber Co: tions. The second signal would be 
Theme weaker — “sufficiently weak that 
son, Sam normal receiving sets will be un- 
Us ne aware that a second program or 
utual Life signal is being transmitted,” but 
Fanucke: strong enough to be received by a 
| special receiver, 
Distillers . . 
Vatch Co Special Receiver 
Se A special receiver would be re- 
— ba quired to receive either of the two 
.d.);' Wells programs at will. 
hag A Mr. Wilmotte said his expe- 
Perea rience shows that “Bisignal’’ would 
nal Nické “add to the value of the FM broad- 
SE col cast service and effectively provide 
additional communications chan- 
gar Bell nels without taking up additional 
lub Alumi- spectrum space and without affect- 
ion pow sing the present reception of 
ee jbroadeast programs from FM sta- 
or Adding | tions.” 
‘B Beni He felt his development recog- 
se nizes and will help solve these 
.pton Adv. -problems : 
ee : (a) The FM broadcast stations now 
er, —— i. ee are, with barely an ex- 
Adverts ag, operating at a substantial 
John, Ruth (b) It is only very exceptionally 
Eldredge \that a station plans its programs to 
useet ‘suit minority tastes. 
red, Distr: (¢) In fields other than FM broad- 


1, Freedom casting there are insufficient frequen- 


1, Assn. @ 


cies available to meet the demand. 
“It was in an endeavor to alle- 


___—_Viate these three problems that I 
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 Xetwork station in southern metro- 
politan area has opening for expe- 
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ity and working conditions are 
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g ‘ails in first letter. Write Box 705E, 
ROADCASTING. 












in the direction of finding means 
for the transmission of more than 
one program or communication 
from a single station, without de- 
creasing the frequency swing of 
the principal program, and leaving 
the present listener unaware that 
an additional communication is 
being transmitted,” he declared. 

His proposal would permit FM 
stations to transmit a second signal 
provided that (1) the frequency 
involved would fall “entirely with- 
in the band defined by the freq- 
uency swing permitted for the 
main signal,” and (2) the maxi- 
mum amplitude of the second siz- 
nal should not exceed 1/10 (or 
some other value specified by FCC) 
of the amplitude of the main 
signal. 

He said “Bisignal’’ would not 
change the FM band’s “present 
principal use as a_ broadcasting 


Du 





al System Developed 


medium which the general public 
can receive freely.” 

His experiments, he said, have 
achieved the following: 

(a) Voice or Music—When both the 
strong and the weak signals are mod- 
ulated by voice or music, I have been 
able to operate with substantially no 
cross-talk with an intensity ratio be- 
tween the signals of 10 to 1. Ratios 
as high as 100 to 1 have been used 
satisfactorily. 

(b) Control Signal—Special signals 
are being transmitted today by many 
FM stations in the form of super- 
sonic “Beep” or pulse for controlling 
the intensity of the sound out of the 
receivers. In this direction, I have 
been able to send similar control sig- 
nals but have used the weaker of the 
two transmissions to do so, so that 
the control signal is completely se- 
cret in that it cannot be detected by 
a normal receiver. By this means I 
have been able to control three inde- 
pendent operations using the same 
number of tubes and simpler circuits 
than are used in present “Beep” 





‘KWKH LOUISIANA HAYRIDE’ 


Hillbilly Show Now on 23-Station Network 





A SATURDAY night hillbilly vari- 
ety show produced by KWKH 
Shreveport, La., and called the 
KWKH Louisiana Hayride, is now 
being broadcast over a network of 
23 stations in the Southwest, ac- 
cording to Henry Clay, general 
manager of the 50 kw CBS outlet. 

Inaugurated by KWKH in April 
1947, the Hayride is a three-hour 
production staged in the Shreveport 
Municipal Auditorium which seats 
approximately 3,500. It has played 
to capacity audiences regularly for 
more than two years, Mr. Clay re- 
ported. 

The program’s regular cast in- 
cludes some 25 radio and recording 
artists who are heard daily on the 
station. Also featured each week 
are guest artists. Horace Logan, 
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The heavy black lines on this map trace the 28-station network in the 
Southwest over which is now heard the weekly KWKH Louisiana Hayride. 
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KWKH program director, is pro- 
ducer of the show and is assisted by 
Ray Bartlett and Bill Cudabac. Mr. 
Logan also serves as m. c. 

First half hour of the stage show 
(8-8:30 p.m.) is fed to the network. 
The remaining two -and -a- half 
hours are broadcast over. KWKH 
alone, according to Mr. Clay. 

In addition to KWKH, stations 
making up the network include: 


KALB Alexandria, WJBO Baton 
Rouge, KVOL Lafayette, WWL New 
Orleans, KLOU Lake Charles, ll 
Louisiana; KFDM Beaumont, WACO 
Waco, KORA Bryan, KNOW Austin, 
KABC San Antonio, KEYS Corpus 
Christi, KRIO McAllen, KRBC Abilene, 
KGKL San Angelo, KBST Big Spring, 
KCRS Midland, KWFT Wichita Falls 
and KLYN Amarillo, all Texas; KOMA 
Oklahoma City, KRGM Tulsa and 
KGLC Miami, all Oklahoma, and 
KWHN Fort Smith, Ark. 


= 


— te CORPUS CHRISTI 


EJ 

vere 
=/ 

MCALLEN, ‘ae 





systems. Additional controlled opera- 
tion can be obtained with relatively 
simple circuit additions. 

“As to the type%@f services for 
which the second c6Ommunication is 
to be made available, who may 
receive it, the quality of the service 
and the method to be used for 
transmitting and receiving it,” he 
said, “I feel this should be left to 
the normal process of competition.” 

Shown to FCC 

Mr. Wilmotte said that during 
the last few years he has been en- 
gaged in research on “the better 
separation of FM signals from 
each other,” with concentration on 
“the transmission of two FM sig- 
nals of different intensity within 
the same frequency band, and the 
reception of either signal at will 


without interference from the 
other.” 
“Bisignal,” he said, has been 


demonstrated in the laboratory to 
“a number of persons, including 
the FCC.” 

Mr. Wilmotte is a co-developer, 
with Paul A. DeMars, of the “Poly- 
casting” system of television by 
which he hopes to provide UHF 
service through the use of rela- 
tively large numbers of _  low- 
powered stations within given 
areas [BROADCASTING, Dec. 6, 
1948]. “Polycasting” is slated for 
consideration in FCC’s current 
overall television hearings. 





SAAA Names Brown 


APPOINTMENT of J. Richard 
Brown, of Dallas, as _secretary- 
treasurer of the Southwestern 
Assn. of Advertising Agencies, was 
announced last week by David C. 
Ritchie of Houston, president of 
SAAA. Mr. Brown succeeds Al- 
fonso Johnson, who died March 7 
of a heart attack. 





ATLANTIC CITY’S 
HOTEL OF DISTINCTION 


Devoted to the wishes ef a discrimi- 
nating clientele and catering te their 
every want and embracing all the ad- 
vantages of a delightful boardwalk hotel. 

Spacious, Colorful Leunges—Sun Tan 
Decks atop—Open and inclesed Seloria— 
Salt Water Baths in reeme—Garage en 
premises, Courteous atmosphere throughout. 


When in Atlantic City visit the 
FAMOUS FIESTA LOUNGE 
RENOWNED FOR FINE FOOD 





OPEN ALL YEAR 


Under Ownership Management 
Exclusive Penna. Ave. and Boardwak 


April 3, 1950 “® 
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HYDE HITS CHARGES 
OF SECRECY ON NARBA 


FCC COMR. Rosel H. Hyde lashed out Friday 
against industry charges of “secrecy” in U.S.- 
Cuba NARBA negotiations at Havana, accus- 
ing their authors of “irresponsible actions” 
which jeopardized U. S. bargaining efforts. 
Mr. Hyde, head of U. S. delegation in 
eight-week Havana sessions which broke up 
10 days ago with no agreement [BROADCASTING, 
March 27], spoke at closed meeting of Federal 
Communications Bar Assn. He singled out 
NAB for criticism of its NARBA position. 


Mr. Hyde said Havana documents will be 
available for scrutinizing and suggestions 
from all interested persons in preparation for 
resumption of full NARBA conference, sched- 
uled for about Aug. 1. It’s reportedly slated 
to be held in Washington. Mexico, which didn’t 
participate in overall sessions at Montreal 
last fall, is expected to take part. 


Comr. Hyde reportedly told listeners that 
entire industry had been invited to Havana 
sessions; that meetings were open; that “even 
the most bitter opponents” of treaty which 
at one time seemed imminent “must concede 
that they had every opportunity to be present 
at every important phase of these negotia- 
tions.” But, he was quoted: 

. . . Certain members of our industry had the 
temerity to circulate to members of the Congress 
and to other members of the industry, rumors or 
completely false representations that a series of 
“secret” negotiations were being undertaken by 
“secret” agents who were engaged in selling the 
whole American broadcasting industry down the 
river. 

It is my considered opinion that such irrespon- 
sible actions not only militated against the best 
interest of those who compounded them, but also 
served to becloud the real issues involved at the 
conference, to misinform the Congress, and to 
create in our international relations an under- 
standable but undesirable reaction of the part of 
our foreign opposite numbers. Maybe that was 
the aim, I don’t know. 

... I must also express amazement at the NAB 
circulating to its members on March 3, 1950, a 
statement inferring that affected stations were not 
being notified before the negotiations ripened into 
an agreement and that, accordingly, NAB was 
notifying all member stations whose frequencies 
were involved. There is no objection to the notifi- 
cation, but why the inference? It might be noted 
that some of our trade press picked up the infer- 
ence and broadcast it as a fact. 

. . - Did the NAB expect an individual formal 
hearing to be given to each station which might 
possibly be affected, such hearing to be held be- 
fore the joint negotiations and during the active 
negotiations? 

Mr. Hyde reviewed Havana sessions, point- 
ing out agreement was reached “in principle” 
but Cuba came back two weeks later -with 
counter-proposal which U. S. could not accept. 
Listeners said he challenged “anyone” to 
disprove that proposed agreement embodying 
U. S. position would have been “advantageous 
for the industry and for the U.S.” 

On preparations for forthcoming overall 
NARBA sessions, listeners said he asked 
industry to take “a perspective at least a little 
wider than an effort to protect one’s individual 
ox from being even slightly scratched without 
giving any consideration to the slaughter of 
the rest of the herd.” 

Even after Havana sessions were abandoned 
March 23 with formal recall of U. S. delegates, 
hope for success arose with last-minute Cuban 
request for luncheon discussions March 24. 
These proved fruitless, however. 
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WOWO 50 KW GRANT 
PROPOSED BY FCC 


PROPOSED decision looking toward grant of 
long-pending application of Westinghouse’s 
WOWO Ft. Wayne for power increase from 
10 kw to 50 kw DA-N on 1190 ke issued Friday 
by FCC on 3-2 vote. Also included is change 
of WOWO transmitter site. Grant would be 
subject to specific engineering conditions. 
Comrs. Robert F. Jones and Frieda Hennock 
dissented. 

FCC said no final decision would be given 
until Commission completes study of Westing- 
house’s qualifications “in light of its involve- 
ment in anti-trust litigation.” FCC has sched- 
uled oral argument April 24 on policy to be 
followed by FCC in such cases. Hearings on 
WOW0O’s application, pending for some years, 
were closed in August 1947, 


COTT NAMED MANAGER 
OF NBC NEW YORK STATIONS 


TED COTT, WNEW New York vice president 
and program director, Friday was appointed 
manager of NBC’s New York stations, WNBC- 
AM-FM and WNBT-TV (see story page 20). 
Appointment of Mr. Cott, who has reputation 
for programming ingenuity, seen as move to in- 
vigorate local programming not only of net- 
work’s New York stations but also others that 
it owns and operates. His mission is to evolve 
new programming patterns, both radio and 
television, for all NBC stations in addition to 
managing stations in New York. 

Mr. Cott, picked for job by James M. Gaines, 
NBC’s director of owned and operated sta- 
tions, believed to command higher salary than 
that paid any one else in Owned and Operated 
Stations Division of NBC, at least $27,500 per 
year. Development of strong sales approach 
by NBC stations to department store adver- 
tisers anticipated. 

Mr. Cott is expert on low-cost, popular pro- 
grams, and it was recalled that Mr. Gaines, 
few weeks ago, hired former Macy’s merchan- 
dising executive, Norman Neubert, as special 
consultant. 


NAB NAMES HOWARD LANE 


HOWARD LANE, WJJD Chicago, director of 
broadcasting for Field Enterprises, named by 
NAB Friday to replace Gilmore N. Nunn, 
WLAP Lexington, Ky., as co-chairman of 
joint NAB-Motion Picture Assn. of America 
Committee to combat trends toward censorship. 
Mr. Lane shares chairmanship with Joseph 
Hazen, Wallace-Hazen Productions, who leads 
MPAA section of joint committee. Mr. Nunn, 
who remains committee member, relinquished 
position because of business pressures. 


ZIV PURCHASES ANNOUNCED 


PURCHASE by Coast Fishing Co. of Cisco 
Kid radio series for use on Don Lee Washing- 
ton and Oregon stations announced Friday by 
Frederic W. Ziv Co. Program to be heard 
Wednesday, 7:30-8 p.m. (PST). Agency is 
Harrington-Richards, Div. of Fletcher D. 
Richards Inc. 


LIVINGSTON TO CBS-TV 


ROBERT T. LIVINGSTON, sales manager of 
WBBM-CBS Chicago, has been transferred 
to CBS New York as a member of net- 
work TV sales staff. No replacement has been 
named. 


Closed Circuit 


(Continued from page 4) 






































































medium can support itself from advertising 
revenues, 


NEAL McNAUGHTEN, NAB engineering 
chief, left quietly for Mexico City last weg 
Obvious object: Lowdown on spectrum sity,. 
tion. 


LITTLE dust gathers on Sen. McClellan; 
staff investigators’ probe of potentially taxabj, 
services FCC renders. Prolonged talk wit, 
John A. Kennedy, California newspaper py} 
lisher and part owner WSAZ Huntington, wy! 
Va., who was first credited with suggesting fea 
for government service [BROADCASTING, Marc 
20], apparently left strong impression wit 
staffers. Example of “undercharging” give 
investigators by Mr. Kennedy are certain Na, 
tional Bureau of Standards’ fees for inspectiry 
engineering equipment. Senate committee noy 
studying completed report by Commerce Dept 
that includes NBS and Bureau of Census com 
pilations of services they provide. 


PHILADELPHIA STATIONS are fumiy 
over WFIL-AM evening rate reduction, offse 
by increases in daytime schedules. Actually 
they say, new WFIL alignment places halt. 
hour show virtually in “station break pric 
category.” There probably will be reverbers 
tions at NAB convention. 


EDGAR KOBAK, former MBS president, meet 
in Chicago with board of directors of Transi 
Radio Inc. during NAB _ convention, pre 
sumably to work out plans whereby he woul 
become consultant to corporation. 


WILLARD SHROEDER, radio and televisic: 
director of Ketchum, MacLeod & Grove Inc 
to re-enter station field with appointment « 
commercial manager of WOOD Grand Rapid: 


CHARGES MONOPOLY 


MONOPOLISTIC tendencies in theatre T\ 
field are alleged by Skiatron Corp., New York 
proponent of “subtractive” color TV system 
in brief filed with FCC. Claiming pendin 
bids for theatre TV channels omit “fundaments 
requirement” of average theatre operator fo 
low-cost TV equipment and hence keep fie 
for big interests, Skiatron said its Supersoni 
theatre TV projector will be fraction of aver 
age $25,000 cost for cathode ray tube units 
gives superior picture, is easier to operate an 
is only one “easily adaptable” to color TV. 


FCC HITS PETITION AS ‘SHAM’ 


ON GROUNDS it was “sham and false,” peti 
tion filed by Crescent Bay Broadcasting Co. 
Santa Monica, Calif., was stricken by FC 
Friday. Commission said Crescent Bay mai 
“unsupported allegations that the Commissi0 
was actuated by motives other than those em 
bodied in its orders, in setting Crescent Bay 
application down for further hearing.” Thes 
charges, FCC said, “are untrue.” Further 
FCC said, “petitioner’s unsupported accusi 
tions of improper conduct made against an at 
torney in good standing practicing before thi 
Commission and against the staff of the Com 
mission are also entitled to no credence. 
Petition was for reconsideration of action call 
ing hearing on Crescent Bay application fo 
1460 ke, 500 w, day. 


NEW TAYLOR CO. OFFICES 


TAYLOR Co., formerly Taylor-Borroff, sté 
tion representative firm, announces new Dall 
office at 1714 M & W Tower. O. L. (Te 
Taylor is head of firm. 


BROADCASTING @ Telecastis 













































T 


~ THE KANSAS CITY TRADE AREA 


ineering 
st week 
m situa. 


Clellan; 
’ taxabl 
ilk with 
per pub. 
gton, W! 
ting fee 
G, Maret 
ion with 
2” giver 
‘tain Ne. 
specting 
ittee noy 
rce Dept 
SUS COM. 


fuming 
on, offse 
Actually 
ces half. 
sak pric: 
everbera. 





ent, meets 


f Transi Accepted studies show Kansas City’s Primary The KMBC-KFRM Team is your best buy 
ion, pre Trade area to be rectangular, as illustrated. jin the Heart of America because it provides 


"onl i i i ° ° 
he woul Kansas City is the natural capital for all trade complete, effective and economical coverage. 
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6TH OLDEST CBS AFFILIATE PROGRAMMED BY KMBC 
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